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Abstract:

The goal of the study is to develop an integrated support model for small and
medium-sized tourist firms that involves multi-stakeholder engagement.
Specifically, this research identifies the mentoring model needed by SMEs in the
tourism sector in Guci Hot Spring Tourism and Tegal Regency and navigates
mentoring strategies that suit their needs by including multi-stakeholders. This
research uses a qualitative approach with a case study of SMEs in the touristarea
of Guci Hot Springs, Tegal Regency. Focus groups and in-depth interviews with
SMEs in the tourist industry were employed for the purpose of gathering data. We
analyzed 20 informants representing the SME sector in Guci Hot Springs
consisting of fashion, culinary, and craft SMEs. Based on the qualitative data
analysis carried out, the results state that the integrated assistance model covers
substantive points such as marketing development, business permits and SME
business entities, social media and information technology, and financial
management. For more effective assistance, stakeholder involvement is very
necessary. This study shows that stakeholders need their role and capacity to
coordinate knowledge, management, and entrepreneurial spirit among SMEs in
the tourism sector. As a result, this study's findings advance knowledge of how
SMEs in the tourist industry may engage many stakeholders by using an
integrated mentoring strategy.
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The involvement of the small and medium enterprise sector in tourism has
received increasing attention from the government (Ariwibowo & Prasetyo, 2023;
Sutjiatmietal., 2023). Especially in the small and medium-scale creative industry sector,
which can certainly be a special attraction in certain tourist destinations (Wardana et al.,
2023). The creativity of residents around the destination needs to be honed to create
souvenirs, crafts, clothing, and key chains with themes related to tourist destinations,
which up to now are usually produced from outside the destination so that people
around the tourist destination only benefit from sales alone (Fahmi et al., 2023). A
country's economy may benefit from the creative economy in a number of ways,
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including income generation, employment creation, export revenue growth,
technological advancement, intellectual property expansion, and other societal
functions (Rosyadi et al., 2020; Koleangan et al., 2023). The creative economy can be the
backbone of the Indonesian economy (Landoni et al., 2020). The reason is this creative
economy is capital-light (Soundararajan et al. 2019). After all, it can be done by everyone
because itinvolves ideas and creativity and is sustainable (Dellisanti, 2023).

Collaboration among multi-stakeholders is crucial for developing an integrated
aid model that supports creative Micro, Small, and Medium Enterprises (MSMEs) in the
tourism sector. This approach recognizes the diverse range of stakeholders involved and
the need for a coordinated effort to address the challenges faced by these enterprises.
Identify the key stakeholders involved in the tourism sector, including government
agencies, tourism boards, industry associations, financial institutions, educational
institutions, non-governmental organizations (NGOs), and local communities.
Understand the roles, responsibilities, and interests of each stakeholder to facilitate
effective collaboration.

Arecurrent subjectin the literature is the significance of stakeholder participation
in the tourist sector. The importance of stakeholders in destination marketing and
tourism management is emphasized by (Mishra et al., 2023) and (Pujiyono et al., 2019),
respectively. However, (Pujiyono et al. 2019) emphasizes the complexity of these
collaborations, pointing out that communication problems and power disparities are the
main obstacles. Both (Cehanetal., 2021) and (Zehrer & Hallmann, 2015) provide models
for productive cooperation; (Remoaldo et al., 2020) emphasizes the engagement of the
public, corporate, academic, and media sectors, while (Cehan et al., 2021) presents a
multilayer network method to examine collaborative structures. All these studies
highlight the necessity of an inclusive, balanced, and well-organized form of
collaboration in the tourist industry.
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Figure 1 Contribution of Creative Economy to The Indonesian Economy
Source: goodnewsfromindonesia.id and nasional.kontan.co.id

The creative industry sector contributes to the growth of gross domestic product,
causing the global economic sector and global trade to grow significantly (Cicerone et
al., 2021). The era of digitalization has also provided a broad path for the growth of
creative industries. With the help of the sophistication of information technology in the
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last few years, it has exceeded 14% in developing countries (Dellisanti, 2023). There is
evidence that shows that countries in the south receive many benefits from trade in
creative products compared to developed countries, where total world exports are 58%.
In comparison, developed countries only receive 42%, but the impact of the creative
economy is only being felt by large creative industries. This reality demonstrates the
continued helplessness of many industrialized and emerging nations, particularly small
and medium-sized economic entities (Arcos-Pumarola et al., 2023).

