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ANALYSIS MARKETING STRATEGIES AT CULINARY TOURISM
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Abstroed
Rescurch purposes: Analyeing marketing strategies a1 culinary ourism centers.

Methodolegy: This research meshod 5 gualitative, where the informans wiho will provide informstion inthis sody e 1),
Muonzeer of Culinary Towriem Centers (1 person), 20, Cwner Stan (5 peoplel. 310 Visilors s the Colinary Toorisam Cenlers
LI wisiness) from each calinary warism

Main Findings: Strategies o improve markeling in the Central Culinary Towrism In Sumabaya, between the mamager and the
owier of the booh maost pay atneation se the guality of the prodacts progliced, the determinsdion of the selling price, ihe
prromistion sysbem used fo intreduce the existence of culinery wwrism cemters which ive pone through secial media, while
alsi paying aftention 1o services, eleanliness, and Gacilities available at the culinary wourism,

Implicidions: 5o that the Depantiment of Cooperatives and SMEs also the City Gosernment of Sorabava can develop the

existence of o culinary toartsm center must [aively provide assistance 1o develop @ culinary ourism center. And also

culinary entrepreneurs and wners continoe & imgreve the quality of prodoct. foeilities, sovices and the surmsunding
iranment 5o comsnmers can enpoy e calinory specialiies of Sarobayu,

Movellyriginulity of this stady. This mesearch raises the thome of the colinary indusiry in increasing wurism and
imeredsing the income of gitiens of the cliy,

Reywors: Calirary Towrdam, Serabeve Oty Morketdeg Srmerepy, Srvafl o Mediam Enrerprive (5HEs)
INTRODUCTION

The exislence of street vendors in Surabayy i: a phenomenon that will met be wepurated  [fom economic achivilies in
Surabaya, Over fime, the preseoce of five mmaders in Surabaya has increased in pamber and the presence of street vendors 1=
comnsitered 1o be disrupting raffic becanse in carrying o its operational activities using rouds in carrying ol iis basingss
aclivities IHlI hanfin, Jusni & Mochklas, 2008},

Theretore, the exisence of slmet vendors i :mﬁdclﬂm illegal business, becane il cooupies poblic space and is nid in
aceonclance with the cily vision which emphasices the cleanliness, beauty, and nealnes of the city (Jikb, 20007, Thenefare,
srect vendars are the main target of Surabeya city government poliey, throogh evicgion and relecagion,

Facing this. the Surnbayn City Govermment reformas] the presence of sireet wendors, especially those engaged im the food and
beveruge sectar by seiting policies ned allowed o rade on the rousdsicde. In sddilben. in an effon o overcome the exisling
rroblems (¥lochblas, Paneeayudi & Seenardo, 200%], the Surshaya city governmend issued o palicy tis centralize the sineet
vendors in o place called the Culinary Teartsm Cenber,

The presence of street vemdars in Surabaya every yeas comtinnes 3o inerease, In M50 7, the nember of culinary ourism cemers
im Surabayaas many as 50 colinary founsm centers, whene they are scaliered ol several poands in Lhe Sty of Surbaya and the
existence of @ pumber of culinary tounsan will conlinue fo increase because thens are s many sireet venders whio conmid be
neeomandiiated of the cemter pvadlable culinory s (Sucy, cod, J0HYS,

The purpase of the esnblishment of culinary cemers in the clry of Surnbayn b= o gimalae the econonfBRBF the citizens and
suippoet Roarism aefivities in the city of Susahoya, The center of celinary tourism is under the Offies of Cooperatives and

things in sn elfon o revive culinary centers, namely: production mansgement, fnance anid managemant. Surshayse Chiy
Croperative and Small and Medivm Enlemprises Offce ane more focosed on improving the quality of buman resporees,
wbvicthon. mamagement, and firencial monsgemen.

LITERATURE REVIEW
Mo, Small and Mu-l.I:H'l Emerprizes are forms of productive scomomic enderprises carried oul by individuals or buginess
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The Intermational Culinary Toarism Association (BCTA) sys thad culinasy ourism s 0 ungue business of sating ansd
Blinking. wiich is carvied ot by cvery tourist who iravels (Besn, 20025, Culinary surism is iourism that provides various
wervice fuctlities and integrted colinary sctivibies o meet the needs of wanss who are boill for the puspeses of recreation,

