03 Development and
Revitalization Strategies for
Traditional Markets in Bali

by Giantari Iga Kt

Submission date: 27-Mar-2019 04:30PM (UTC+0700)
Submission ID: 1100679198

File name: 03_RevitLization.pdf (484 .03K)

Word count: 7807

Character count: 44315






{2ires

“International Journal of Social
Economics

U ol Eoerm

ISSN: 0306-8293

‘] Publish open access

i) in this journal

Full text online -

Content: Table of Contents | Latest Issue RSS £153

Information: Journal information | Editorial Team | Author Guidelines

Other: Journal News (inc. calls for papers) | Sample article | Recommend this journal

Clarivat
Analytics

Emerging Sources
Citation Index

CiteScore 2017: 0.55
CiteScoreTracker 2018: 0.21 (Updated Monthly)




Editorial team
Editor-in-Chief

2
Professor James Connelly

Institute of Applied Ethics and Department of Politics, University of Hull, UK
j.connelly@ hull.ac.uk

Editorial Assistant

James Pearce
University of Hull, UK
J.Pearce@2010.hull.ac.uk

Associate Editors

Dr Peter Daniels, Griffith University, Australia

Dr Roberto Dell” Anno, University of Salerno, Italy

Dr Evelyn S. Devadason, University of Malaya, Malaysia

Dr Damiano Fiorillo, University of Naples, Italy

Professor Terence M. Garrett, The University of Texas Rio Grande Valley, USA
Dr Travis Gliedt, University of Oklahoma, USA

Dr Stefan Mann, Federal Research Station Agroscope, Swilzerland
Dr John Marangos, University of Macedonia, Greece

Dr Patrick L. O'Halloran, Monmouth University, USA

Dr Mona Ray, Morehouse College, USA

Dr Julian Roche, mhc international, UK

Dr Raymond Swaray, University of Hull, UK

Dr Chor Foon Tang, Universiti Sains Malaysia, Malaysia
Professor Marc von der Ruhr, St. Norbert College, USA

Dr Richard Woodward, Coventry Business School, UK

alblisher

Valerie Robillard
vrobillard @emeraldgroup.com

Content Editor

Simon Buckley
sbuckley@emeraldgroup.com

Editorial Advisory Board




28

ofessorﬁorris Altman, Newcastle Business School, The University of Newcastle, Australia
Dr James Alvey, Massey University, New Zealand
Dr Josef Barat, Ministry of Transportation, Brazil
Professor Richard L. Brinkman, Economics Department, Portland State University, USA
Professor Colin Tyler, University of Hull, UK

ofessor Alberto De Sanctis, University of Genoa, ltaly
Dr Floreal Homero Forni, Centro de Estudios e Investigaciones Laborales del CONICET,
Argentina
Professor Thomas Jeannot, Gonzaga University, USA
Professor Patrick McNutt, Indecon Consultants, Dublin; and, Institute for Financial
Management, University of Wales, UK
Dr Daniel O'Neil, Department of Political Science, The University of Arizona, USA
Dr Manfred Prisching, Karl-Franzens-Universitdt Graz, Austria
Distinguished Professor Rati Ram, [llinois State University, USA
Professor Stylianos A Sarantides, University of Piraeus, Greece
Professor Udo E. Simonis, WZB Science Center Berlin, Germany
Professor Emeritus Dr Clem Tisdell, University of Queensland, Australia
Professor Wilfred Ukpere, University of Johannesburg, South Africa
Dr Matti Viren, University of Turku, Finland
Professor Jimmy Weinblatt, Department of Economics, Ben Gurion University, Israel
Professor Zhang Wenxian, Fudan Universily, People's Republic of China
Professor Laszlo Zsolnai, Budapest University of Economic Sciences, Hungary




able Of Contents: Volume 45 Issue 7

Published: 2018, Start page: 1010

Icon key: You have access to this item Backfile Earlycite Abstract only Open access

™ Selectall

Add to Marked List
Track Citations
Email to a Friend
Send to Citation Mgr

!"

Could formalized State Business Relations lead to economic growth? Business participation,
government representation and institutions

@hamed Ismail Sabry (pp. 1010 - 1029)
ywords: Institutions and institutional analysis, Economic growth, Formal State Business

lation
Type: Research paper

>

stract

HTML

PDF (244 KB

Reprints and Permissions

-
Neoliberalism, ambiguity and the rise of populist movements

isling O"Donnell (pp. 1030 - 1041)
Keywords: Neoliberalism, Inequality, Trump, History of economic thought, Political theory,

Populism
Type: Conceptual Paper

PDF (159 KB)

Reprints and Permissions

=
Why research is needed in women entrepreneurship in India: a viewpoint

?gheta Agarwal, Usha Lenka (pp. 1042 - 1057)
eywords: India, Entrepreneurship, Women entrepreneurship, Uttar Pradesh, Uttarakhand

Type: Viewpoint




bstract

HTML
PDF (396 KB

Reprints and Permissions

-
Qae!opmem and revitalization strategies for traditional markets in Bali
L. Gusti Ayu Ketut Giantari, Ida Bagus Ketut Surya, Ni Nvoman Kerti Yasa, Ida Bagus Anom
Yasa (pp. 1058 - 1070)

ywords: Development strategies, Bali, Revitalization strategies, Traditional markets
Type: Research paper

Abstract
HTML
PDF (211 KB)

Reprints and Permissions

-
P e
Examination of intergenerational occupational mobility among Indian women
Akanksha Choudhary, Ashish Singh (pp. 1071 - 1091)
eywords: India, Women, Intergenerational occupational mobility

Type: Research paper

Abstract

HTML

PDF (245 KB)

Reprints and Permissions

-~
%ev earn and send: we spend: consumplion palterns of Pakistani migrant households
giajd Ahmed, Mazhar Mughal, Inmaculada Martinez-Zarzoso (pp. 1092 - 1108)

ywords: Pakistan, Consumption patterns, Expenditure, Domestic remittances, International

@mittances
Type: Research paper

Abstract
HTML

PDF (223 KB)
Reprints and Permissions

-
Farmer knowledge and willingness to pay for soil testing in Haiti




Senakpon Kokoye. Joseph Molnar, Curtis Jolly, Dennis Shannon, Gobena Huluka (pp. 1109 -
)
Keywords: Structural equation model, Theory of planned behaviour, WTP, MIMIC model,
Hybrid choice model, Soil testing benefits
Type: Research paper

