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Widyatama University has committed to develop student preneur for the students. It has been
stated by rectorat policy that University of Widyatama wants their graduates as job creator,
not as job seeker. The students are encouraged to join HIPMI (Indonesian Young
Entrepreneurs Association) student Chapter Widyatama University® Baséd on observation,
they offer any kind business, but limited marketing concept. Refearch objests are students
who have run business. This study uses descriptive method. Questionares, interview and
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segmentation, but they are not sure in segmenting their market.
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rlvate University in Bandung and has around
aculties and eleven departments Some of them

1. Background

business as welld®'in the job area in the companies later. Each faculty offers their
science to their students and makes diversity to their competency to face the real
world after graduating from campus.

Now days, Rectorate of Widyatama University has program to encourage
students to be an entrepreneur because students should become a job creator, not
as a job seeker. It is also align with government program to develop
entrepreneurship in the campus. Indonesian Education Ministry through Higher
Education Directorate promotes some related programs to boost entrepreneur from
campus and include Widyatama University. Some programs have been received
by Widyatama University and are running by students who have received as well
as lecturers who have been trained to be an entrepreneurial lecturer with
additional knowledge, skill and ability.



This program has been responded well by students who want to be an
entrepreneur after graduating from campus. Based on our observation, students
from those different faculties, most of students have business while being student
at Widyatama University.

To support students in developing their business as well as learning business,
since July 2010, Widyatama University cooperates with Indonesian Young
entrepreneurs Association (HIPMI) Bandung Branch to set up HIPMI student
Chapter Widyatama University.

Indonesian Young Entrepreneurs Association (HIPMI) was established on
June 10, 1972. The establishment of this organization based on the spirit to foster
entrepreneurship among the youth, because at that time not many young people
who shoot for - to be an entrepreneur. On his way to the economic crisis in 1998,
has scored HIPMI entrepreneurial cadre, with the appearance of characters -
young leaders in the arena of national and international dousingss world. The
situation was later to change public views on the profeSsion wrespectable

businessman in the position. v
HIPMI student Chapter Widyatama Unifersity », aims promote
entrepreneurship as one of interested opportunityefor student’s . Programs

related to develop student preneur have been grepatediby co es cooperated
with HIPMI Bandung Branch. For anyonedvh& has passed..knekzling process and
has company legality such as PT, or CWinthéyhare eneQuyaged to join HIPMI
Bandung directly. A lot of thingsd@an bHe got by stude$ ch as knowledge, skill,
ability in business and networking.

Members of this organidation are, students w ve business or students who
wants to run business. Students, wer¢ Bappy tting up of this organization in
Widyatama University. It is iadicated D rview to 10 members of HIPMI
Student Chapter Widyatama University&e beginning of August 2010. They do
expect HIPMI can develop, theis abili@ ¥ running business and networking whith

practitioners and academi¢ian. N
The ember of H[@tudent chapter Widyatama Univesity are 72

studentf andy has§a diversified™usiness such as pulses, culinary, photography,
chocofa ead, fashion and others. They run these businesses based on

businessmagn, appicciating the new mid-added, synergistic and dignity. Cluster
entrepreneurs of this new medium is a cluster that contains the entrepreneurs who
have the ability to value creation, innovative, professional, focused and holds the
normative values in business. This cluster was born from the process of forging
Association seeks to become mature and powerful businessman - entrepreneurs
are rising class of entrepreneurs from small to medium enterprises and local
entrepreneurs to be national.

One of management aspect that is developed by committees of HIPMI Student
Chapter Widyatama University is marketing management. It is considered to be
one of the most important knowledge that should be owned by entrepreneurs.
Marketing management is the process of planning and executing the conception,
pricing, promotion, and distribution of ideas, goods, and services to create
exchange  that satisfy  individuals and organizations goals.”
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(http//www.marketingpower.com/library/dictionary). Kotler dan Keller said that
marketing is an organizational function and a set of process for creating,
communicating, and delivering value to customers and for managing customer
relationships in ways that benefit the organization and its stakeholders (Kotler &
Keller, 2009: 45).