Even though their role is less important in the global economy, the contribution of
SMEs to the national economy has been proven by several studies (Ho & Sheng, 2022).
Paying laborers a pay, engaging in export-import trade, reducing poverty, and fostering
economic expansion are all seen as crucial to the development of the country's economy
for SMEs (ERIA, 2021). According to the national agency for creative economy in
Indonesia, throughout the past six years, there has been a notable surge in the creative
economy sector amounting to IDR 989 trillion or 7.4% of National GDP (2018), IDR 1,102
trillion or 7.7% of National GDP (2019), IDR 1,021.4 billion or 7.8% of National GDP
(2020), IDR 1,150 trillion or 7.9% of national GDP (2021), IDR 1,250 trillion or 8% of
national GDP (2022), and IDR 1,297 trillion or 8.1% of national GDP (2023).

The SME creative industry in the region, particularly in Central Java, has several
challenges related to distribution and manufacturing. As a result, mentorship programs
are desperately needed to improve knowledge and company management. In Central
Java, SMEs are also big fans of mentoring programs. According to data, Central Java's
SME population increased by 12.6 percent per year on average between 2020 and 2023.
Three industries continue to dominate the creative sector in Central Java itself: crafts,
fashion, and culinary arts.

Similar circumstances also transpired in Central Java's Tegal Regency. Even
though 78,000 SMEs operated in Tegal in 2020. The development of creative industries is
one of Tegal Regency's regional development strategies. This is achieved through
improving the management of tourist attractions, boosting and fortifying village tourism's
independence, bolstering tourism marketing, regulating price change indices, fortifying
the role of traditional markets, and expanding MSMEs. They still must deal with poor
technical proficiency, a lackluster entrepreneurial spirit, and a lack of understanding of
company management. Given these circumstances, support for SMEs in the Tegal
Regency is crucial. SMEs in Central Java require support in at least three areas: funding,
product standards, and marketing access.

The relationship between the creative industry and tourism has been widely
studied by several experts throughout the world (Richards, 2020). It even creates a
discussion of what is usually called creative tourism, as is the case in several developed
countries, by developing ocean destinations and then giving them a creative touch, such
as in Hong Kong Bay, which displays the beauty of the sea around which towering
skyscrapersrise at night. Decorated with a 3-dimensional decoration with creative lights
(Sarantou et al., 2021; Li & Kovacs, 2021; Remoaldo et al., 2020)

Creative industry SMEs in the tourism sector have quite complex variables,
although currently, they are still dominated by three sectors. These three sectors
contribute to GDP growth every year with encouraging increases. Meanwhile, creative
industry SMEs in the tourism sector also have stakeholders, of which the creative
industry SME stakeholders in the tourism sector are parties who have an interest and



influence on the development of micro, small, and medium enterprises (MSMEs)
operating in the tourism and creative economy sectors. These stakeholders can come
fromvarious sectors, such as government, private sector, society, media, and academia.

SMEs are a sector that often experiences difficulties in capital because, in
general, the obstacles for SMEs are capital issues, in addition to the issue of creative
workers who require special training. Still, we will map this issue in the discussion. The
issue of creative SMEs in the tourism sector is even more complex because it is related
to tourist destinations. These SMEs are attached to the destination area, so that they will
depend on the conditions of tourist visits to the tourist destination. As happened at the
Guci Tegal Hot Springs tourist attraction, although the creative SME sector is still limited
to merchandise, culinary, and handicrafts. Based on initial studies, creative SMEs in the
tourism sector have not received much mentoring for financial management, human
resources, digital marketing mentoring, and other mentoring. Therefore, the author
formulated assistance in managing creative SMEs in the tourism sector with multi-
stakeholder collaboration.