Abstract

HTML

PDF (334 KB

Reprints and Permissions

-
Financial inclusion and socioeconomic development: gaps and solution

ilesh Rastogi, Ragabiruntha E. (pp. 1122 - 1140)
Keywords: Online banking, Economic development, Financial inclusion, Financial literacy,

Emonetization

ype: Research paper
Abstract
HTML

PDE (379 KB)
Reprints and Permissions




Downloaded by INSEAD At 05:25 05 June 2018 (PT)

P emeraldinsight

International Journal of Social Economics
DeveloprrifEht and Revitalization Strategiesfor traditional marketsin Bali
Giantari | Gusti Ayu Ketut, Ida Bagus Ketut Surya, Ni Nyoman Kerti Yasa, |da Bagus Anom Yasa,

Article information:

To cite thiHocument:

Giantari | Gusti Ayu Ketut, [da Bagus Ketut Surya, Ni Nyoman Kerti Yasa, Ida Bagus Anom Yasa, 'nevelcpment and
Revitalization Strategies for traditional markets in Bali", International Journal of Social Economics, hitps://doi.org/10.1108/
|JSE-09-2017-0414

Fermanent link to this document:

https:/idoi.org/10.1108/| JSE-09-2017-0414

Downloaded on: 05 June 2018, At: 05:25 (PT)

Reterences: this document contains referencesto 0 other documents.

To copy this document: permissions@emeraldinsight.com

Access to this document was granted through an Emerald subscription provided by emerald-srm: 178665 []

For Authors

If _fyou would like to write for this or any other BEmerald publication, then please use our Emerald for Authors service
information about how to choose which publication to write for and submission guidelines are available for all. Please
visit www.emeraldinsight.com/ authors for more information.

About Emerald www.emeraldinsight.com

Emerald is a global publisher linking ressarch and practice to the benefit of society. The company manages a portfolio of
more than 280 journals and over 2,350 books and book series volumes, as well as providing an extensive range of online
products and additional customer resources and services,

Emerald is both COUNTER 4 and TRANSFER compliant. The organization is a partner of the Committee on Publication
Ethics (COPE) and also works with Portico and the LOCKSS initiative for digital archive preservation.

*Related content and download information correct at time of download.




Downloaded by INSEAD At 05:25 05 June 2013 (PT)

Development and Revitalization Strategies for Traditional Markets in Bali

I Gusti Ayu Ketut Giantari', Ida Bagus Ketut Surya’, Ni Nvoman Kerti Yasa', Ida Bagus Anom Yasa®
Department of Management, University of Udayana, Denpasar, Indonesia
Department of’ Accounting, Bali State Polytechnic, Denpasar, Indonesia

Abstract:

Purpose - The objectives of this rescarch are to find out 1) strengths'weaknesses, environmental
opportunities/threats encountered by traditional market. 2) traditional market business position: 3) proper
business strategy to be applied by traditional market and its implication on marketing strategy.
Design/methodology/approach — The population in this research was policy makers in Bali Province, in relation
to the development and revitalization planning of traditional market, and traders doing their activity in traditional
market. The data analysis used Internal and External Strategic Factor Matrix (IE).

Findings - Key external strategic variables that pose both current and future threats are information technology.
bargaining power with buyers, and competitors, The key intemal strategic variables which are included both
present and future strengths are product quality, product variety offered. uniqueness of products offered,
affordable product prices, bargaining process, strategic market locationfrvice speed, and vast parking lot. Based
on the business position of present Denpasar traditional market which i1s in quadrant V. while in the future it will
be in quadrant II. thus the strategy properly applied is the proper competition strategy to be grown and built.
Implication and Limitations: a) the research was only conducted to traditional markets in Bali. thus it cannot
be generalized to wider areas, and b) this research used survey method where the data collection process was
done in a certain point of time or cross section. whilst the environment would experience extra quick changes.
Therefore. it 1s important to do this research in the future.

Originality/value - The originality for this paper shows the comprehensively Development Strategies.
Revitalization Strategies in Traditional Market, by using SWOT and IE Matrix Analysis, and research location
which is conducted in Bali that has different tourist condition and potentials from other regions.

Keywords: Development Strategies, Revitalization Strategies, Traditional Markets, Bahi

1. Introduction

The development of traditional markets m Bali 1s characterized by extremely strict
competition: the mereasing number of modern market entities, such as hypermarkets and
mini markets. The traditional market advantages which are not owned by competitors are: 1)
the most accessible trading centers for lower class traders; 2) merchandise being offered
mcludes nearly all types of community needs. Good organizational reputation in domestic
market is able to increase local revenue (Ahmed et al.. 2006). However, the weakness is that
the ability of the traders” human resources and market managers in terms of technical and
managenial are very limited (Lukman et al.. 2012). The traders are also lack of understanding
about consumer behavior.,

The traditional market revitalization is a government program through the Ministry of
Trade and State Ministry of Cooperatives and Small Enterprises with the goals of
empowering micro business actors who grow in markets with neither proper, healthy, clean
comlortable business transaction facilities nor facilities owned and managed by the traders
themselves in the cooperatives business (Harian Rakyat Kalbar, 2012). Micro-enterprises are
acknowledged to have a highly pivotal role in a country’s economic development - and there
have been plenty of studies supporting it (Kalpande et al., 2010).

There are two steps commonly done to develop traditional markets: renovation and
revitalization. Renovation 1s an activity related to the mmprovement of building physical
quahity, whilst revitahzation 1s the re-conceptualization of building system, both mternally
and externally. The main focus of revitalization is on the conceptualization of building
system. Besides intemal market, revitalization is performed to integrate the market with its
external scope (Djatmiko, 2011 in Paramita & Ayuningsasi, 2012).

Strategic planning 1s defined as company’s activity to look for cofffformity between
the company’s internal strengths and the company’s external strengths (opportunities and
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threats) within a market. The activities include prudent observation competition, inflation
rate regulation, business cycle, consumers’ desire and expectation, as well as other factors
that can identify opportunities and threats (Rangkuti, 2003).

The application to determine the main strategy based on the concept of Davifii(2011)
can be conducted via selection of several matrix models, including: SWOT Matrix (Strength
Weakness Opportunity Threat), SPACE Matnx (Strategic Position and Action Evaluation),
BCG Matrix (Boston Consulting Group), GE Matrix (General Electric), IE Matrix (Internal-
External) and Grand Strategy Matrix.