Most of students have been studying about marketing management in the class
from their lecturers and others also join Indonesian marketing association student
chapter Widyatama University to develop their knowledge, skill and ability in the
marketing management. Besides that, committees of HIPMI often teach them
about marketing aspect by presenting professional in marketing and academician
from campus. This event has been done regularly since HIPMI was set up.
Members can learn marketing management directly from expert and a lot of
concepts and application were introduced to them.

Unfortunately, as one of lecturers who is responsible to dévclopitheir business,
we found that those student preneur has limitation understaiiding aboutmarketing.
They run their business based on intuition and lagk, of understand'?g about
marketing even they have learnt about marketing. We would liket yze their
marketing quality. Research question proposed hew is the markesige quality of
Student Preneur at Widyatama University 10 wwin ¢ tition among
businessmen. This research objective is @ analyze the heting quality of
Student Preneur at Widyatama Uni¥€ssity wto wif )Ycompetition among
businessmen. The result of this géseath 15 expected @ve positive contribution
especially about marketing asp€et to Corndittees ar% turers who are responsible
to develop students businegs’ &Y’

2. Literature Review x’

The term of effiépreneur comes @'the translation of entrepreneurship,
which can be interpreted as' thefbac of economy ". That is the nerve center
of the economy or as the"tailbone«Q{economy ", namely controlling the economy

preneurship is a value that is needed to start a
ocess of doing a new (creative) and a different

goods forsale biif'with an uncertain price.

According to Thomas W. Zimmerer (1996:51), entrepreneurship is "applying
creativity and innovation to solve the problems and to exploit opportunities That
Everyday people face." Entrepreneurship is the application of creativity and
innovation to solve problems and efforts to exploit opportunities facing every day.
Based on the above opinions, it appears that an entrepreneur, a person who has
desire to take advantage of various opportunities to enhance the value of these
opportunities with the provision of innovation and creativity they have.
Thomas W. Zimmerer (1996: 51), Entrepreneurship is the result of a Disciplined,
systematic process of applying creativity and Innovations to need and
opportunities in the marketplace.



According to Dan Steinhoff and John F. Burgess (1993:35) entrepreneur is a
person who organizes, manages and dare to bear the risk of creating new
businesses and business opportunity.

A person who organizes, manages and assumes the risk of a business or
enterprise is an entrepreneur. Entrepreneur is an individual who financial risks,
material and human resources a new way to create a new business concept or
opportunities within an existing firm."

Jeffrey A. Timmons and Stephen Spinelli, in his book New Venture Creation
states that who cans be an entrepreneur you ask? Anyone who wants to experience
the deep, dark canyons of uncertainty and ambiguity, and who wants to walk the
breathtaking highlands of success. But Caution, do not plan to walk the latter
Until you have Experienced the formers.

Quality of entrepreneurship concept can be explained from two views, first,
theory about quality of entrepreneurship. Second, factorsdiniiuence quality of
entrepreneurship. There are some theories about entrepredeurship begause it has

been an interested study from different body of kmowleflge ldike iology,
psychology and behavioral theory. Economic theony abous, entrepr, ship put
inate in the

entrepreneurship as key production factor and aet only as 51&
external variable. This theory said that eftrcpteneurship created and
developed if there is an economic opporfunity. So, ent neur is one who
always searches for, responds change am@d applies it to pportunity, take risk
(Cantillon, Mc Clelland), creatifie #ew wawn, (8ch er), Decision making
(Casson) and organization creafion, (Lgishenstein).