RESEARCH METHOD

The objective of this study is to develop a multi-stakeholder integrated
mentorship model for creative SMEs in the touristindustry. To get the desired model, this
research identifies the best criteria based on the perspective of SMEs. We explored four
important topics based on MSP theory in detail after having discussions on acceptable
features of mentoring with players in the creative sector, including SMEs, government
agencies, and SME advocates. Using the following research questions: (a) What general
problems do SMEs experience? (b) Based on their real demands, how do SME actors feel
about the mentorship model? (c) Who are the possible supporters of SMEs among the
stakeholders? (d) What possible responsibilities might stakeholders play in helping to
fund mentoring initiatives? Regarding the potential role of stakeholders, we refer to the
five strategic objectives developed by ASEAN for increasing the competitiveness and
innovation of SMEs.

The perceptions and opinions of creative economy actors regarding the mentoring
aspect were explored in depth to interpret the experiences and mentoring models
obtained. Therefore, to understand the expected model of assistance in the context of
the creative economy, this research uses a qualitative case study approach and not a
quantitative approach. Tegal Regency, which has minimal program support, was chosen
because of the low competitiveness of creative economy SME goods, namely at the Guci
hot springs tourist destination. Even though the number of SMEs is growing, they still
require support with marketing, product quality, and finance access. Aside from that,
several current support initiatives do not incorporate different parties to boost SMEs'
competitiveness in the creative economy.

SMEs will receive a range of services to enhance their capacities with the
assistance of partners. This situation serves as an example of how important it is for
SMEs to have all-encompassing support services from a range of knowledgeable
stakeholders. Thus, a qualitative case study methodology would be better suitable for
this kind of research.

According to (Gizzi & Radiker, 2021), qualitative research places a strong
emphasis on how reality is socially constructed. The goal of qualitative research



methodologies is to elucidate study respondents' sociocultural experiences and
meanings concerning non-numerical events (Supriyanto, 2022). Case studies are
employed to thoroughly examine the viewpoints of different actors concerning the
mentorship models that are necessary for them. Case studies are a sort of qualitative
study in which many perspectives are used to examine the intricacy and distinctiveness
of a certain model (such as a mentorship model).

In-depth interviews and focus group discussions (FGD) with participants in the
creative economy are used in this study. In addition to community activists in the creative
economy and regional bureaucracies like the Department of Industry and Trade, the
SMEs Agency, the Department of Development Planning Agency, and Manpower,
Cooperatives, and SMEs Agency, they represent parties involved in the fashion, culinary,
product design, and YouTube video industries. FGD was carried out to determine the
model of assistance needed by SMEs. To choose the best mentorship model, players in
the creative economy are invited to analyze the interview findings once they have been
conducted.

When using a qualitative technique, the researcher is the primary instrument for
data analysis, not other tools. In the data analysis process, the researcher's role is very
important in interpreting the data. The researcher collected and interpreted data from
FGDs and in-depth interviews from the perspective of the mentoring model. The datawas
then analyzed using the Multi-stakeholder Partnership theory, which focuses on the
strategic role of Penta Helix actors in providing mentoring services to increase the
capacity of SMEs.

This study solely gathers information from informants who are actively engaged in
creative economic activities to produce more trustworthy and legitimate data. We also
selected people who are knowledgeable about the growth of SMEs in the creative sector
in tourist regions as informants. To guarantee that data processing is legitimate, many
data sources are triangulated. Consequently, if a study's findings are corroborated by
triangulating data from several sources, they have a high degree of trust. The number of
informants in each area of the creative economy is shown in Table 1 below.

Table 1. Number of Informants

Sector Total

Culinary

Snack Food 2
Beverage 2
Café manager 1
Fashion

Batik 2
Urban T-shirt 2
Craft

Ceramic 1
Slipper 1
Social media community 3
Local government 4
Creative economy activist 2
Total 20

Source: Process Author, 2024



The phrases and utterances taken from informants for this qualitative report are
shown as statements to assist scientists in articulating and clarifying ideas, illuminating
comprehension, promoting emotions, and eliciting responses. Any information gleaned
from data analysis is reported in this study using a single format for data presentation.
The study results are then displayed in the quotation.