The objectives of this research are to find out: 1) strengths/ weaknesses.
environmental opportunities/ threats encountered by traditional market; 2) traditional market
business position. 3) proper business strategyv to be applied by traditional market and its
implication on marketing strategy. Several studies on development of marketing, strategy.
and revitalization have been conducted by Cravens et al. (2000); Padilla and Eastlick (2009);
Ewing, Fowlds, and Shepherd (1995). Hew, Tong, and Goh (2014). Sheth (2017). Several
previous studies were used as references in this resedfEll. such as the Development strategics
by Amado, et al., (2017); Dclmmg (2017); Gebauer, et al. (2017); Holmes & Kmight (2017):
Mohamed et al. (2017). L (2017); P@Rce & Pearce (2017); Revitalization Strategies by
Arruda & Krutkowski (2015), Bowers, ef al., (2017). El-Bassiouny, ef al., (2017). Mattla
(2017), Pisano, et al. (2017). Simone & Tumisini (2017); Traditional Market by Alonso
(2017). Aznar & Roig (2017); Dikova, et al. (2017); Haryanto, ef al. (2017). Pal & Aneja
(2017). Sotiriadis (2017); Turker & Ozmen (2017); SWOT Analysis by Armda &
Krutkowski (2015). Blundo & et @l.. (2017). Kumaraswamy. ef al. (2017). Turker & Ozmen
(2017), Intemal External (IE) Matrix Analysis by Balsubramanian & Sarkar (2017).
Hamilton & Alexander (2016). Secundo. ef al. (2017). The originality for this paper shows
the comprehensively Development Strategies. Revitalization Strategies in Traditional Market,
by using SWOT and IE Matrix Analysis, and research location which is conducted in Bali
that has different tourist condition and potentials from other regions.

2. Literature Review

Vision, Mission and Objective. The vision owned by a company is an aspiration
about the future which is desired to be realized by all personnel of the company. starting from
the top to lowest rank — and even the helper. Future aspiration in the minds of the founders
that roughly represent all members of the company is called a vision (David, 2016). The next
step 1s to make a mission. In the opinion of Kotler (2012), mission is a written translation
regarding the vision to make 1t easier or clearer to understand for all staffs of the company.
Objective is a qualitative statement about the state/ results to be achieved in the future,

The Comprehension About Company’s Environment. Company’s environment
consists of internal environment and external environment. The external environment greatly
affects the sustamability of the company. David (2016) divides the external environment of
three mterconnected categories: remole environment. industrial environment and operating
environment. All of these environmental factors provide a number of opportunities and
threats to the company.

External Environment. The analysis of the external environment is a process used
by major strategic planning to evaluate thinvironmental sector in determining opportunities
or threats to the company (David, 2016). External environment consists offfactors that come
from the outside of the company, where the external environment is divided mto three
interrelated sub-categories: factors in the distant environment. factors in the industrial
environment and factors in the operational environment. Jointly. these factors form the basis
for opportunities and threats encountered by the company in its competitive environment.
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Internal Environment. Umar (2001) states that the comprehension about the
company’s internal condition is the line factor inffle use of an effective strategy. The
formulation of company strategy must consider the strengths and weaknesses owned by the
company. One of the simplest ways to understand and analyze the company's internal
environment 1s through functional approach (Amirullah, 2015). According to this approach,
the competition (strengths and weaknesses) of the company can be seen in varying business
functions which exist and are carried out in the company, for instance the marketing function,
financial function, human resource function, and production function.

Strategic Planning. Strategic planning 1s defined 4l company’s activity to Jook for
conformity between the company’s internal strengths and external forces (opportunities and
threats) of a market. Meanwhile, the activities include prudent observation of competition,
regulation, inflation rate, business cycle, consumers’ desire and expectations and other factors
that are able to identify opportunities and threats (Rangkuti, 2003). Determination of the main
strategy is done through the use of several matrices with three stages of implementation: the
data collection phase. analysis phase and decision-making phase.

Strategy Selection. The application to determine the main strategy based on the
concept of David (2011) can be conducted via selection of several#htrix models, including:
SWOT Matnx (Strength Weakness Opportunity Threat), SPACE Matrix (Strategic Position
and Action Evaluation), BCG Matrix (Boston Consulting Group), GE Matrix (General
Electric), IE Matrix (Internal-External) and Grand Strategy Matrix.

IE (Internal-External) Matrix. This model 1s used to measure the size of
opportunities or threats encountered by companies in an industry. and also to assess the size
strengths or weaknesses factors of business owned by the companies. Below are the steps in
developing the external and internal strategy factors matrix.

a) Measuring the Value of External Strategic Factors

The measurement of the external factor value is performed by the following process:
a) determination of the company’s external strategy factors, b) the weight proportion for all
factors should not exceed 1.00 or 100% to find what factors which are the most dominant; ¢)
each factor 1s rated froml to 4. 1 = big threat. 2 = small threat, 3 = small opportunity, and 4 =
big opportunity, d) each factor weight is multiplied by each rating to obtain weight score, d)
adding up weight score of all factors to obtain total weight score.

b) Measuring of Value of Internal Strategic Factors

The measurement of internal strategic factor 1s performed by the following process: a)
determination of intemnal strategic factors of the company, b) the weight proportion for all
factors should not exceed 1.0 or 100%. to understand which factors are the most dominant: ¢)
each factor is rated from 1 to 4. 1= main weakness, 2 = small weakness, 3 = small strength.
and 4 = main strength. Each factor weight 1s multiplied by the each rating to obtain weight
score, d) adding up weight score of all factors to obtan total weight score.

¢) Determining Corporate Strategy

The next step is the total weight score of mternal and external strategy factors
mcluded in the IE Strategy Matrix model diagram to determine the applicable strategy
policies. Figure 1. IE Strategy Matrix is presented below:
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Figure 1. [E Strategic Matrix
Source: David (2016)

The diagram can identify 9 cells of company strategy, but n principle, these nine cells
can be grouped mto three main strategies: a) grow and build. namely cells 1. 11, and IV. The
strategy used is intensive strategf#n this strategy, the only action that can be done is market
penetration — finding out greater market share for existing prffflucts or services, through more
vigorous marketing efforts. Or it can be done by conducting market development in the sense
of introducing existuf§fproducts or services to new geographical areas. It can also use
integrative strategies. Baclflhrd integration means seeking ownership or improving control
of the supplier company. Forward integration means gaming ownership or control over a
distributor or retailer. Horizontal integration means seeking ownership or control over
competitors b). keeping and maintaining; cells 111, V and VI Action that can be taken in this
strategy is to penetrate the market and product development. C). Harvest or divestment.
Those mcluded n this strategy are cells VI, VIII and IX. The action that can be taken in this
harvest or divestment strategy is to sell a part or entire company.