A visit o @ place that is 2 producer of Food, Tod Festivals, restiusanis, il special ocations (o iy the @ste of food @l o
nlso o pain cxperience esined from the ppical food of an aren WEEIR is the main motivation for someone o rovel. The
defimition of cullnary fourism, in general, b5 o place of wisit for fosd producers, fosd festivals, restousants ol epecific

imeludes activities do consume loeul Food From: an aness; travel with the main purpese s e enjoy food and drinks and or visiia
culimary achivity, sch as o cooking schonl, visitng the center of the Tood and beverape indusiry: and o get o different
ﬂl.'-l'lﬂl-ﬁ! wheen comsaming food and drinks,

Marketing 5 an arganizational lunction and a sevies of processes fir creabing, mn'rrmmtr. & delivering value s
customers, and for manaping customer relotlons (American Marketing Associntion-AMA), Marketing 1= & wociol and
mianagerial process in which mdividuals aml groups of people get wiot they. need and want by cneatting., offering., and freely
i, the concept of marketing s something that s imaugihlE which Is mare & philescphy that cam laser Be srusied anad beliesed
i maikimg decisions.

Marketing Mix

Morkesing in o company alms 10 penerale costomer satisfoenon and well-being for corssimers in the long werm, which will be
key io ohlaining profits [Futik, 2005 475

Murketing Mix is & set of wools that companies ufTlr continuomisly ochieve their goaks in the apes market (kadler & Kelles
20iF: 28] The purpose of marketing is 10 plan marketing activities and establih a fully intepnied n'u.rlu. progTam i
erente, commnieate and deliver valoe o costomers (Botler & Beller, 0080 214, classify the marketing mix inde foar groops
cilled 4 P pamely: Products, Place Prices, ol Promabions,

i Prslocis

Proslucts are everything offered tothe marked in an effon o mest the el and desires of comsuners, Producis offercd
include physical goods, wervices, adtivities, experiences. people, places. organizations, and ideas. I oddizion, products
will b phle o prowidle disect and indirect benefins to satisfy cusioimers,

b, Price

Prices ane importand in the marketing mix becanse prices give an impoct on the icome of a business_ 1t can also be siicdl
that prices are the anly anes from the marketing max that can affect sales revenae. In adifition, pricing decisions will have
o sipnilieant infloence in determindng the valwe amd benefits fo be provided 10 customers and play an impoman rolz in
describing the guality of o product.

. Place

Places here can be inerpreted o5 distribugion channgls or service locsions, The [oentien of services wsed (n sapplying
servives fo the infended codomers is the key o the decision. The decigion fo determing the location o be wed will
imvial ve comsideration of how the product service is deliversd toihe customer and whese it will faks place,

d. Prometian
Fromotion s an activily that communicates prodact excellence and persnfes larget customers [ want 10 make o
pairchase,

RESEARCH METHODS

Research Farali

The meshod used in this study s & goalitative rescarch method with an anolytical descriptive approacl The purpesc of asing
this methed s w0 show and explain the commumily’s response o the exislence of oulinary ounsm e Surabayy (Deles
Culimary Towrism; Convention Holl Culinary Tourism: Dharmahussdn Culinory Tousizm; Klampis Calinary Mgasem and
Semuoloware Culinory Tourisne) in Surnbayn City, and Establish o strsdegy peneral development of culinary ourism culinary
ionis in ghe city,
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raea Collectbon Frooadure

The method wsed inconducting data collection in research is carmed out threagh several methixds of data collection, namely:

n. (Mheervabon, the researcher made direct ohservations at the Colinary, Deles Center, Convention Holl, Klamps. Ngasem,
s o hanscacl . and Semolowane.

b Ingerviews, researchers comducied in-depth imerviews with manopgers of Colinary Tearizm Centers, Sdan Crwiers, aikl
wiaihors,

¢, Duestionmaines . researchers also wsed qoestiomnaine gquestionnaires o booth and visitor owners.
. Documenis, deouments collecied are in the fomm of public documenis,

e Ao and visual matenal, dota collected in the formoof photos

Infurmant

Bin ahis stoidy, the datn ehtained 5 dow or information shat i5 in accondance with reality i the Geld. And processed with a
gualitative desoniptive approach that will be coneluded abeal how the informunts respondents in develaping nurketing in the
culimary lonrism cenler. Some imformanbtamesponcents whoo will provide imformation in this siody are Colingry. Center
Managers, booth owiers amd visitors in the culinary center of Deles, Balai Sidang, Dharmahusado, BElampisNgasem, ol

Semuolrwane,
Iaty Analysis Techniguoes ﬂ
This sty uses on ingernetive amalysis mode] proposed by Masthew B Miles and A Michse] Huberman,

