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Abstract 

Many Micro, Small and Medium Enterprises (MSMEs) in West 

Kotawaringin Regency such as crackers and amplang are 

relatively expensive. Due to the high cost of kerupuk and 

amplang, these products are only consumed by people with 

middle to upper income. The product packaging also does not 

include the expiry date and components of the ingredients 

used. Based on initial observations of Micro, Small and 

Medium Enterprises (MSMEs) in West Kotawaringin, some 

consumers claim to be dissatisfied with Small Micro 

Enterprises both in terms of service, product design and in 

terms of marketing. The approach in this research is 

descriptive qualitative research method. This method is used 

to observe or detect various facts or phenomena and social 

symptoms that are natural (nature) through field 

observations. The results of this study indicate that there are 

two factors that cause product failure in West Kotawaringin 

MSME businesses, namely internal and external factors. 
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INTRODUCTION 

Having your own business is not as easy as many people imagine. everyone must have a 

dream to have their own business that can generate large profits. But in reality there are often 

obstacles and obstacles that are not small and maybe even heavy so that many people 

experience failure in the business they have built. For people who get this failure there are two 

possibilities that can be obtained. The first is to give up and return to the beginning or the 

second is to keep struggling in developing the business.(Razak 2015) 

The success of an entrepreneur is closely related to his ability to see business 

opportunities and utilise them properly. The ability to see opportunities is the capital in coming 

up with ideas to provide satisfaction to consumers. When building a business, profit and success 

are the prioritised factors. No wonder a company or business must take into account all factors. 

Starting from capital, cost budget, to finding competent people to make the business grow. 
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However, the success of a business cannot be separated from customer satisfaction. Consumer 

satisfaction or customer satisfaction is also an important factor in building a business. If 

customers are satisfied, it will certainly increase sales from the company.(Zul Rachmat, S. Kom. 

et al. 2023)  

Business competition in today's globalisation era is increasingly rapid. Increased 

competition requires business actors to have a competitive advantage in order to survive and 

compete with other business competitors. Efforts that can be made are to improve product 

quality and service quality. Quality according to Crosby is: Quality is conformance to 

requirements or specifications. Quality has a variety of meanings and interpretations which are 

adjusted to the objectives to be achieved. Tjiptono said that: "Quality has many meanings, such 

as conformity to demands or requirements, suitability for use, continuous improvement, 

fulfilment of needs, doing something right from the start and happy activities in providing 

services.”(Mulyawan 2016) 

Business competition among Micro, Small and Medium Enterprises (MSMEs) is increasing 

so that product failure is an inevitable risk for business actors.  These high consumer demands 

must be addressed by business actors by producing new products that can meet consumer 

needs and expectations. When the amount of profit from product sales cannot cover capital and 

marketing, it is certain that the product has the status of a failed product. This failure can be 

caused by products that consumers do not need, poor service, low product quality, lack of 

customer loyalty, and inappropriate pricing.(Zahir 2023) 

Many Micro, Small and Medium Enterprises (MSMEs) in West Kotawaringin Regency such 

as crackers and amplang are relatively expensive. Due to the high cost of kerupuk and amplang, 

these products are only consumed by people with middle to upper income. The product 

packaging also does not include the expiry date and components of the ingredients used. Based 

on initial observations of Micro, Small and Medium Enterprises (MSMEs) in West Kotawaringin, 

some consumers claim to be dissatisfied with Small Micro Enterprises both in terms of service, 

product design and marketing. This research is very important and interesting because West 

Kotawaringin Regency is located on the edge of the sea and rivers so that it produces a lot of 

fish, especially balida fish. However, these processed products such as fish crackers, amplang 

and wet crackers produced by Micro, Small and Medium Enterprises (MSMEs) in this district are 

not very marketable because the price is relatively expensive. Moving on from this, the research 

team is interested in examining how the failure products of Micro, Small and Medium 

Enterprises (MSMEs) in West Kotawaringin Regency, Central Kalimantan. 