Strategy Level In a company, there are three levels of strategies: a. Corporate Level
Strategy. In the opinion of Andrews (in Rangkuti, 2001) what is meant by corporate strategy
1s a strategy arranged in a business, where companies will compete with methods to change
the distinctive competence into competitive advantage. This strategy i1s formulated by top
management that regulates the organizational activities and operations which have more than
one line or business unit. The important thing at this level is to define the corporate mission;
which business is being engaged in by the company: what goals and expectations of the
business are; how to allocate the existing resources to achieve those goals; and what equally
important is to plan the new business by cutting down old product.

b. Business Unit Level Strategy. Strategies at this level are more directed at
managing the activities and operations of a particular business. Basically the strategy at this
level seeks to determine the approach that a business should use in its market, and the method
to execute that approach by utilizing existing resources and under certain market conditions.
The main thing includes how the company s business competes in its market, what products
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or services to offer. which customer target to serve. and how to distribute resources n the
business. According to Kotler (2012), this strategy includes: 1) Low cost advantage, 2)
Strategies to emphasize costs as low as possible in order to compete in selling price. 3)
Differentiation. the company tries to be unique in the industry in several dimensions
appreciated by buyers: 4) Focus, emphasizing the selection of narrow competitive
competition within an industry, including focus on cost advantage and focus on
differentiation.

¢. Functional Level Strategy. According to Umar (2001), the functional level
strategy 1s a more operational strategy that leads to the framework of company functions
(traditionally it 1s composed of research and development, finance, production and operation,
marketing, personnel or human resources) that can support strategy at the business unit level.
At this level, this strategy 1s formulated to be more specific, depending on the functional
activities of the management. If the enterprise level has established a strategy to create new
activities at the business level, such as the purchasing unit. the functional strategy is
structured to refer to all purchasing activities, such as setting standard price strategy based on
a certain percentage of profit margin for each type of item purchased. This functional strategy
1s more operational because it will be directly implementefhy management functions under
its responsibility, for instance production/ operational management function. marketing
management function, financial management function. and human resource management
function.

3. Methodology

Designs. The present research used descriptive analysis, namely a search effort and
disclosure of relevant information contained in the presentation data which was shorter and
simple, eventually leading to the need for explanation and interpretation (Simamora, 2004).
The analysis of the company’s intemal environment was described in Internal Factor
Evaluation (IFE) matrix and the company’s external environment analysis was described in
the External Factor Evaluation (EFE) matnx. Starting from IFE and EFE matrices, a
combination of SWOT matrices was then performed. The research was conducted on the
traditional market in Bali and the research object was the development strategy of cultural-
based tffilitional market revitalization in Bali

Population and Samples. The population in this research was policy makers in Bali
Province, in relation to the development and revitalization planning of traditional market, and
traders doing their activity in traditional market. From the 34 traditional markets already
revitalized, there were 18 traditional market managers and 2 experts (from Department of
Industry and Commerce. Level 1 Regional Government of Bali) used. thus that the total
respondents were 20 people. The determination of respondents made as samples was taken
based on convenience sampling, 1.e. ease to be found and interviewed.

The data collection method employed was direct mterviews with policy makers at
Level 1 Regional Government of Bali, Department of Industry and Commerce. and
traditional market managers. The interview technique used Delphi method, consisting of
three stages: 1) asking the identification of key variables, both internally and externally that
affect company performance, 2) giving weight (importance level) for each vanable, 3) giving
assessment on important variables that affect traditional market performance (with a score
from 1 to 4). The data analysis used Internal and External Strategic Factor Matrix (IE).
This study uses an interview nstrument, not using a questionnaire, so no validity test and
instrument reliability is required

4. Result and Discussion
4.1. External Strategic Environmental Analysis
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The Description of Current and Future External Environment. The design of the
traditional market development strategy in Bali Province involves 4 stages: 1) conducting
analysis and diagnosis of external strategic environment, both at present day (2017) and
future (2018-2022). 2) conducting analysis and diagnosis of current and future internal
strategic environment: 3) determining the business position; 4) formulating alternative
business strategies and implications on marketing strategies.

Analysis and Diagnosis of Present External Strategic Environment. What is
meant by todav is the year 2017 - a condition and situation now being faced by traditional
market business in Bali Province in doing their activity. To conduct an analjysm of the
external environment — namely environmental opportunities and threats, interviews were
conducted with 18 traditional market heads and 2 experts from Department of Industry and
Commerce, Level 1 chlonal Government of Bali as a policy maker in the dcvciopmcnt of
traditional markets . Bali Province. From the 20 people who have been successfully
nterviewed, 9 key external variables that affect the performance can be identified. These 9
variables are the income level per capita of Bali population, the inflation rate in Bali, the level
of economic growth in Bali, Government Regulation, security stability, public attitude
towards traditional market, mformation technology, bargaining power with buyer and
competitor. The next analysis determines the size of effect or weight of each variable and the
value (rating) reflecting the condition of each variable. Lastly. the combination of weight and
ratings that generally depicts whether traditional market condition in Bah Province have

opportunities or threats.
Opportunity-EFAS Strength-IFAS
Pt ttudes wows madtioral morcets [ vt parkag lot
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Figure 1: EFAS-IFAS Analysis Summary

From the weighting of each variable, then it appears that there are three indicators that
have the greatest effects on the performance of traditional markets: competitors with a weight
of 0.15 (15%). bargaining power with buyers at 0.14 (14%), and income level per capita of
Bali population at 0.13 (13%), whereas six other factors have varying effects between 8
percent and 9 percent.

Rating is the respondents’ perception on the importance level of each factor that
affects the performance of companies of which value is between 1 and 4. In Figure 1 (left-
above) can be seen that there are six factors which become opportunities: income per capita
level of Bali population, inflation rate in Bali, economic growth in Bali, Government
Regulation, security stability and public attitude towards traditional markets. There are three
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factors which become threats: information technology. bargaining power with buyers, and
competitors.