.;::__ Lkl vl dlom = 5 e .;':__F?hn-h porubsiion

—— — _—

I — — — —

g S I —

{:_‘_’“:”‘"'“‘“"__::) C_' L P TR AT Tt "H)
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Figure 1= Internctive Model Cuoaliaive Data Anadysis (Mides and Tlubermuon
Souree: Sosgiyono (T
The following are the sages of the research dagn aealysis sechnigue as follows
a, Drata collectbon fechmigues

Al this stage, the dala is collecied by researdhers abined froam Ailling: ot quedionnaines and the resalis af inlervisws,
aheervitions, ol caher secombary dita obtainsd from the sy site, Where datn collection s ohtained from the
mamipe mend of culinary cenders, booth owners, and vigilors encoundersed. The interview echmgque wsed in this study 16 ime
depth interviews thoagh the suhmizaen of guestions in depth related o the feoos of the problem.

b, Drata reduction

Al this stage sorting and simplification of the data abtained fmom the results of Lling oul goeslionmires, inlerviews,
onservalions, documentation, ond nedcs obdained during the dado collection was camied out,

. Presentation of data

Al this dage, the rewsarcher beging W present the dala and keeps ohgerving the policy setting that is adjusted o the
comifitions in the Geld. Based on the resulls of ohserving the resolis of the presentation of the data, it will be knoown tal
the comditions in the culinary woorism cemer will then be knewn o take action,

Drawing conclaskons

Ar e end of the rescarch. process conclusions are made, Hese the researcher will review the resulis of inerviews,
cheervations, ond ook hock at the resuhs of the notes,
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RESULTS AND DNSCUSS 0N

Tenfay maskebing aclivities experience o shifl from trufitione] markebng to expeniential marketng (Admao, 20045 Wherne
tracitional markeling emphasizes the mensise in sales vodume, while on experiential marketing the focus of marketing
strmtegies is arented 10 consamers, wherein producing productsservices bosad on the needs and desires of comsumers, it s
expecied o provide high satislicton and 2lso emphasize the services provided o consumerns § Angoannt & Fanjiondan,
18

Murketing schvilies camed oul every effort 5 no exception in the cenler of culinary oo smaims o prsxlece adtisfchon
thit i5 fel by the customers wiho loger Becoms o step in ehigining profits (Ratll, 2005 Whene in carrying ool marketing
.'r'iLi'I:h pay atienbion fe the marketing mis in corying e marketing strotegies. Hotler & Keller (2009 clasify
morketing tools o four groups. aleo culled foar PPy mmely: Prosduce, Price, Promotion, @ad Ploce which can affect
ihe increase in sales on calinary tousisin.

There are o namber of things that mas b comsidered by colinary bowrizm cenbers in their busingss markering sirategies,
marnely;

. Ceonds Sold

Iy designing o sales sirmiegy, the owners of boodhs @ culinory cemers mas firs ensure the quality of focd or dnnks
o femed fov comswmers, which is sery mporiant fo oobe because il is relaled foowhat consumer s feel when they wall make a
purchase.

The purpssaz of the sirsdegy B maintain the qualiny of fiscd or drinks 5 o be able o meet the needs and desines of
eomenmners, Fulfilling the needs and desires of consumers i5 & major foctor in carrying oud marketing. [0 is expecied that by
knowing what is desired and neededd by consumens, the prwduct will be produced in acconfance with the wishes of

HIE

Thersfore, producing goality food and bevernges is one way that can be doe b mokniaining selationships with consumers,
becanse consumers - who usually make an assessment of the guality of Tousd and drinks provided by culinary tourism
cenders, In achfibion, 11 is expecied that the owners of ocolinery center cenlers can prodoce food znd beverapes that havae
gos] taste amd con maintain i, becase most consimers say that the fnste of food o the culinary foarism cenber is ned as
expected (Lantw, ol al., 2014).

The ewner of o booah a1 o colinary cemer must also immovite on the Dypes of food and beserages produced w0 that
comsmers will nol be bared becasse new menus ase always availahle @aml will mativate consumers 10 keep visiting. Whene
mony consamers ane sl mot satisfied with the foo) ond drink provided o the culinary cemer. And there ane complaints
aboud the small selection of fod amd beverage vanants available ancd e many beoths selling the food chaice,

Fuood and drinks produced a2 the calinary s cenger will be more imeresting if comsumers can see the manufaciuring
provess. Comsumer behavior is e Ching that undedies consumers 1o make purchasing decisions, When deciding s buy an
inem or prosluct, conswmers always think of the idems o be purchased (nadvance. Staming from the price. quality, function
o e Fiedness of the goes, anel so forth. The sctivity of thinking, considering., and guestioming goods before buying is or is
included inconswmer behavior.