RESULT AND DICUSSION

Guci Tourism Creative UKM is a small and medium enterprise operating in the
tourism sector in the Guci area, Tegal. Guci tourism creative SMEs offer various products
and services related to the Guci tourist attraction, such as souvenirs, food,
accommodation, transportation, and others. Guci Tourism Creative UKM seeks to
improve the welfare of the surrounding community and develop Guci tourism potential,
which has many attractions, such as hot springs, waterfalls, glass bridges, and glamping.
Guci Tourism Creative UKM also collaborates with local governments and related parties
to preserve the environment and culture in the Guci area. Gucci Tourism Creative UKM is
an example of a business that can combine creativity, innovation, and entrepreneurship
to develop Indonesia's tourism sector.

Genuine Requirement for Mentoring

To improve the performance of creative economy SMEs in the tourist industry,
particularly at the Guci Tegal Hot Springs Tourist Object, the author developed an
integrated mentoring approach based on the Penta Helix concept. Participating in this
multi-stakeholder effort are representatives from academia, industry, government, the
community, and the media. This study illustrates the Penta Helix actors' assistance to
SMEs using the Penta Helix paradigm.

We discovered frequentissues with business and financial management because
of a shortage of human resources from our interviews with SMEs (Arkum & Amar, 2022;
Kokkaew et al., 2022; Boix-Domenech et al., 2021). Due to their lack of creativity and
competition, most entrepreneurs lack confidence when it comes to their market
orientation. Lack of a marketing plan is another major barrier, particularly for newly
established SMEs that are content with their local market distribution.

Additionally, the mentoring model should incorporate the following crucial
elements, as determined by the outcomes of the focus group discussions with resource
persons: (a) financial management, (b) marketing, (c) intellectual property rights
protection, (d) corporate legal business; (e) information technology use; and (f) business
license. Giving SMEs the ability they need to run their businesses. Itis intended that these
five elements may be included in mentoring programs.

Support for financial management. SMEs' inability to grow their businesses is
primarily due to inadequate financial management. A lot of SMEs are ignorant about
financial management. Thus, it affects the efficacy and efficiency of a company. In
addition, SMEs find it difficult to handle bank loan funds due to a lack of financial
management capabilities. An extract from a conversation with two UKM informants is as
follows:

Accounting professionals who work with SMEs must possess financial
management abilities, ranging from basic bookkeeping to effective and efficient



money management. The unequal distribution of capital is the root source of this
issue. The financial management of SMEs may be connected to this. Due to a few
poorly managed and stagnating commercial operations, it appears unjust. Even if
the bank itself provides capital funding, access to money may be effectively
expedited, particularly for those whose business operations are operating
smoothly. (Gito, 45 years old, creative economy actor in the ceramic crafts sector,
October 19, 2023). The challenge of choosing the most necessary items means that
HR management needs to be carefully studied. Training needs to be administered
consistently and in a suitable sequence. Training and education must consider the
management challenges faced by SMEs. It should all be easy in the beginning. Talk
aboutthe balance sheet only. Sufficient assistance is required in bookkeeping, raw
material procurement, and comprehending manufacturing costs. Because SMEs
are still relatively tiny, this is easily understood. (Tari, 35 years old, creative
economy actor in the ceramic crafts sector, October 19, 2023).

Financial management encompasses three key activities: (a) securing working
cash, (b) allocating and using funds, and (c) managing owned assets. SMEs typically lack
strong financial management abilities. SMEs continued to manage their finances
traditionally during our FGD sessions, which led to additional issues like (a) difficulties
estimating earnings from company operations, (b) difficulty growing their firm, and even
(c) notion that anything was wrong with their business. Good. There is no profit for the
company. Marketing assistance. Marketing has an important relationship with SME
performance (Malik et al., 2023). Economic value cannot be obtained if production is not
absorbed by the market. Likewise, marketing will influence the sustainability of MSMEs.