The next calculation determines the weight score of each indicator by multiplying the
weight with the rating. From the calculation of the overall weight score of existing indicators,
the result shows 2.51.

This figure (2.51) indicates that the external condition of traditional markets in Bah
Province in general is at small opportunity, as it is greater than 2.50, where the total weight
score which is between 1.00 - 2.50 includes threats, and 2.51 — 4.00 includes opportunities.
More results on weight, rating and weight score are presented in Figure 1 EFAS (left side).

Analysis and Diagnosis of Future External Environment. The next step is to make
assessment/ perception on the prediction of future external strategic environment that can
affect the performance of traditional markets (viewed from the economic environment.
government policy, public attitude and competitors). The prediction results of these vanables
and the size of the weight can be seen in Figure | (left side). In accordance with the
predictions made by respondents, it can be explained that the greatest effects of competitor
variables on the performance of traditional markets has each weight of 0.17 (Figure 1 (left
side)). Meanwhile, the second most influential variable 1s the income level per capita of Bali
population with weight of 0.13. As for vanable that has the third largest effects 1s the
bargaining power of the buyer with a weight of 0.12. Meanwhile, other variables have an
effect between 0.08 and 0.11.

Furthermore, it is predicted that future external strategic assessment/ external strategic
environment perception is able to affect performance of traditional markets. The indicator
with the highest rating 1s income level per capita of Bali Province population with rating of
3.70; whilst the second one 1s government regulation of 3.60, and nflation rate in Bali and
public attitude towards traditional market with rating of 3.50.

The next calculation determines the weight score of each indicator by multiplying the
weight with the rating. From the calculation of the overall weight score of existing indicators,
thus the calculation results show the value of 2.67. This figure demonstrates that the external
condition in general is opportunities, because they are greater than 2.50, where the total
weight score is between 1.00 - 2.50 including the threat, and 2.51 - 4.00 including the
opportunities.

The complete result regarding weighted prediction, rating and weighted values are presented
in Figure 1 (left side) of the future EFAS (External Factor Analysis Summary) as follows.

The Analysis and Diagnosis of Present Internal Strategic Environment. The
determination of key mternal strategic factors that affect company performance 1s carned out
using Delphi Method. There are three stages in this method: 1) giving opportunity to policy
makers and traditional market managers to identify key internal strategic factors that affect
company performance; 2) giving suggestion so that each indicator is given with a weight that
shows the size of the variable’s effect towards the performance of the company. which is 1 or
100 percent in total. 3) giving an assessment or rating of the indicators that show the
umportance of these variables in determining the company performance; 4) determining the
weight score by multiplying it with weight and rating.

In the use of these four stages, the first step is to identify key internal strategic factors
that affect the company's performance. From the interview results to respondents, 12
indicators identified are the interpretation of the marketing mix (marketing mix) offered by
traditional markets. From product (product quality. product varnety, product uniqueness
offered). price (affordable product price, bargaining process); place (strategic market
location, vast parking lot. traditional market hygiene and neat product arrangement).
promotion (the discount given); distribution (strategic market location); personal (friendly
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service): management process (service speed), and physical evidence (market cleanlimess.
vast parking lot)

The interview results with respondents show that the indicator of bargaining process
has the greatest influence on the performance of traditional markets with a weight of 0.13 (13
percent). Meanwhile, the indicators that have the second and third major effect are the variety
of products offered, the availability of vast parking lot with each weight of 11 percent. For
other indicators, they have weights with variations from 0.07 to 0.10.

The third stage of the Delphi method is done by giving rating to all 12 indicators.
From the respondents’” answers, 1t appears that the uniqueness of the product offered has the
highest rating of 2.85, whilst the variation of product offered with the highest rating is 2.83,
and the indicator assessed by respondents has the third highest rating is vast parking lot with
a rating of 2.82. These three ratings show that they are in important perspective by
respondents. As for other indicators, they are in rating value range from 2.30 10 2.77.

The last stage is the determination of the weight score done by multiplving the weight
with the rating. From the calculation result, it appears that the total weight score is 2.66. This
figure indicates that the internal condition of traditional markets in Bali 1s generally strong
because they are greater than 2.50, where the total weight score from 1.00 to 2.50 is
categorized weak, and 2.51 - 4.00 1s categorized strong.

All the calculation of weight, rating and weight score is presented in Figure 1 (right
side)- Internal Factor Analysis Summary.

The Analysis and Diagnosis of Future Internal Strategic Environment. In line
with analysis of the extemal environment, the future prediction is also made for internal
environment. The objective of the prediction is to estimate the future internal imdicators
(2018-2022) according to the respondents’ estimation. Therefore. appropriate strategies for
the future can be designed. Figure 1 (right side) shows the calculation of the weight, rating
and weight score of key internal strategic factors that affect the performance of traditional
markets.

Meanwhile, the indicator that has the highest weight is the affordable price with a
weight of 0.12, meaning that this indicator has a 12 percent effect on the performance of
traditional markets. The service speed with the second highest weight 1s at 0.11. showing that
this indicator has effect of 11 percent on the performance of traditional markets in Bali. The
indicator that has the third highest weight is the product vanation with a weight of 0.10,
meaning that the indicator has an effect at 10 percent each on the traditional market
performance. Meanwhile, other indicators have weight with a range from 0.06 to 0.09. Thus
the total of the overall indicator 1s 1.

Subsequently. the respondents make prediction on the rating level of each indicator.
F'rom the average calculation, the product variation being offered has the highest rating of
3.80. Furthermore, the availability of vast parking lot has the second highest rating with a
weight of 3.78. The indicator of the product uniqueness being offered has the third highest
rating of 3.75. Meanwhile, other indicators have ratings which range from 2.3 to 3.68.

The calculation result of weight scores of all indicators is 3.32. This figure indicates
that the future internal condition of traditional markets in Bali is generally stronger because it
1s greater than 2.50. where the total weight score which ranges 1.00 - 2,50 is categorized
weak, and 2.51 - 4.00 is categorized strong. In details, IFAS table is shown in Table 5.