There are several ways by inclede consumers in making a product { Tandjung & Pravogo. 20006: T, namely:
- Using Unlime Commaunities

There s aw onkine commaiity for cabingry lovers o social mediz sich as Focebook, Instagram, ese. Each member can
preveile criticism and suggestions that will be used by the company or the manaper and awner af the colinary centes for
fart her imgrovement and improvement so that prodacts and services can be procluced pecordingly with the needs anc
desiires of consumers,

- Use the Odfline Comnmndny

Brodh the mamsagemend and the owner of the booth can take odvimtoge of the existence of an offTine commanity, sach s
irtisan growps, voung workers, students, For example, in the Deles culinary eemer, there are ofter young workers who
Iz ghelter in the same business where fhey meet ot the Deles culinary cenler, and this can be stilized by the
mana et and owner of the booah b pet dhe visitars from whar they are capeeted and a8k aboar the tste of focd and
trink und what variety of feenf and drinks they expect.
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- Use customer sery e

The mamagement of culinary oamsm centers should provide media for consamers o be able 0 convey all swgpestions
unel criticisms for the development of culimary tounsm centers, This has been done By the Dharmahaseda culinary
cemer where telephone contacts: ane avoilable whicly cen be nsed for consumers o convey everything they feel, bath
abod Fooud aned beverages, facilities uﬂil:l:lnrvi:ﬂi pravided, and others. Enter foom consamers will be uwsed Tor
repaire s that it is expected that what is done will be ahle to meed the needs and desines of comsamers,

- Malmtaln customer relationships

The manager and owner of the boath st the colinory founism cenler mas maontain o godd redotionship with the
comenmers, the goal b5 that the clmers want 1o sabmit information: abou the Tood ond drinks they codered [lld the
services received that will he wsed o make improvements g food and drinks amd services they receivial. Selain srulegl
baru ok menanik pelonggan bam dan menciptakan ransksi dengan mercka, para pengusahan bisnis kuliner ini
harus mempemabankan pelanggan vikg ada dan membangun relosi pogkn panpng yang mamps mendatangkan
keuntunyan (Kotler & Amssrong. 2008 T89).

b. Price

Frices here ane 2 nunsher that must be isoed by consomess i they wint i enpoy the desired product. In besiness ., it s very
impemam o caleulste the selling price of the product to be sold ws that o selling price will be penesated that can cover all
production costs amd the desired amaount of prfl.

The prices of fosud ind drinks sold a8 culimary centers ae very affordable beaise they mngs from B, W00 - Bp, 15000
The cetermination of the selling price is also adposted 10 the majority of visitors who come 0 the culinary center, where mist
visitars are stebents soch as the Deles culinary center where a5 many s 80% of visitors are students Culiasil & Bralanaan
2013),

. Frometion

The resalis of inserviews with respondents stated that the promotion affects comsumers o coose o the calinany center and
beary fowsd aned drinks sodd in this culinery ousism cemler. One sirategy that mast be dome in increasing sales is o carmy ol
promistional activithes. Promotional sctivifies ane very useful in offonis 2o inmoduce the exstence of this culinmy fourism
cender, especiully the food and drinks provided. I optima] promotional activities are nid camied oo, even theagh the Food
unel drinks procluced are very delicious. i@ will ol increise sles because ondy o portion of the public Knows the exislence of
this ealimary center

Alpmyg with the development of techoology aml most visilors come from young pecple, il is mest effective o promole
throaigh social medio. suchas through Instagrom, YouTube, ese. Where promotion through social medin hns been carrled o
ul the Deles culinary center, Convention Flall, Klampis Ngasem, Dharmahusada, and Semolowane By collabosating with
obine retxilers, merchoms cam bave aocess o mone information that can help them make decisions, and conaimers hive
neeess o a wiiler range of prodicis and services,

d. Place

The placeflocanon is alw ane of the things that are very importont for the swocess of colinory cenlers, eqpecially Deles
culimary owmem, Convenbion Flall, Blampis Ngawem, Dharmahosads, ond Semalowan. Bawed on the resailts of ressanch indio
the Tield, it con be sald that the Deles colinary eenter, Convention Hall, Klampis Mgasem, Dharmahuspbs, and Semalowan
are 1n a srabegic location becanse they ane hscated on the edpe of o larpe road that many people pass through.

