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This study aims to examine the entrepreneurial orientation in
determining the value of management quality and MSME
competitiveness as well as testing the quality of management in
determining the value of MSME competitiveness. This study involves a
kind of explanative/associative research accompanied by hypothesis
testing. The study was conducted at the MSME centres of religious
tourism areas, with a population of 435 business operators, with a
sample size of 63 MSMEs with a stratified random sampling method for
data collection. The results of the path analysis show that
entrepreneurial orientation directly and significantly influences the
quality of management and competitiveness of MSMEs, as well as that
the quality of management directly and significantly affects the
competitiveness of MSMEs. The results of this study indicate that under
an entrepreneurial orientation that is increasingly responsive and
structured, the quality of management and competitiveness also gets
better, so with the quality of good management, the competitiveness of
MSMEs also gets better. While the quality of management is an
important key because its presence determines the competitiveness of
religious tourism MSME areas, stakeholders must participate in
developing and encouraging entrepreneurial orientation to be more
responsive to change, so that the quality of MSME business
management becomes better. A more responsive entrepreneurial
orientation and good management quality will certainly encourage
competitiveness to be stronger, so that the existence of MSMEs can
leverage the welfare of the community of religious tourism areas in East
Java.
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Introduction
The religious tourism area is one of the centres of MSMEs enlivened by the business activities
of the surrounding community. This is in line with the increasing number of people who make
pilgrimages at the tomb of "Wali Songo" in East Java. The 7.9 million visitors to the "Wali
Songo" tomb are potential buyers for the MSME market in the religious tourism area (Culture
and Tourism Office of East Java, 2018: 65). The potential of people who make pilgrimage to
the tomb of "wali songo" continues to increase from time to time. This certainly encourages
the increasing number of SMEs entering this religious tourism area, but this large market
potential is not accompanied by real steps in adequate business management. Some MSME
sectors have unfavourable business growth. This is due to weak management quality and
entrepreneurial orientation whose response is weak to business (Trianni, Cagno, Neri, &
Howard, 2019; Radzi, Nor & Ali, 2017). The weak management function certainly affects
maximum performance achievement (Chang & Cheng, 2019). Therefore stakeholder
participation is needed to improve the management capabilities of MSMEs in managing their
business, and improve their business performance for the better (Foghani, Mahadi, & Omar,
2017).
Businesses that perform well generally have good competitive advantages (Trianni, Cagno,
Neri, & Howard, 2019), where through the optimisation of economic resources an organisation
can increase the competitiveness of its products (Chang & Cheng, 2019). Competitiveness can
be obtained through various economic and community resources (Chang & Cheng, 2019), but
not all of these resources can be used to build competitiveness (Janasová, Bobáňová, &
Strelcová, 2017). Therefore, strategic steps are needed to utilise its resources effectively. The
MSME centre of religious tourism in real terms has the strong potential of community
resources, especially as reflected in the value of local atmosphere and the culture of the
community. However, not all of its potential resources can be utilised to build competitiveness,
due to the limited ability to transform in the form of added value (Chang & Cheng, 2019).
Transformation is the process of converting input resources into benefit resources (Yoshino &
Taghizadeh-Hesary, 2019), therefore MSME practitioners in religious tourism areas must be
directed to have adequate management capabilities, so that they are able to transform existing
input resources in the community into benefit resources, creating high competitiveness for the
products or services produced (Choi, Thangamani, & Kissock, 2019). At present the SMEs are
still not accustomed to utilising management functions in managing their business adequately.
This is easily understood because they run their business not as a choice but as a business
inherited from their parents. They also may not have been accepted in the formal sector. To
improve the competitiveness of MSMEs, their managerial abilities should continue to be
improved (Mohamad Radzi, Mohd Nor, & Mohezar Ali, 2017), especially their motivation to
respond to business change and the importance of achieving business success independently
and sustainably through creative and innovative behaviour in utilising existing environmental
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resources (Xiang, Chen, Tripe & Zhang, 2019). Change is a sure thing, but how to respond to
changes involves many choices for every business person. This is no different from what has
been done so far by religious tourism SMEs.
Entrepreneurial orientation is one element that contributes to the attitude of SMEs in dealing
with change, because change is not a scary thing, but change has an impact on success or
failure, therefore a pro-active and responsive attitude in the process of improving management
is the main key to sustainable success (Yoshino & Taghizadeh-Hesary, 2019). Empirically, the
entrepreneurial orientation of the religious tourism MSME region is still less responsive to
changes. This is reflected in the efforts to improve management processes that are not optimal,
so that every opportunity raised by change is not able to be realised as an effort that contributes
to growth and profit (Trianni, Cagno, Neri, & Howard, 2019). Therefore changes in creative