Strategic Position of Traditional Markets in Bali Province. The determination of
strategic positioning of the company 1s performed after analyzing the internal and external
environment by moving the total weight score into Market Attraction Matrix - Company
Competitiveness. At present time, the total weight score for EFAS is 2.51, whereas for
[FAS is 2.66. For the present time (2017), therefore the company position on the matrx is in
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Cell IV (A). For the future (2018 - 2022) the total score of EFAS is 2.67 and IFAS is 3.32;
hence the position increases on Cell II (B). The description is shown in Figure 2.
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Figure 2, Strategic Position of Traditional Market
Source : processed data

Strategic Formulation of Traditional Markets in Bali Province. Figure 2 shows
that present traditional ltegic position (2017) is in Quadrant V. the appropriate strategy
applied in this cell is hold and maintain, consisting of market penetration and product
development. For the futurdffhe business position changes to Quadrant II. namely Grow and
Build - which consist of market penetration strategy, market development. and product
development. Penetration strategy 1s a market breakthrough strategy, implying that it keep
serving the existing market with the use of various promotions. However, the promotion does
not seem to be widely done by traders in traditional markets — due to the bargain between the
seller and the buyer. Market development strategy is a traditional market activity to develop
new markets with existing products. Meanwhile, the product development strategy 1s a
strategy to develop new products in the existing market.

Strategy Formulation of Traditional Markets in Bali Province. Based on the
appropriate business strategy, and when it 1s being applied to mix service marketing strategy,
thus it can be formulated as follows: a) product strategy is to offer unique products and daily
needs products that accommodate local culture: b) price strategy offers competitive and
affordable price for consumers Bargaining culture should be mammtained because it 1s the
uniqueness of markets, especially for mothers who like to bargain; ¢) distribution strategy, it
focuses more on strategic location to offer daily needs. close to community place. Provision
of vast parking lot, good traders arrangement, and neat stuffs arrangement to facilitate the
buyers (consumers) to obtain the required product; d) promotion strategy, to communicate
various types of products produced to the public, through print media or electronic media; )
Promotional activities in traditional markets are not commonly done by traders because they
rely on bargaming activities for transactions. They should have started sales promotion, for
example by giving a discount or free gift for the product purchase in large quantities; f)
management process strategy 1s to provide swift service when consumers come and make
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purchases: g) personal strategy. serving the buyers in a friendly manner, so they feel satisfied
and eventually make repeat purchases: h) physical evidence strategy, keeping the cleanliness
of traditional market’s physical environment so that the buyers feel comfortable to shop in
traditional markets.

Limitations. The limitations of this rescarch are: a) the research was only conducted to
traditional markets in Bali, thus it cannot be generalized to wider areas, and b) this research
used survey method where the data collection process was done in a certain point of time or
cross section, whilst the environment would experience extra quick changes. Therefore, it is
important to do this research in the future.

S. Conclusions and Recommendations

Conclusions. Based on the results, the conclusions made are (a) The key external
strategic variable that represents both current and future opportunities are the income level
per capita of Bali population, the inflation rate in Bali, economic growth rate in Bali,
Government Regulation, the stability of security and public attitude towards the traditional
market. Keyv external strategic variables that pose both cumrent and future threats are
mformation technology, bargaining power with buyers, and competitors, (b) The key nternal
strategic variables which are included both present and future strengths are product quality.
product variety offered, uniqueness of products offered, affordable product prices, bargaining
process, strategic market location, service speed. and vast parking lot. Meanwhile. the key
internal strategic variables which are included the weakness are friendly service, cleanliness
of traditional markets, and neat arrangement [ the stuffs, (¢) Based on the business position
of present Denpasar traditional market which is in quadrant V., while in the future it will be in
quadrant II, thus the strategy properly applied is the proper competition strategy to be grown
and built. (d) Based on proper competing strategy. in this case growth and coaching strategy.
they can be applied to marketing mix strategy (7P). product, price, promotion and
distribution, management process, personal and physical evidence.

Recommendations. For traditional market managers (a) They need to create new
product innovation that emphasizes on Balinese culture, to make it unique and different from
modem retail, (b) Structuring better traditional markets, by classifving traders according to
the type of merchandise sold. for instance wet stalls should be designated for vegetable and
meat traders; seasoning and frut stalls for fruit vendors: snack and staple stalls. and also food
stalls, (¢) The traders are not the only ones to manage. the market should also provide kiosks
and open land for traders who do not get a place inside the stalls. The market should also be
equipped with a number of public facilities, including parking lot, public washers and public
toilets, (d) Maintaining alley separation, especially during big days, so that the buyers feel
comfortable to shop at traditional markets, (¢) Educating the traders about: 1) the importance
of providing good, friendly and polite service to buyers, 2) good arrangement of stuffs to
attract buvers. 3) sales promotion. for example gifts or bonus for certain purchases. 4)
determination of more competitive prices with modern retail. 5) fast service, 6) maintenance
of clean environment. For Government: (a) They need to tighten the regulation on the
opening permit for modern retail, so traditional markets will still be able to grow. (b)
Developing 'market school' which is alreadv done by Denpasar City Government on an
ongoing basis for all traders in traditional markets, (b) Revitalizing all traditional markets in
Denpasar City so that the traditional markets are not only some place for sale and purchase
transactions, but also for tourism object for foreign tourists enjoying their holiday m Bali, as
already done in Sindu (Sanur) market. (c) Always monitoring the market price. especially for
the basic needs of consumers to make consumers feel satisfied. (d) Always conducting
inspection to the scales in traditional markets to avoid buyers’ loss, (e) They need to provide
ease in access to financial resources to enable the traders to further develop.

© Emerald Publishing Limited
This is a pre-print of a paper and is subject to change before publication. This pre-print is made available with the understanding
that it will not be reproduced or stored in a retrieval system without the permission of Emerald Publishing Limited.




Downloaded by INSEAD At 05:25 05 June 2013 (PT)

References

Ahmed, AM., M. Zami, & Almarm, K.S., (2006), “SWOT analysis for Air China
performance and its experience with quality™, Benchmarking: An International
Journal, Vol. 13 No. 1/2, 2006 pp. 160-173.

Alonso, A.D.. (2017) "An exploration of Cava winenes: a resource-based approach”,
International Journal of Wine Business Research, Vol. 29 Issue: 1, pp.20-36.

Amado, A, Dalelo, A, Adoment, M., & Fischer, D, (2017) "Engaging teacher educators
with the sustainability agenda; A case study of a pilot professional development
program from Ethiopia", International Journal of Sustainability in Higher Education,
Vol. 18 Issue: 5, pp.715-737.