 

LITERATURE REVIEW 

Consumer Behaviour 

Consumer behaviour is the behaviour shown by consumers in searching for, buying, using, 

and stopping the use of products or services.(Fatoni 2014) A consumer uses their income to buy 

various goods and how they determine how much to consume now and how much to save for 

later consumption.(Cahyono 2019) Engel, Blackwell, and Miniard define consumer behaviour as 

the actions directly involved in obtaining, consuming, and spending products and services. 

Consumption is carried out by all people of various ages, but each age has different 

consumption characteristics. Consumer behaviour is the study of how individuals, groups, and 

organisations choose, buy, use, and how goods, services, ideas, or experiences satisfy their 

needs and wants..(Dr. Yoesoep Edhie Rachmad, S.E., M.M., Ph.D. et al. 2022)  

Consumer behaviour is the behaviour of searching, buying, evaluating, using, and 

spending products and services that consumers expect to meet their needs. This action involves 

a single study of purchases and exchanges, including goods and services, experiences, 

acquisition of ideas, consumption, and production. There are several factors that can determine 
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consumer purchasing behaviour, including cultural, social, personal, and psychological factors. 

Cultural factors have a large and broad influence. The following will explain some of the factors 

that influence consumer behaviour, namely cultural, sub-cultural, and social class factors play an 

important role in consumer behaviour.(Mauludin et al. 2022) 
 

Purchase Decision 

There are several types of buying behaviour based on the level of buyer involvement and 

the level of brand differences, namely:s: 

1. Complex purchase behaviour. This behaviour consists of a three-step process, initially 

consumers develop beliefs about a particular product, second, consumers build attitudes 

about the product, third, consumers make careful purchasing choices. 

2. Discomfort-reducing purchase behaviour. Sometimes consumers are highly involved in the 

purchase, but they see little difference between brands. In this situation, after the purchase 

the consumer may experience the discomfort of feeling unpleasant or hearing favourable 

news about another brand and will be alert to information that supports his decision. 

3. habitual buying behaviour.  

4. Variety-seeking purchase behavior. (Firmansyah 2018)  

 

The factors that influence consumer decisions in making purchasing decisions: 

a) Internal Factors 

Internal factors are factors that can influence consumers in making purchasing decisions. This 

factor comes from within each individual. Internal factors include perception, belief, 

motivation, and learning. 

b) External Factors 

External factors are factors that influence an individual's purchasing decisions that come from 

outside the consumer. External factors include several things, including membership in a 

group, social class, and culture. 

 

Customer Satisfaction 

Important for the survival of the company, satisfying consumer needs can increase the 

advantage in competition. Consumers who are satisfied with products and services tend to 

repurchase products and reuse services when the same needs reappear in the future. This 

means that customer satisfaction is a key factor for consumers in making repeat purchases, 

which is the largest proportion of the company's sales volume, as according to the company's 

sales volume.(M. Soleh Mauludin, Adnan Dewa Saputra, Anggi Zulfika Sari, Itatul Munawaroh 

2022). 

Satisfied conditions can also be known by comparing conditions between before and after 

consumption. The before position is indicated by expectations related to the tendency and 

reaction to various related product attributes. Meanwhile, the after position is indicated by the 

state of the consumer after finishing consuming, whether what is experienced can fulfil what is 

expected or not. (Dr. Ekawati Rahayu Ningsih, SH 2021). Customers or consumers who 

continuously and repeatedly come to the same place to use a product or service can say that 

they are satisfied with the product or service provided by the company. There is a feeling that is 

felt more when a desire or desire that is expected is achieved. (Tjiptono 2011). 

 

Product 

Each company offers its products with the advantages possessed by the products it 

produces. Therefore, it raises competition among companies with the same or similar products 

to be tighter because consumers will choose the better one. Thus, the company must maintain 

its survival. Companies as producers must be more careful in observing the needs or desires of 
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consumers and be more prepared to face the market. One of the readiness that can be 

considered by the company is the marketing mix. 