and innovative behaviour in business management must be their orientation in developing
entrepreneurship, which in turn will respond to the process of improving management, so that
the optimal management of economic resources can be transformed into competitiveness for
its products (Ndiaye, Abdul Razak, Nagayev, & Ng, 2018).
The MSME centres of religious tourism areas still persist to this day, although it is difficult to
achieve the expected growth and profits, this condition is caused by the low bargaining value
of products and business management that is lacking creativity and innovation (Xiang, Chen,
Tripe, & Zhang, 2019 ). The current management of MSMEs is still oriented towards meeting
the needs of their family life, not growth and profit, therefore improving managerial skills is a
necessity that cannot be delayed anymore, because this will affect the quality of management
implemented in its business (Mulolli, Islamic, & Skenderi, 2017).
The success of the MSME business is not determined by the ownership of large resources, but
in the selection of management functions that are in line with their business needs and are able
to implement management aspects correctly and are ready to make improvements to deal with
change (Sanchez Badini, Hajjar, & Kozak, 2018).
Poor management quality is characterised by the low value of creativity and innovation in
business management (Mulolli, Islamic, & Skenderi, 2017), so that the management of
economic resources and community resources is not able to produce optimal economic value
and improve low product competitiveness (Ndiaye, Razak, Nagayev, & Ng, 2018). Therefore,
improving the quality of management is a strategic step to encourage effective and efficient
management of community resources, so as to create the competitiveness of MSMEs becoming
stronger (Verdolini, Bak, Ruet, & Venkatachalam, 2018 ).
Referring to the various MSME phenomena in the religious tourism area, competitiveness does
not appear by itself, competitiveness must be developed through the optimal utilisation of
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economic and community resources. Therefore to realise the creation of strong MSME
competitiveness, instruments relevant to the situation are needed.
An entrepreneurial orientation that is responsive to changes and a process of improving
structured and massive management is expected to be able to reconstruct the competitiveness
of MSMEs to be stronger with the emergence of changes in creative and innovative attitudes
and behaviour in business management (Rauch, Dallasega, & Matt, 2017). Therefore,
increasing commitment and the process of improving management of MSME owners is a
strategic step that will improve the quality of management and build the competitiveness of
MSMEs to be stronger (Ndiaye, Abdul Razak, Nagayev, & Ng, 2018).
Literature Review
Entrepreneurship Orientation
Entrepreneurial orientation is the owner's commitment to continue to succeed in realising what
is desired in the business (Yoshino & Taghizadeh-Hesary, 2019), as the owner certainly has
the potential to optimise existing resources effectively and efficiently in order to create
economic added value (Xiang, Chen, Tripe, & Zhang, 2019). Self-reliance in decision making
is an important source for transforming economic resources into added value (Xiang, Chen,
Tripe, & Zhang, 2019). Thus, the potential for change is wide open, although limited abilities
in management knowledge will hinder the success of the business. The desire to move forward
and be independent in management attitudes and behaviour is not enough to achieve the best
results, due to the weak ownership of management knowledge related to business management
(Choi, Thangamani, & Kissock, 2019; Klimczak, Machowiak, Staniec, & Shachmurove, 2017).
Weaknesses in the aspects of management knowledge are an element of the perceived
constraints of SMEs in the religious tourism area so far. This will certainly hinder them in
achieving their best performance, therefore attitudes continue to be successful, independent
and continue to achieve success as a trait inherent in entrepreneurial orientation requires real
support for management knowledge that is appropriate and in line with changing needs in its
business (Klimczak, Machowiak, Staniec, & Shachmurove, 2017; Krishnan & Scullion, 2017).
Entrepreneurial orientation gives owners responsive attitude in accepting business risks while
capturing opportunities that arise due to internal and external changes (Mulolli, Islamic, &
Skenderi, 2017). Internal changes can lead to the process of improving management practices
that are in accordance with the needs in managing its business (Ndiaye, Abdul Razak, Nagayev,
& Ng, 2018), while external changes can encourage the use of opportunities for business
development in line with the wishes of consumers (Trianni, Cagno , Neri, & Howard, 2019).
Therefore, responsiveness to change will positively inspire management competency
improvement and strengthen product competitiveness for consumers.
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Responsiveness to change also encourages the implementation of business management to be
feasible so as to encourage better performance outcomes. These thoughts indicate that
entrepreneurial orientation reflects the characteristics of the owner's commitment to continue
to succeed, move forward in his business, be independent in its management, and their
readiness to face changes while winning opportunities (Verdolini, Bak, Ruet, &
Venkatachalam, 2018). Therefore responsive entrepreneurial orientation will encourage
dynamic business practices so as to produce better quality management and produce stronger
daytime product power (Rauch, Dallasega, & Matt, 2017).
Several hypotheses can be put forward as follows:
H1: Entrepreneurship Orientation significantly influences the Management Quality of MSME
in the Religious Tourism Area in East Java
H2: Entrepreneurship Orientation has a significant effect on the Competitiveness of the MSME