Opportunity is an e&isting chafce and e seen, like incremental of
change in human need on product and servirx& reading of economic resources
among regions (Say), limited ‘informat about market, raw material or
uncertainty on hufian, resources sup eibenstein), transfer of production
technology and organization fdri dé/ oped countries to developing countries
(Broehl) and so on. \

A ed entreprene ?s;f)elieved to be able to create a business plan
ity and exis& resources. Timmons explain relationship among
bortunity — resources and uncertainty:

Entrepreneur

Uncertainty > Uncertainty

Business plan

Resources

Uncertainty

Source: Jeftry A Timmons, A New Venture Creation, in Bygrave (1994: 10)
Picture 1: Three Determined Factors



The relationship among those determined components become a problem
in a small business running by an entrepreneur because owner and manager are
still focused on one figure. In this case, an entrepreneur is an idea and business
opportunity inventor and also be the one who has to supply economic resources
needed to run the business.

Based on this description, a small entrepreneur is one who has high quality
of entrepreneurship. Entrepreneurial quality is mix of great personality characters
and skill like managerial ability. Yuyun Wirasasmita said personality
characteristic as an intrinsic value or generic from entrepreneurship and business
skill as managerial ability (Yuyun Wirasasmita, 1993: 3).

Second is about factors influence entrepreneurship. There are two basic
theory about entrepreneurship (1) entrepreneurs is a businessmen who is born,
developed by Hagen (1962), Fleming (1979), and Shapi® {1982). (2) Child
caring, training and education influence creation of enfregreneutship spirit,
pioneered by Mc Clelland. Based on Mc Clelland theogy, factors influeneg quality
of entrepreneurship are (1) background as part offlife, include ound of
village — city and social status, (2) factors influengespart ot 0ne’s |1 the future;
education, business experience and business m@tivation,

Factors influence quality of enti€preneurship, %Tnsically are 1)
opportunity search, 2) Obstinacy and assiflinity. 3) Obe contract; 4) demand
on quality and efficiency; 5) Risk Falirig; 6) Goal settin®d 7) Information search;
8) systematic planning and m®nitoring9) Persu@i) and business networking
arrangement 10) Self confidénce.

One of managerial aspeet that ‘Should b@?erstood by an entrepreneur is
marketing management. Markefing is the ess of planning and executing the
conception, pricing, promotiornt and ibution of ideas, goods, services,
organizations and evenisito créale Q maintain relationships that will satisty
individual and organizational ob'&;jves (Boone & Kurtz, 2005:7). Others is
i organizationéb, nction and a set of processes for creating,

commuyficati d delivering™alue to customers and for managing customer
relati i wilys that benefit the organization and its stakeholders.

'is the mix of controllable marketing variables that the firm
uses t desired level of sales in the target market. The most common

price, preductaspromotion, and place (or distribution). Optimization of the
marketing mix is achieved by assigning the amount of the marketing budget to be
spent on each element of the marketing mix so as to maximize the total
contribution to the firm. Contribution may be measured in terms of sales or profits
or in terms of any other organizational goals (www.marketingpower.com)

Lamb, Charles W. Jr, Joseph F. Hair dan Jr, Carl McDaniel, Marketing mix
refers to unique blend of product, distribution (place) promotion and pricing
strategies (The four Ps) designed to produce mutally satsifying exchanges with a
target market. The marketing manager can control each component of marketing
mix, but the strategies for all four components must be blended to achieve optimal
result” (Lamb, Charles W. Jr, Joseph F. Hair dan Jr, Carl McDaniel, 2002:105)




In connection with this marketing mix, Philip Kotler describes the decisions
related to the marketing mix that is
Picture 1: 4P in the marketing mix

Product
Product variety
Quality - Place
Design Price X Channels
Features List price Promotion Coverage
Brand name Discounts Sales Assortment
Packaging Allowances Promotion Lowstisns
Sizes Payment Advertising Inventory
Sarviced period Saleg force Transport
Warranties Credit terms Public ¢
Relatins’ . Yy

Returns DN ! @

“imatketing é

Source: Philip Kotler, Swee Hoo Ang, Si&WsMeng Leon h1n Tiong Tan, 2003:

17 é
&
3. Research design &Y’

Research objects are members, of You@donesian entrepreneur association
student chapter Widyatama University. &' organization has 72 members but not
all of them have businesshSomé of Yare still learning how to set up business
and manage it. This researeh foc%ﬁ on members who have business and run it

onths
es descript@ method with descriptive survey. Descriptive

statistfc A analyze data. Number of population in this research is 72
studefft pr ind’ census is used to determine object of this research.
Unfo y ©7 students send the questionnaires back. Questionnaire
intervie seration are used to collect data from September to 25 October

4. Findings and Discussion
Finding and discussion is based on data collection through Questionnaire,
interview and observation.