In general, consumers purchase a product that is checked first is the quality and 

specifications of the product. When making a purchase, starting from checking product 

specifications, product quality, price to the product brand. In order for the product to be said to 

be of high quality, the company needs a special institution as a quality guarantor. (Abdul Aziz, 

S.E. 2022). Products should be seen as solving a problem for the company, if a consumer buys a 

product, they can benefit from using the product. Many products can be differentiated based on 

the shape, size, or physical structure of the product. In typical product differentiation, products 

are offered based on: features, reliability, quality of performance, repairability, reliability of fit, 

style, and durability. (Dr. Marissa Grace Haque-Fawzi, S.H., M.Hum., M.B.A., M.H. et al. 2021) 
 

Consumer Loyalty 

Customers who are loyal are willing to buy even if the price is a little expensive and always 

make repeat purchases and recommend the product or service to others. The attitude of 

customers in making purchases is also influenced by the level of customer satisfaction. This 

means that if the customer is satisfied with what is expected, it can create a loyal attitude 

towards something obtained. (Mashuri 2020). 

To maintain competitiveness with competitors, a company needs to maintain customer 

loyalty as the level of competition is increasing. needs to maintain customer loyalty along with 

the increasingly high level of competition.Loyalty will help the company to sustain the continuity 

of its business, show commitment to customers which is shown by repeated purchasing 

behaviour and recommend to others(A. P. Putri and Bharata 2023). 

 

 METHODS 

The approach in this research is descriptive qualitative research method. This method is 

used to observe or detect various facts or phenomena and social symptoms that are natural 

through field observations (empirical) which are used as data sources and then analyse and try 

to relate to existing theories. (Puspitawati and Herawati 2013). This type of research is 

phenomenological. This type of phenomenology is carried out to obtain knowledge as it appears 

in consciousness, something that is perceived by someone or something that is known through 

consciousness in his experience. (Dr. J. R. Raco, ME. 2010). Phenomenological research is 

conducted in order to gain in-depth understanding, researchers use data from observations, 

interviews, and documentation in finding meaningful experiences of subjects. Phenomenology 

can be an analytical tool to obtain what is referred to as pure subjectivity. (Kamayanti and 

Mulawarman 2016) The information explored is about the factors that influence consumer 

satisfaction behaviour towards purchasing Micro, Small and Medium Enterprises products in 

Central Kalimantan in West Kotawaringin Regency. 

The data analysis technique used in this research is qualitative data analysis techniques. 

then the object in this study is Consumer Satisfaction on Micro, Small and Medium Enterprises 

Products. For research subjects Micro, Small and Medium Enterprises in Central Kalimantan 

Studies in West Kotawaringin district). 

 

RESULTS 

West Kotawaringin Regency is one of the regencies in Central Kalimantan province. The 

district capital is Pangkalan Bun. The district has an area of 10,759 km² and a population of 270.4 

thousand people.(Statistik Daerah Kabupaten Kotawaringin Barat Tahun 2020).  The motto of the 

district is “Marunting Batu Aji” which means Towards Glory. Kotawaringin Barat comes from the 

word “Kutawaringin” and "Barat". Kuta means “Gapura”, Waringin means The meaningful Banyan 
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tree “Pengayoman”, while West comes from the division of place. Overall, Kotawaringin Barat 

means "the gate of protection in the West".(Setda kutawaringin barat 2019). 