Arruda, GM.. & Krutkowski, S, (2015)" Arctic govermnance. indigenous knowledge, science
and technology in times of climate change: self-realization, recognition,
representativeness". Jowrnal of Enterprising Communities: People and Places in the
Global Economy, vol 13, No 2, pp 25-35.

Aznar, S., & Roig, E., (2017) "A legal perspective of current challenges of the Spanish
residential rental market", International Journal of Law in the Built Environment,
Vol. 9 Issue: 2, pp.108-122.

Balasubramanian, G., & Sarkar, S.. (2017) "“How has the dark knight risen?” Chronicle of
union revitalization from India", Emplovee Relations, Vol. 39 Issue: 5. pp.660-682.

Blundo, D., Muifia, F., Hoyo, A., Riccardi, M., & Politi, A., (2017) "Sponsorship and
patronage and bevond: PPP as an mnovative practice in the management of cultural
heritage". Journal of Cultural Heritage Management and Sustainable Development,
Vol. 7 Issue: 2, pp.147-163.

Botschen, G.. and Wegerer, P.K_. (2017) "Brand-driven retail format imnovation: a conceptual
framework”. International Journal of Retail & Distribution Management. Vol. 45
Issue: 7/8, pp.874-891.

Bowers, C.. Parris. D., Galperin, B.. (2017) "Which came first. the chicken or the egg?:
Exploring the relationship between entrepreneurship and resilience among the Boruca
Indians of Costa Rica", Journal of Enterprising Communities: People and Places in
the Global Economy. Vol. 11 Issue: 1. pp.39-60.

David. F.. (2011). Strategic Management, Manajemen Strategis. Konsep. Salemba Empat,
Jakarta.

Denning, S.. (2017) "The next frontier for Agile: strategic management”, Strategy &
Leadership, Vol. 45 Issue: 2, pp.12-18.

Dikova, D., Witteloostuijn, A, & Parker, S.. (2017) "Capability, environment and
internationalization fit, and financial and marketing performance of MNEs™ foreign
subsidiaries:An abductive contingency approach”, Cross Cultural & Strategic
Management, Vol. 24 Issue: 3, pp.405-435.

El-Bassiouny, N.M., Wilson, JW., & Esmat, S.. (2017) "An Islamic macromarketing
perspective on sustainability”, Journal of Islamic Marketing, Vol. 8 Issue: 2. pp. 187-
203.

© Emerald Publishing Limited
This is a pre-print of a paper and is subject to change before publication. This pre-print is made available with the understanding
that it will not be reproduced or stored in a retrieval system without the permission of Emerald Publishing Limited.




Downloaded by INSEAD At 05:25 05 June 2013 (PT)

Gebauer, ., Haldimann, M., Saul, C., (2017) "A tvpology for management innovations:
Analyzing the actual state of art and conducting case study research", Furopean
Jowrnal of Innovation Management. Vol 41, No 2, pp 311-321.

Hamilton, K.. and Alexander, M., (2016); "“From naught to nowhere™: spatial. temporal and
social dimensions of a ‘destination-inmotion™, European Journal of Marketing, Vol
10 No 4, pp 221-230.

Harvanto, J., Kashif, M., Moutinho, L., & Pasharibu, Y., (2017) "What if the future never
comes? Understanding consumer perceptions of future anticipatory efforts of brands",
Asia Pacific Journal of Marketing and Logistics, Vol. 29 Issue: 3. pp.669-685.

Holmes, K.. & Knight, J., (2017) "The event and festival life cycle — developing a new model

for a new context". International Journal of Contemporary Hospitality Management.
Vol. 29 Issue: 3, pp.986-1004.

Kalpande, S.D., Gupta, R.C., & Dandekar, M.D_, (2010), “A SWOT analysis of small and
medium scale enterprises implementing total quality management”™, International
Jowrnal of Business Management and Social Sciences. Vol. 1, No. 1, pp. 59-64.

Kotler, P., & Amstrong, G., (2012). Dasar-Dasar Pemasaran. Prenhalindo. Jakarta.

Kotler, P.. (2012). Marketing Management, Planning Analysis, Control, Prentice Hall, New
York.

Kumaraswamy, M., Mahesh, G., Mahalingam. A., Loganathan, S.. Kalidindi.S., (2017)
"Developing a clients’ charter and construction project KPIs to direct and drive industry
improvements". Built Environment Project and Asset Management. Vol. 7 Issue: 3.
pp.253-270.

Liu, D., (2017) "Development of a scale measuring the psychic income associated with
hosting the Olympic Games", International Jowrnal of Sports Marketing and
Sponsorship, Vol. 18 Issue: 3, pp.298-313.

Lukman M.,. Indiati, F., & Widayanti, T.. (2012), “Kajian Model Pengembangan Pasar
Tradisional™. Buletin limiah Vol 14 No 1.. pp: 1 —44.

Mattila, M., (2017) "Coping with friction during technology commercialisation”, IMP
Jowrnal, Vol. 11 Issue: 2, pp.251-273.

Michael. TE.., Fowlds, D.E., & Shepherd, 1., (1995) "Renaissance: a case study in brand
revitalization and strategic realignment", Journal of Product & Brand Management,
Vol. 4 Issue: 3, pp.19-26,

Mohamed, R., Boyle, R.. Yang, A, & Tangan. J., (2017) "Adaptive reuse: a review and
analysis of its relationship to the 3 Es of sustainability", Facilities, Vol. 35 [ssue: 3/4.
pp-138-154.

Pal, R., & Aneja, AP.. (2017) " Ambidexterity drivers of value-creation and appropriation in
business models: An explorative study from DuPont", Research Journal of Textile
and Apparel, Vol. 21 Issue: 1, pp.2-26.

Paramita, A AMP.. & Ayumingsasi. I, (2013). “Effektivitas dan dampak program
revitalisasi pasar tradisional di Pasar Agung Peminjoan™. E-Journal EP Unud. Vol 2.
No 5, pp 233-243.

Pearce J., & Pearce, P.L., (2017) "Retro-methodologies: msights for city tourism research",
International Jouwrnal of Tourism Cities, Vol. 3 Issue: 1, pp.17-29.

Pisano,V., Faraci, R, Cabiddu, F., & Picone, P., (2017) "Internationalization of firms:
revitalizing the board of directors after a cross-border acquisition”, Management

© Emerald Publishing Limited
This is a pre-print of a paper and is subject to change before publication. This pre-print is made available with the understanding
that it will not be reproduced or stored in a retrieval system without the permission of Emerald Publishing Limited.