Bhut i realing, there are many conswmess wiho do nod know of fhe sxistencs of Deles colinary centers. Klampms Mgosem o
Semodivwany, because the culinary fourism cemer alremly hax o signboard bul commed be seen becouse the position of colinary
lourism is rather inward, as in Semoleavare colinary 1ourism where the pozition of colinery feurism is foo deep in and
closed with a sports field in from of the calinary warism center, Whereas al the Elangpis culinary oarism center Maasem the
exigience of a signboard bt deep so that it s oot s visdble fo consomers and thene are no sipns that explain the exislence
of these culinary wwearism cemers, Therefore, v is very Impomang 10 made o signbeand that explains e exisiénes of ihese
cuelimory voairt ene centers anid can be clearly seen by the public,

Fumlwermors, the [hormabhusada culiary center 15 on the edge of a big moud bt kes problems with Emited parking, where
parking is only in froml of the comer and is suihle for 2-5 cars so tha if there is no car park the consumes cancels the desire
1oy el amel dlrimk ut the center, while matorbike parking isin the center of culmary centers anc close o consumer seads o that
iy conmsumers feel uneomdomable with the comdition doe by the asbol the mederbike amd dast tha will Dnerfere when they
H]
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Besides paying attention o prxducts, prices, promaticns, aed places, mamgers and culinary booth owners must pay atlenbon
o the services provided to cusiomers, the cleanliness and Tacilites avallahle at the culinary tourism censer (Safiio,
Crarmawian & Bahmuoilanid, 2005]. The owner of the bath nuw be frendly snd Gy in serving costomers so that it will give
a granl ampresdon and will affect the emobong of custiomaers to et o visil cubinary foansm centers. In addilion, the
manager sl owner of fhe boodh st gointly maistain the clesnlizess of calinary centers o that the culinary centers will be
imleresling K see, and whal 15 egually imporiant are the Beidities provided 10 suppont the presence of colinary conters, for
exnamiple providing wifl, amgin fons so customers who come to culinaeny cemers will noet Feel ot (-, 28158,

In an efMort o maintiin the markel, the culinary tourism center mwost estahlivh o pood relationship with its cosiomers so thal
the culinary center is very necesarny o apply relationship marceting. There are several things that must be considerned in an
2o to buikl good selationships with customers (Tundping & Pravego, 2006 %), nomely:

- ﬂlﬂ:ﬂ.g -

a

Comsumers alwiys hove wanis and needs that abwiys develop and change sver time. Changes In neads und desires ofien
cinrse chamges in purchasing decisions made by consumers. when: these changes requine every !‘npun.],- o always be
able po have & sunefine srstegy to make the company have strong competitivensss n the marker, Al present in serms of
pronduct parchasing decisions and the nse of services by consumers is recogmized 10 be more selective and oritical . There
s be o strong dependency relationship between merchants an culinary ieunsm with consuimers. 5o as o creale long-
basting relotionships, namely by prodacing or selling prodacts that con provide & plessang expenience for comamers thal
have an impact on consumer emedion s

- Empauthy
Emgpathy iz a way 0 mndesstand samecne in cemoin concitions: Empathy can be deaoribed 5 o form of caring for the
fezlings of athers, i we have succesded in doing thar then we can empathize. Momsgers and booth owners @ the culinary
center must fmve empathy for theis costome s, throagh atention such as greeting customens who come by name, being
respiansive o whit is recded by their costomers and asking for feedback friom consanmers.

- Rediprocal
The reciprocal selationship betwesn sellers anad baiyers @ culinary owrism cenbeds i an effort o mainmin & hng-ferm
relationship between raders and consumess in culisary sourism centers. A good relationship will be realized From o small
thing and developed o become o larger basz, 5o that cach will benefit, B example, consumers pay for the ameunt of
focnd erdered, so conswmers expect 1 pet the expected food between other debcious favors amd suilable porficns and the
product can sell guickly