Rally Tourism area in East Java
Quality Management
Management quality is representative of the results of the implementation of management
functions in managing business effectively and sustainably (Mohamad Radzi, Mohd Nor, &
Mohezar Ali, 2017). On the other hand, management quality is also the result of continuous
development of the implementation of management functions that are able to respond to
changes in dynamic business management (Ndiaye, Abdul Razak, Nagayev, & Ng, 2018).
Therefore, quality management requires creative and innovative behaviour in finding business
management practices that are able to meet and respond to business challenges in accordance
with the era. Good management practices are not determined by the selection of management
functions but are determined by the quality of the suitability of management functions with the
need to manage business effectively and sustainably in harmony with the changes that occur
(Krishnan & Scullion, 2017).
The ability to follow the process of management improvement is a prerequisite for business
people who implement effective and dynamic management practices in order to be able to
achieve business performance at a decent level, so that their businesses are able to grow better
than other business actors who do not implement management improvement processes.
Businesses who are accustomed to carrying out the management improvement processes on a
regular basis are generally able to develop management models that are more applicable in line
with the needs and growth of the business (Trianni, Cagno, Neri, & Howard, 2019).
Management quality is a need for business people who always want to utilise the potential of
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existing economic resources to build business competitiveness beyond those offered by
competitors. Thus, to respond to the evolving management needs of business people is to be
able to develop management models that are aligned with their needs (Chang & Cheng , 2019).
Management quality is the totality of features and characteristics of management practices in
implementing effective management functions in business management, therefore good
management quality will encourage creative and innovative behaviour in business management
so as to produce product competitiveness that exceeds the competitiveness offered by
competitors (Felício, Caldeirinha, & Dutra, 2019). Referring to the description, the hypothesis
can be stated as follows:
H3: Management Quality has a significant effect on the Competitiveness of SMEs in the
Religious Tourism area in East Java
Competitiveness
Competitiveness is representative of the functions and results of utilising economic resources
that are effective and efficient to build economic value added products or services (Xiang,
Chen, Tripe, & Zhang, 2019). This shows that economic resources obtained naturally or are
built through elections are the best alternatives to building competitiveness. With increasingly
competitive business competition, business players are required to continue to develop and
build competitive competitiveness on an ongoing basis so that their businesses are able to be
in the best competitive position (Foghani, Mahadi, & Omar, 2017).
The competitiveness of a company or businessperson must have a differentiating value and be
unique, so that this can be easily recognised by consumers (Janasová, Bobáňová, & Strelcová,
2017), therefore competitiveness is not just having a distinguishing element but must be unique.
The quality of management has a strategic role in developing and improving the
competitiveness of the company, so that the products and services produced are able to meet
the desires of the needs of its consumers (Chang & Cheng, 2019). Thus, the company's
competitiveness also contributes to achieving better performance than other business players
who do not have the same competitiveness (Lin & Ho, 2019).
Competitiveness must have characteristics that are difficult to emulate by competitors (Sanchez
Badini, Hajjar, & Kozak, 2018). If they have to emulate it, it will certainly require more
expensive economic sacrifices and results that are not better than those imitated (Lin & Ho,
2019), therefore, sustainability must be maintained in maintaining its scarcity.
Some empirical studies show that an entrepreneurial orientation that is responsive to change
also encourages the creation of quality management practices (Choi, Thangamani & Kissock,
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2019) as well as value and uniqueness in building stronger competitiveness compared to
competitors who do not do the same thing (Felício, Caldeirinha, & Dutra, 2019). The
relationship between various theories that are analysed critically and systematically as well as
the synthesis results about the relationship of variables, which include entrepreneurial
orientation, quality management and competitiveness, are expected to be able to explain
scientifically how competitiveness can be explained through the reconstruction of
entrepreneurial orientation and the quality of management.
The more responsive entrepreneurial orientation of businesses in the face of change will
certainly encourage the application of increasingly high quality management practices and in
turn the competitiveness of products or services also becomes stronger than those of
competitors who do not do the same thing (Felício, Caldeirinha, & Dutra, 2019).
Research Method
The population in this study comprised of 435 business people who were members of the
MSME centres of religious tourism areas in East Java. The sample size in this study was 63
SMEs using the stratified random sampling method with active business criteria until the end
of June 2019. MSME actors as well as owners had to have been actively trying for a minimum
of ten years. Because the number of members of the population who meet the criteria is small,
this study also used the census method (complete enumeration).
a.