4.1 Profile
Profiles of respondents are based on sex and ages.



4.1.1 Sex
Respondents can be grouped in to male and female.
Graphic 1: Sex

SEX

Source: Data collection on September — Ocrober lz? _.,-_.'20 @Y’

Data above indicates that the amount of male and female 1§§‘@ ative the same
since 54% of respondents are male andg 46% arc fem bservation also
indicates that quantity of male and femaleiis Felatlve the §ame. It is an interested
phenomenon since females is mofe inforcstSdiio B $ usiness woman, not as
job seeker. We did an intervieft with theiit and th d that they want to be an
entrepreneur after graduatién. That's (why (h art business since become
students. Shiffing in paradigim s fa'di;lg.by's”@; now, especially female. They
prefer to have their own busincss than Wﬂ’rk@j n employee.

4.1.2 Ages 4 Q)Q

Ages 1s based on three gr-@namely 18 — 21 years old, 22 — 24 years old

and morg yeags old.
|| Q}raphic 2: Ages

AGE

> 24 years old
0%

Source: Data collection on September — October 25, 2010

Majority of students is between 22 — 24 years old and the rest between 18 —
21 years old. None of them is above 24 years old. The amount of this age 1s 61%
and 39%. Based on observation, most of students are in the third year or st
semester. They have studied about business introduction, marketing management,
financial management, operation management, human resources management as
well as entreprencurship subject in the class. Those subjects have been basic for
them understand business and run the business by using conceptual and theory.
Some students also said that those subjects that have been studied in the class
7



were very useful for them to run the business especially entrepreneurship that
teach theory and practical aspect of the business.

4.2. Quality of Marketing

Marketing quality of student preneur at Indonesian Young Entrepreneur
Association (HIPMI) student Chapter Widyatama University is seen from market
share, market structure, market coverage, segmentation, targeting and marketing
mix that are really relevant to students in running their business daily.

Table 4.3: Quality of Entrepreneurial Graduates

Nr | Quality of Marketing Student Preneur Average Meaning
1 | Know market share :2.5 : Less agree
2 | Know market structure . .2.6 2SS agree
3 | Know market growth 25 é&e;s agree
4 | Set market coverage 3_5(?’\ Agree
5 | Understand about marketing concept ¢ v’y Agree
6 | Segment the market ‘&2 Agree enough
7 | Target the market _ q i 3.1 Agree enough
8 | Create a quality produc-t' : ‘;o 4.3 Agree
9 | Set product price ﬁ‘(x‘ 3.7 Agree
10 | Distribute theggsoduct by Using dip@-ﬁt(’)r 3.1 Agree enough
11 | Promote routincly QVY 2.7 Agree enough

Source: Data collection onSepie

v — October 23, 2010

qality of m&ers of HIPMI Student Chapter Widyatama
b¢ seell above. The first issue 1s market share. Market share is
mityon) A proportion of total sales in a market obtained by a given
i . {8frategic marketing definition) The proportion of the total
ar g@ilcs in a market that is held by each of the competitors. The
market carehesd®iined as broadly as the industry, or all substitutes, or as narrowly
as a specific market segment. The choice of market depends on which level gives
the best insight into competitive position (www.marketingpower.com/dictionary).

Market share of their business is less understood by respondents. It is
indicated by score 2.5. Their response from questionnaires gives an indication
they have less understanding on their market share. Based on interview with them,
they said that they have lack of understanding on this issue. Besides that, they
don’t have any data on this business about competitors as well as data from
association. Actually, they know how to calculate market share of their business
from theory they receive in the class.