- Trust

Extahliching o goed relationship wilh the cusomer is nol an easy thing o do. BEdoblizshing and managing gead
relstionshaps from vanows aspects can alw help trders i culinary founism ceniers can maintain consumer confudence
the prodducts being sold. Building trust s very important in bosiness, without the trest of compsumers the bosiness will
uickly &l or md be able io develop (Mochklas, Pangeayunti. & Soenario, 2009). The manzgement of the managemem
e the oowner af the stand @q the calimary censer in buliding consumer confidenee (s o make 4 good prodiss beand in
accordance with what is wold. Building o beand image on celinary wista is by selling guality food and beverage prixlucts,
the services prowvided must be goed, cleanliness el supporting Tacilities available are kept clean, All busine s activities
muist be profisoble becawse they need distribiion and retal] channels ns well s speed, comdort, safety, and bemefits in

servivces [Adariani, 20T
CONULUSIN

Brasedd on edservations in the feld md inserviews with managers, booah owners and visitoss a1 the calinasy wardsm centers of
Deeles, Convention Flall, Klamps Measem, Dharmahosada and Semalowano 1t can be thal vigsibors who armive ane not og dmal
s than the revenoe obiaimsd is not as expecied than a1 the time when still ge o areet vendor so thot this cousss many boath
s fo leave the culinary towrism center, amang others. s happened inihe culinary center of Klainpls NEgasem

B dedivion . the varanis or pypes of food and drinks provided ane stll ned many, soconswmer choloes s lmiled, and somse
visilors sy that the laste of foodd aned drinks that are nol s expected: The price offered 1o customers is very affondahle,
becanse: adpsted for the mest visitons coming o celinary tourism centers ane studenils. As well as colinary fourism cemers
e ilready i stmiegic locutions becouse near the highway so that it can b easily koo bat sl supported By o sign g
ghow the existence thil can be seen by the wider community. Inoddition, no less important is o baild good relabionships
wilh consumers,
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RECOMMENDATIONS

i The mobe ol the Office of Cooperatives and SMEs and the Sumbaya City CGovernmens needs go be improved indeveloping
the presence of culinary fourism centers, such au.'l:mlhn.'liug assisnee. Actively fir the development of culinary centers.

k. The manages and owner af the bostle continoe o improve the guality of prodocts, facilites, services ond the surmunding
cnvironment so that consimers ol comfonable

LIMITATIONS OF THE STUDY

Mdier feld observations and imlerviews, aml anaby=is in thas stody <3l has limitations thal can be ased as opporunizties For
frmher mesearch suwdies. Some Hmdtstions in this sedy hive lionitatens ore;

i The swope of research is less extensive, wherne the research was conducted colinary tounsm centers in the Gty of
Surnbayu

k. Cmialifative resesnch methods with a descnphive-analylic approach.

. This sty omly pses Botler & Keller's (20059 morketing misx, namely prodocts, place prices, and gromations.
Suggestions for further research lnclds!

i Futume research con expand the scope of the reseanch area, for example within the provinee

by, Future research methods with guonitobive methods, so that more datn can be abgnined

0. Fiwre research can annbyze marketing srategies #t the Culinary Toarism Cemsers by using the famoas Pomer sieasegy
with a generic porter strolegy which includes three dimensions including differentiabon, low costor cos advingage ansd
fiwcns,

d, Future reseanch con also wse morketing psyehology theesies to analyze morketing optimization of the Calinary Tourism

Cenlers. Marketing psychology i an understanding of the muistives that imfluence emedions and markel actions in viewing
i prombuct o service offered by o rader.

IMPLICATIONS

ez on the analysis thal has been deme. the reselis of this stiody conocomiribute fo the theometical implications and practical
implicativns,

Thewretical implisutions are as fdlows:

&, Visilars who come o culinary iurism centers ane nod el optimal, so the revenue ohigined by booth swners 5 nod s
expected, which canses many booth owmners to nol trade ol culinary fiarism cenless. This shaws thal location s also one
of the things that are very inporant for the socecss of waders in culinary iinsm centess

b The lack of visities s caozed by the tste of Toed and drinks that are ol Gty In designing the markehng strategy of
traders in collnery sourism centers, 1L 15 necessary oo pay pbtention fo the guality of the foed or drinks offered o
comsumers, with good taste cons mmers will come back to make a purchase.

c,  Mupst visilors who come 0 colinacy tunsm centers are sudends, The selling price needs 0 be adjusted o mos visiions
wheo come feculinary foaiism ceniers, where maost visitors ore stodents.

While the pracebcal Implications are:

i The government neeids o help proanode the traders in culimary centers.

by, Traders in culinary tourism cemters teed W pay atténtion 5 the toste of food and deinks sold, s well a5 the ervices
preveided o custesmess., cleanliness, and foctlities available ab colinery fursm centers.

¢ Traders in culimary owrism centers mus be able o give o geod impression so that i affecis customers’ emobions S meurn
torculinary owerism cenfess
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