Analysis Model

Figure 1. Model Path Analysis

Remarks:
ORKEW (Entrepreneurship Orientation): Independent variable (X)
KUMAN (Quality of Management): Dependent/intervening variables (Z)
DASAI (Competitiveness): Dependent variable (Y)
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Definition of Variable Operations
Table 1: Definition of Variable Operations
N
Variable
Operational definition
o
1 Entrepreneur The level of responsiveness of
ship
MSMEs to keep trying
Orientation
independently and have the
(ORKEW)
desire to grow better with a
willingness to accept certain
risks for their efforts

2

Quality
of The level of ability of SMEs in
Management the process of implementing
(KUMAN)
management functions to
manage
their
business
activities effectively and
sustainably

3

Competitiven
ess (DASAI)

Indicator
•
Commitment to continue to
succeed
•
Readiness to move forward
•
Readiness to continue to be
independent
•
Readiness to accept the risk
of failure
•
Readiness
to
takes
advantage of opportunities
•
Readiness for change
•
Ability
to
understand
management functions
•
Ability to deal with change
•
Ability
to
implement
management aspects
•
Ability to follow the
process
of
management
improvement
•
Ability
to
develop
management models
•
Has a distinguishing value
•
Are unique
•
Not easy to imitate
•
Sustainability is maintained

Ownership
of
economic
resources that are able to
provide economic added value
for SMEs in producing
products or services with
"superior value" for their
consumers and being a
differentiating value with
other business actors
Sources: Yoshino & Taghizadeh-Hesary, 2019; Xiang, Chen, Tripe, & Zhang, 2019; Choi,
Thangamani, & Kissock, 2019; Klimczak, Machowiak, Staniec, & Shachmurove, 2017;
Mulolli, Islami, & Skenderi, 2017; Ndiaye, Abdul Razak, Nagayev, & Ng, 2018; Trianni,
Cagno, Neri, & Howard, 2019; Verdolini, Bak, Ruet, & Venkatachalam, 2018; Rauch,
Dallasega, & Matt, 2017; Mohamad Radzi, Mohd Nor, & Mohezar Ali, 2017; Krishnan &
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Scullion, 2017; Chang & Cheng, 2019; Felício, Caldeirinha, & Dutra, 2019; Xiang, Chen,
Tripe, & Zhang, 2019; Foghani, Mahadi, & Omar, 2017; Janasová, Bobáňová, & Strelcová,
2017; Lin & Ho, 2019; Sanchez Badini, Hajjar, & Kozak, 2018.
Research Instruments
The instrument used in this study was a questionnaire, which involved a series of questions that
had to be answered by MSME perpetrators of religious tourism areas in East Java who had
criteria as members of the population. Questionnaires as instruments must meet the validity
and reliability levels. The validity in this study uses Pearson's product-moment correlation
coefficient formula and reliability uses Cronbach’s alpha. An instrument is declared valid if
the correlation coefficient is positive and significant with the value of the correlated item-total
correlation greater than the value of 0.30. The instrument is declared reliable if the Cronbach’s
alpha value is greater than the value of 0.6.
Research Results
Validity and Reliability
Table 2: Validity and Reliability Test Results
Variable

Correlation coefficient

0,3423 - 0,7582
Entrepreneurship
Orientation
0,4623 - 0,8263
Quality of Management
0,4014 - 0,7842
Competitiveness
Source: Print out data processing (2020)