Finally, their reason is this business is new and cannot be counted for market
share. Observation also supports to this findings since they never consider about
market share. One thing to be considered is only comparing their business with
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competitors from amount of buyers, but they use qualitative method only.
Conclusion is only made to predict their business is higher of lower compare to
competitor. Consequently, position cannot be stated as market leader or market
follower in the industry.

Market structure is also responded less understand since the score is only 2.4.
Most of respondents said that they don’t know about market structure where they
run business. Market structure is the pattern formed by the number, size, and
distribution of buyers and sellers in a market. Since their business relates to new
business and has no sufficient data, they can conclude about number and size of
consumer for their product (www.marketingpower.com/dictionary).

Number of competitor and consumer has not become an important thing for
students in running business. Some of them said that they even don’t know how
many players in the business they run. This issue becomes very strategic when
they are asked about what their consumer want from their ppddtct Snd compare to
their competitors offer to the customers.

Market growth is one of important to calculate.market potenti%for the
future. Students use their intuition to forecast mafket™patontial: @Q just see
people who consume their product, then concludedhal market growgh is high. This
conclusion is very bias and consequently, decifioii will be ve less. It can be
seen from their product offers to consumers, Among stude cneurs, they offer
the same product to the same customers£@flong time si hey start running this
business. This condition will caufe thei losshand rﬁf arket saturated. They
don’t pay attention to market gfosuth '@l their businessMOne of their reason is they
don’t have data to calculdle " market Srowih. "% is the main cause of this
condition since they can calcilite market gro

Market coverage can be undérstood bgsdipondents and they set it. Market
coverage is the nurfiben of available o in a given line of retail or wholesale
trade, relative to a saturation lével, ghaWare selling a manufacturer's brand in a
given market area. Manufacmr'ers%plcally follow one of three forms of market

HEMsve distributi ensive distribution, or selective distribution

(WwWw, {10} Wex'.com/dg?onarv).
pvefset their market coverage by mapping areas that they can serve.
One §f bufheS¥ rin By student is photography and their market coverage in

this area~and.she can deliver the product well. Market coverage has been
understood by students and determines area that will be served by them. Others
are uses more than Bandung. They deliver product through Indonesia since they
promote in social networking like facebook and twitter that are very familiar with
them now days.

Basically, respondents understand about marketing concept. They can explain
definition of marketing and it’s roles to their business. Most of students have
studied marketing concept from their lectures. Marketing management 1s not only
studied basically, but also advance marketing such as international marketing,
strategic marketing and marketing research. Those concepts have been familiar to
them. Besides studying at classes, students are also encouraged to join Indonesian
marketing association student chapter Widyatama University. They can learn from
practitioners and academicians about marketing,.



Market segmentation is the process of subdividing a market into distinct
subsets of customers that behave in the same way or have similar needs. Each
subset may conceivably be chosen as a market target to be reached with a distinct
marketing strategy. The process begins with a basis of segmentation-a product-
specific factor that reflects differences in customers' requirements or
responsiveness to marketing variables (possibilities are purchase behavior, usage,
benefits sought, intentions, preference, or loyalty). Segment descriptors are then
chosen, based on their ability to identify segments, to account for variance in the
segmentation basis, and to suggest competitive strategy implications (examples of
descriptors are demographics, geography, psychographics, customer size, and
industry). To be of strategic value, the resulting segments must be measurable,
accessible, sufficiently different to justify a meaningful variation in strategy,
substantial, and durable (www.marketingpower.com/dictionarv)..