Downloaded by INSEAD At 05:25 05 June 2018 (PT)

Research: Jowrnal of the Iberoamerican Academy of Management, Vol. 15 Issue: 1.
pp.65-82.

Rangkuti, F., (2003), Analisis SWOT Teknik Membedah Kasus Bisnis. PT. Gramedia Pustaka
Utama, Jakarta.

Rangkuti, F., (2003). Riset Pemasaran, Gramedia Pustaka Utama, Jakarta.

Secundo, G., Schiuma. G., & Passiante. G., (2017) "Entrepreneurial learning dynamics in
knowledge-intensive enterprises”, International Jowrnal of Entreprencurial Behavior
& Research, Vol. 23 Issue: 3, pp.366-380.

Secundo, G., Vecchio, P., Schiuma, G., & Passiante.G., (2017)" Activating entreprencurial
learning processes for transforming university students’ idea into entreprenecurial
practices", International Jowrnal of Entrepreneurial Behavior & Research, Vol. 23
Issue: 3, pp.465-485.

Sheth, I, (2017), "Revitalizing relationship marketing”, Journal of Services Marketing, Vol.
31 Issue; 1, pp.6-10, https://do1.org/10.1108/ISM-11-2016-0397

Simamora, B., (2004). Riset Pemasaran, Gramedia Pustaka Utama, Jakarta.

Simone, G, & Tunisini, A., (2017) "Formalizing n business networks as a tool for industnal
policy", IMP Journal, Vol. 11 Issue: 1, pp.91-108.

Sotirtadis, M., (2017) "Pairing intangible cultural heritage with tourism: the case of
Mediterranean diet", KuroMed Journal of Business, Vol. 12 Issue: 3, pp.269-284.

Turker, D. & Ozmen, Y., (2017) "Linking values and ideologies: a scale of managerial social
responsibility values", Journal of Global Responsibility, Earlycite.

Umar, H.. (2001). Strategic Management In Action, Gramedia Pustaka Utama. Jakarta.

Wilham, W.,, Tong, D., & Goh, G., (2014) "Revitalisation of the Old Township of Ipoh,
Malaysia". Journal of Place Management and Development, Vol. 7 Issue: 1, pp.57-
73.

© Emerald Publishing Limited
This is a pre-print of a paper and is subject to change before publication. This pre-print is made available with the understanding
that it will not be reproduced or stored in a retrieval system without the permission of Emerald Publishing Limited.




03 _Development and Revitalization Strategies for Traditional
Markets in Bali

ORIGINALITY REPORT

16.. 11, 5. 7o

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

.

Submitted to Fort Valley State Univeristy

Student Paper

3%

E)

www.abdc.edu.au

Internet Source

3%

e

emeraldinsight.com

Internet Source

2

=

www.emeraldgrouppublishing.com

Internet Source

1o

£l

"Development strategies to leverage a unique
cultural shopping environment", Strategic
Direction, 2018

Publication

1o

text-id.123dok.com

Internet Source

1o

=0

Budi, Istatuk, W.D. Bhayangkara, and Isti
Fadah. "Identification of Problems and
Strategies of the Home-Based Industry in
Jember Regency", Agriculture and Agricultural

1o



Science Procedia, 2016.

Publication

Submitted to University of Johannsburg
Student Paper

1o

n Submitted to Postgraduate Schools - <1 o
Limkokwing University of Creative Technology °
Student Paper

Mohamed Ismail Sabry. "Could formalized <1 o
State Business Relations lead to economic °
growth? Business participation, government
representation and institutions”, International
Journal of Social Economics, 2018
Publication
library.binus.ac.id

Internet gource < 1 %
Submitted to Belhaven College

Student Paper g <1 %

Senakpon Kokoye, Joseph Molnar, Curtis Jolly, <1 o
Dennis Shannon, Gobena Huluka. "Farmer °
knowledge and willingness to pay for soil
testing in Haiti", International Journal of Social
Economics, 2018
Publication
docplayer.net

Intern(g So¥rce < 1 %

Submitted to SSTC Institute



Student Paper

<1 %
versys.uitm.edu.m
Interne’[)/Source y < 1 %
"AAE volume 50 issue 3 Cover and Front <1 o
matter”, Journal of Agricultural and Applied °
Economics, 2018
Publication
repositori.uji.es
InteFr)net Source J <1 %
Submitted to Istanbul Bilgi Universit
Student Paper g y <1 %
Sl.meItted to Institute of Graduate Studies, <1 o
UiITM
Student Paper
Aisling O’'Donnell. "Neoliberalism, ambiguity <1
. . %
and the rise of populist movements”,
International Journal of Social Economics,
2018
Publication
Submitted to University of Witwatersrand
Student Paper y <1 %
www.joim.pl
Internet JSource p <1 %

Shailesh Rastogi, Ragabiruntha E.. "Financial



inclusion and socioeconomic development:

gaps and solution”, International Journal of <1 %
Social Economics, 2018
Publication

Sucheta Agarwal, Usha Lenka. "Why research <1 o
Is needed in women entrepreneurship in India: °
a viewpoint", International Journal of Social
Economics, 2018
Publication

"Factors affecting the food security and <1 o
community welfare of farmer households in °
Sumatera, Indonesia", World Journal of
Science, Technology and Sustainable
Development, 2018
Publication

Junaid Ahmed, Mazhar Mughal, Inmaculada <1 o
Martinez-Zarzoso. "They earn and send; we °
spend: consumption patterns of Pakistani
migrant households", International Journal of
Social Economics, 2018
Publication
smgads.sbejournal.com

Interrgt Source J <1 %
www.slideshare.net

29 Internet Source < 1 %
euromed2017.com

30 Internet Source < 1 %



Submitted to Saint Leo Universit
Student Paper y < 1 %
www.insikapub.com
Internet Source p < 1 %
Akanksha Choudhary, Ashish Singh. <1 o

"Examination of intergenerational occupational
mobility among Indian women", International
Journal of Social Economics, 2018

Publication

Exclude quotes On Exclude matches Off

Exclude bibliography On



	03_Development and Revitalization Strategies for Traditional Markets in Bali
	by Giantari Iga Kt

	03_Development and Revitalization Strategies for Traditional Markets in Bali
	ORIGINALITY REPORT
	PRIMARY SOURCES