Cronbach Alpha

Remarks

0,7172

Valid and Reliable

0,8156

Valid and Reliable

0,7636

Valid and Reliable

Table 2 shows that the correlation coefficients of all variables have r-count values between
0.3423-0.8263 with positive values greater than 0.30. Likewise, the Cronbach Alpha value of
the three variables has a value between 0.7172-0.8156 with a value greater than 0.60. The value
of the correlation coefficient and Cronbach Alpha shows that the research instrument used for
collecting research data is valid and reliable.
Path Analysis
Linearity test results that refer to the concept of parsimony, i.e. when all the models used as a
basis for testing are significant or non-significant means, the model is said to be linear or the
linear function is significant. The results of testing the linearity assumption for each effect
between variables can be shown in table 3 as follows.
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Table 3: Linearity Assumption Test Results
Independent Variable
Dependent Variable
Entrepreneurship Orientation Quality of Management
Entrepreneurship Orientation Competitiveness
Quality of Management
Competitiveness

Source: Print out data processing (2020)

Test result (α = 0,05)
The liner model is significant
The liner model is significant
The liner model is significant

Table 3 shows that all forms of influence between variables in the structural model are linear,
thus the linearity assumptions in the path analysis are fulfilled.
Structural Model
Path analysis was carried out by standardising regression using Statistical Product and Service
Solutions (SPSS) Version 18. The results of direct path coefficient test results are presented in
table 4.
Table 4: The Summary of Regression

Standardise
Coefficient
of 0,276

Independent Variable

Dependent Variable

Sig. (0.05)

Entrepreneurship
Orientation
Entrepreneurship
Orientation
Quality of Management

Quality
Management
Competitiveness

0,024

Competitiveness

0,357

0,037

0,293

0,046

Source: Print out data processing (2020)
Table 5: Indirect Effect Path Coefficient
Independent Variable Intervening Variable
Entrepreneurship
Quality of Management
Orientation
Source: Print out data processing (2020)

Dependent Variable Standardise
Coefficient
Competitiveness
0,081 (sig. α =
0,05)

Discussion
Effect of Entrepreneurship Orientation on Management Quality
Entrepreneurial orientation of religious tourism MSME entrepreneurs still focus on a strong
desire and motivation to continue to develop their business independently. They are well aware
that being a business actor is not an option but they are difficult to be accepted in the formal
sector, so they must do business through their ability to seize opportunities with an independent
999

International Journal of Innovation, Creativity and Change. www.ijicc.net
Volume 14, Issue 5, 2020
spirit to achieve success. Through their business experience they strive to survive while
learning from the failures of their past experiences. Therefore, the implementation of
management in managing its business is very simple, even its understanding of its management
functions and implementation in business is still very weak. This is reflected in the ability to
face changes and the management improvement process is still very low. Entrepreneurial
orientation that is less responsive to changes in the business environment, of course, gives an
unfavourable response to the development of their abilities for management functions and their
implementation in management aspects, so that the process of improving management is also
not good.
They understand that a responsive entrepreneurial orientation must be supported by the use of
proper management functions, but this MSME still emphasises business motivation and an
independent spirit to achieve results. They still ignore the process of adopting management
functions and the implementation of management aspects in business, therefore the
entrepreneurial orientation that has been carried out so far has only been able to exert a less
powerful influence on the quality of management implemented in managing their businesses
by MSME.
The findings of this study show that: (1) there is a direct effect of entrepreneurship on positive
and significant quality of management; (2) there is an indirect effect of entrepreneurial value
on competitiveness through the positive and significant quality of management.
Effect of Entrepreneurship Orientation on SMEs' Competitiveness
The entrepreneurial orientation of religious tourism SMEs that have motivation and enthusiasm
to move forward, be independent and succeed in their business, are able to encourage an
unyielding spirit even though they sometimes have to face the risk of failure. However, they
still rise in accordance with their ability to capture opportunities and change. Readiness to
continue to be independent in the face of change is a big capital for SMEs to achieve success
in their business. Even though the change is not too big, it can provide adequate space to build
a creative and innovative culture even though it is very limited.
The SMEs of religious tourism areas generally become business people because of the
conditions that force them, not because of their choices, and many even inherit their parents'
businesses. This is what explains their minimal creativity and innovation in developing
products or services. They prioritise the sustainability of their businesses rather than how to
develop it. The mindset and simple lifestyle certainly affects the way they do business. They
try in order to meet the needs of their family rather than orientate their business towards growth
and profit. Therefore their entrepreneurial orientation is also less supportive for business
development, so that MSME competitiveness is less than optimal.
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Competitiveness is the result of utilising various economic resources and the potential of
community resources, therefore an entrepreneurial orientation that is less responsive to the
surrounding environmental resources will certainly limit the space for creativity and innovation
in developing economic value added, so that the competitiveness of religious tourism MSME
areas will be less than maximum. The entrepreneurial orientation that has been carried out so
far is still focused on the spirit of independence in doing business. It is very limited in building
a creative and innovative culture, therefore the entrepreneurial orientation that has been
occurring so far still has a less powerful influence in building the competitiveness of MSMEs.
The findings in this study show that: (1) there is a direct influence of entrepreneurial orientation
on the positive and significant competitiveness of MSMEs, (2) management orientation is
needed in building MSME competitiveness, but indirectly. The quality of management will
have a positive and significant effect.
Effect of Management Quality on MSME Competitiveness
Management quality is the result of the process of developing management functions and
implementing aspects of management in managing their business and responding in the face of
ongoing change, therefore management quality is largely determined by the perpetrators
themselves or the presence of other parties who have a concern in helping to develop
management quality for MSME practitioners. So far, the role of management for MSME
business management is still very limited. They have not implemented integrated management
functions because their presence in the business is not an option, but because of the conditions
that must be lived. Therefore, the implementation of management aspects is still not running
adequately.
The limitation of this management aspect has been happening for a long time and various
efforts to develop MSME management have been carried out by the stakeholders, but only
partially and unsustainably so that the quality of MSME management still has not developed
as expected. Limitations of management aspects will certainly limit their ability to process
economic resources and community resources into economic value-added, which is very
beneficial for building MSME competitiveness. Therefore the quality of MSME management
will grow towards a better development, when stakeholders are able to develop integrated
management training programs that are carried out continuously.
MSME competitiveness can be built by developing quality management and the ability to
manage economic resources and community resources by developing creative and innovative
culture, so that MSME religious tourism areas not only have competitiveness but are also able
to build sustainable competitive advantages. The limited quality of management possessed by
SMEs so far, of course, will affect the ability of competitiveness possessed by MSMEs,
1001