Unfortunately, students only agree enough to this congbpl Silice they know
segmentation, but they are not sure in segmenting their marketd It 18 adicated by
score 3.2. Discussion with them also indicate this phenomefion wher?ﬂ)ey can
explain concept of segmentation and it’s role 1 the market-in?; well as
segmentation based on geography, demographygbehavior an chographic.
Unfortunately, they cannot put it into their Customers. &?& sometimes
inconsistently describe their market from segiientatiori. Y’

Target market is the next step after sg@ieiniing the t. Narrowly focusing
ads and keywords to attract a spéeifid. marketing-pr rgd searcher and potential
customer. You can target to géographic docations %: targeting), by days of the
week or time of day (daypafting), onby sentlcr ge (demographic targeting).
Targeting features vary by seareh eriging. Ne@ techniques and software focus
on behavioral targeting, based omhwebracti@sy and behaviors that are predictive
for potential custGmers who might more receptive to particular ad.
(www.marketingpoweEiim/dictitfia .QSince they cannot segment the market
well, target market becomes uncleé\oo for their business. It is indicated by score
3.1. Act y can explai ceptual of targeting, but fail to use it to their

gemography as segmentation base, but geography

bundle of physical, service and symbolic attributes designed to
sy want and needs (Boone and Kurtz, 2005: 305). Quality product

they have-ergated and offer a quality product to customers. Quality is seen as best in
design and suits to customer demand.

Price is also considered as a strategic point in the business. The formal ratio
that indicates the quantities of money goods or services needed to acquire a given
quantity of goods or services (www.marketingpower.com/dictionary).. Students can
determine price of their product based on fixed cost and variable cost needed to
create their product. Most of them use mark up strategy to determine their product
price. Unfortunately, they sometime forget to consider other cost such as
depreciation in their equipment.

Marketing channels are set of interdependent organizations involved in the
process of making a product or service available for use or consumption (Kotler,
2003:523)Distribute the product by using distributor is responded agree enough
by students. Some students create booths to distribute their product. Based on
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observation, this student distributes their product such as small bread to six
different places. She distributes at minimarket, traditional market and also at
campus. She can employ around 12 people to help her distribute the product.

Promotion means “to move forward” and in marketing, promotion has a
similar meaning, namely to motivate (or move, in a sense) customers to action
(Shimp, 1993: 6).

Promotion has the goal of informing prospective customers about the
product, services and terms of sale, persuading people to prefer particular products
and brands, shop in certain stores, attend particular entertainment events, and
perform a variety of other behavior, inducing action from customers such that
buying behavior is directed toward the marketer’s offering and is undertaken
immdietly rather than delayed (Shimp, 1993:7).

Effective communications with customers is critical to the successful
functioning of any organization, business or otherwige™ A wmajor factor
contributing to the increased importance of marketing comimunications is the fact
that the various communication elements (eq. Advestising and’ pubkigity) are
practiced against a backdrop of ever-changing social, ceconamic, a mpetitive
forces (Shimp, 1993:5).

Students have not used promotional a¢livity s one O%, instrument to
develop their business. They do understand’ about promotim% activity and they
always see promotion from television amethers, But, 1@ just set a traditional
way to promote their product #6 cuStomers. Adve$ through pamphlet is
familiar with them. They alsoadse dirget 1narketin~g% sing short message service
(SMS) to offer their produgf {6 custemers, Face and twitter are also used to
introduce their product. Unf@rtanately, thicse &mems are not engaged in to an
integrated marketing communication.

&

5. Conclusion x
Marketg uality of st@eneur is they have less understood market
share cture and et growth in their business. Students have set

market becomesginiclear too for their business. Quality product becomes a
strategic offering to customers and student response is they agree that they have
created and offer a quality product to customers. Quality is seen as best in design
and suits to customer demand. Students can determine price of their product based
on fixed cost and variable cost needed to create their product. Most of them use
mark up strategy to determine their product price. Unfortunately, they sometime
forget to consider other cost such as depreciation in their equipment. Distribute
the product by using distributor is responded agree enough by students. Students
have not used promotional activity as one of key instrument to develop their
business. They do understand about promotional activity and they always see
promotion from television and others. But, they just set a traditional way to
promote their product to customers.
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