 

DISCUSSION  

Many products (MSMEs) already have regular customers, this is evidenced by the regular 

delivery of business products outside the region and buyers continue to look for products that 

have become the favourites of these customers. Business actors in the West Waringin district of 

Central Kalimantan have done several ways to increase their sales. Building communication with 

customers Communication is the most important thing in increasing customer loyalty. With the 

communication that is created, customers will feel 'cared for' by business actors so that a sense 

of belonging can arise. They can also get to know other products or services because of 

communication. Furthermore, creating innovation, boredom will approach anyone if they are 

faced with the same thing continuously. Likewise in the business world, customers will feel bored 

if they sell the same product or service without any innovation. Active in various social media, 

MSMEs can provide information about their products on social media or interact with customers 

directly. This is also supported by observations and questions from the UMKM Office that social 

media training is often carried out in promotions and always involves umkm in product 

exhibitions in various regions, especially in West Kotawaringin.Next, asking for reviews and 

promotions has an impact on customer loyalty and customers feel valued asking for reviews by 

giving testers to consumers from the results of their analysis, a sense of liking will arise and 

indirectly customers will promote or recommend to other consumers. 

The products of micro, small and medium enterprises in West Kotawaringin Regency have 

several causes of failure of their business products, namely as follows: 

Internal Factors for Business Actors 

1. Limited source of funds. If a small business is unable to sell its products, it is very dangerous 

because it can stop the business. So in other words, cash or funds are the lifeblood of any 

business. 

2. Lack of competence in managerial matters. Managerial issues are very important and most 

basic in a business. Therefore, if the managerial system does not have good competence, it 

can be calculated when the business will go out of business and not succeed. Mixing 

household finances with business is what causes many businesses to fail.  

3. Unprepared for change and product innovation. Many business owners are not ready for 

change. Entrepreneurs who are not ready for change and innovation in their business 

environment will not succeed and have a greater chance of failing in their business than those 

who are ready to face all forms of change. 

4. Inappropriate product pricing. Price is the main factor that consumers consider in buying 

products. The perpetrator should be able to determine the price in accordance with the 

intended market segment. If the target is the lower middle class, then you can set a price that 

is slightly below the market price. But if the target is the upper middle class, then set a slightly 

higher price, which of course must be balanced with the appropriate product quality. Do not 

generalise all prices to be expensive. 

5. Low product quality and benefit information. Today's consumers have become smarter and 

more critical, they are able to differentiate between quality products and those that are 

perfunctory. 

 

External factors of business actors. 

1. Government policies and assistance to support and protect micro, small and medium 

enterprises are highly expected by business actors, but inequality and inaccuracy of 

assistance are often complained about by business actors. 

https://jurnal.unived.ac.id/index.php/er/index


ISSN: 2338-8412                                                                                  e-ISSN : 2716-4411 

752 | Muhammad Zainal Arifin, Jelita, Ainol Muliansyah ; Failed Products Of Micro, Small ….. 

2. Lack of consumer loyalty. Growing consumer loyalty and trust in products is not easy. Try to 

do it by branding so that the product is better known to consumers and highlighting the value 

of the product to build consumer trust. The greater the benefits that consumers get from the 

product, the higher their trust in the business product will be. 

 

CONCLUSION 

The conclusion of the research report is: West Kotawaringin Regency is a district that is 

located on the edge of the sea so that this area has a lot of marine products such as fish and 

undang, so that in these two districts there are many Micro, Small and Medium Enterprises 

(MSMEs) engaged in making fish crackers. In general, consumers are satisfied with fish crackers 

because they taste very good and savoury. However, the problem is that the price is expensive. 

This price is what makes many umkm products fail in the market.  It is hoped that Pangkalan Bun 

Regency's umkm producers will also make processed fish products in smaller packages so that 

the price will be cheaper. For regional policy makers, the aspect of equity and increasing the 

quality and quantity of local government assistance needs to be increased because this 

programme is very beneficial for improving the quality of umkm product 

LIMITATION 

The limitations in this study only cover the field of micro, small and medium enterprises in 

west kotawaringin and seruyan regencies, central kalimantan. Especially in culinary products that 

do not provide complete information on their products such as halal labels and expiration dates. 
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