International Journal of Innovation, Creativity and Change. www.ijicc.net
Volume 14, Issue 5, 2020
therefore there is the need to improve the quality of management in enhancing MSME
competitiveness.
The findings of this study show that: (1) there is a direct effect of management quality on
positive and significant competitiveness, (2) management quality is able to mediate the indirect
effect of entrepreneurial value on positive and significant competitiveness.
Conclusions
Entrepreneurship orientation has a direct, positive and significant influence on the quality of
MSME management. The first hypothesis states that entrepreneurial orientation has a
significant effect on the quality of management of SMEs in religious tourism. Therefore, the
entrepreneurship orientation that is developed through an attitude that is responsive to the spirit
of moving forward, independent and ready to seize opportunities through change, the quality
of MSME management will become more adequate and effective.
The Entrepreneurship Orientation has a direct, positive and significant effect on the
competitiveness of MSMEs. The second hypothesis which states that entrepreneurial
orientation significantly influences the competitiveness of MSMEs, is accepted. Therefore,
with an entrepreneurial orientation that is developed through attitudes that are responsive to
creative and innovative changes, the competitiveness of MSMEs will become stronger and
more competitive.
The quality of management has a direct, positive and significant effect on the competitiveness
of MSMEs. The third hypothesis, which states that the quality of management has a significant
effect on the competitiveness of MSMEs, is accepted. Therefore, the competitiveness of
MSMEs will become stronger and more effective through the quality of management
developed through understanding effective management functions, as well as the ability to
follow the process of improvement and development of management models that are aligned
with their needs.
Implications
Based on the conclusions of the research results, the implications of the results of the study can
be stated as follows:
•

Entrepreneurial orientation is the attitude of MSME entrepreneurs who want to move
forward independently, who are ready to face changes and failures. Therefore this
responsive attitude must be maintained by strengthening the value of creative and
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•

•

innovative culture, in order to be able to produce qualified management and produce
MSME competitiveness.
The quality of management is a commitment to developing effective management functions
and carrying out the process of improvement and development of management models in
line with need. Therefore, this commitment must be maintained to implement management
aspects in business management, and in order to be able to support the realisation of a
strong and competitive MSME competitiveness.
The competitiveness of MSMEs is a strategic effort used to encourage creative and
innovative culture and commitment in the development of capable management practices.
This is to encourage a dynamic entrepreneurial orientation and the implementation of
business management quality in MSMEs of a religious tourist region effectively and
efficiently.
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