The study's findings indicate that SMEs in the creative sector require support with
marketing. If the product market is unknown, SMEs' participation in training programs to
increase product quality may have been in vain. For SMEs to distribute the goods that
consumers require, they must be aware of the market. An extract from an interview with
participants in the creative economy about the need for marketing support is provided
below:

Help with marketing is vital, in my view. The production process is based on
instruction and training provided in Yogyakarta. We can create and hold further
training in Magelang. However, the obstacle is marketing our products on the
national market. Even though in 2000, we succeeded in introducing our products to
the Sumatran market, it is difficult for our products to keep up with the times.
However, our products depend on whether the Guci tourist attraction is busy or not.
If Gucci is busy, then we can sell our products, even though digital marketing has
changed the concept of marketing our products. (Gito, 42 years old, An actor of the
creative economy in the ceramic crafts industry, October 19, 2023). The general
public's interest in SMEs and entrepreneurship, particularly among those with
creative entrepreneurial skills, needs to grow. (Tari, 35 years old, creative economy
actor in the ceramic crafts sector, October 19, 2023).

We discovered through field study that SMEs in the Tegal Regency have marketing
challenges. They determine that there is enough product inventory and that the market
is still open. Their efforts were ultimately put on hold for several months due to their
incapacity to read the market.



Assistance with intellectual property. According to (Echavarria-Arcila etal., 2023),
SMEs find it difficult to manage their intellectual property rights efficiently due to
bureaucratic processes and expenses (DitjenKl, 2023). As a result, even if they are
unaware of their significance, SMEs frequently defend their intellectual property rights
(Castaldi et al., 2024; Tang & Liu, 2024). Additionally, our informants think that support
for intellectual property rights is crucial. Their need for support in the field of intellectual
property rights is embodied in the following quote:

Galgil T-shirts is a local business that has flourished at both national and
internationallevels by offering Tegal language quotations along with Tegal features.
Its features are still insufficient, though, as Tegal's widely shared traits are not given
any further security, leaving them open to emulation or exploitation by other
individuals or businesses. The lack of design protection and intellectual property
rights is the issue facing players in the apparel industry as they try to create the
creative economy. Galgil T-shirts has encountered challenges in the past while
attempting to get licenses for the creation and defense of intellectual property.
Situations such as these can jeopardize Kaos Galgil's artistic output. (Zk, 37 years
old, creative economy actors in the clothing and clothing sector, 19 Oktober 2023).
Intellectual property rights must be protected. But optimizing revenue is our main
priority. Rights to intellectual property are unaffected in the event that the
transaction fails. It is imperative that you never stay in your comfort zone. It is
considerably better to foster creativity. Social punishment is still the appropriate
classification for penalties for violating the copying policy. Even if the shape and
design are almost similar, there is already a relevant agreement for accessory
retailers in Guci since they are produced by the same craftsman. (Tati, 29 Years old,
Ceramic trader and craftsman, October 19, 2023). | think mentoring is crucial,
especially when it comes to copyright. The problem lies in the fact that, although
we appear to understand copyright matters, we have no idea about trademark
development. We don't think it matters in the end, although we've heard that
trademark registration is costly. We still give product development priority. For
example, as our company is still in its early stages, mentoring is crucial to increase
our knowledge. (Tus, 45 years old, Batik craftsmen in the urn tourist attraction area,
October 19, 2023)

SMEs have not always considered intellectual property rights to be a top priority.
The inventiveness offered by business actors is often copied by other business actors
and is regarded as the standard. The tendency to imitate different business performance
becomes engrained. As aresult, companies that provide more affordable rates may copy
newly established enterprises, such as "patterned shirts." Eventually, new players in the
market will lead patterned T-shirts to disappear one by one. If the business actor has
intellectual property rights for their goods, things will be different. Because of these
intellectual property rights, it will be difficult for new companies to copy the company.

Mentoring for legal business entities. A study on business entities of SMEs in
Indonesia was carried out by (Mishra & Kushwaha, 2023). The results indicate that SMEs
need help from other parties and struggle to get their legal entity. According to our
analysis, several SMEs also deal with it. Several informants have shared the following
thoughts about the issues:



Legal entities require a significant deal of mentoring. SMEs that have distinct legal
identities may benefit from easier access to funding and tenders. (Zk, 37 years old,
creative economy actors in the clothing and clothing sector, 19 Oktober 2023). |
believe that established business actors require the legitimacy of business
organizations more than others. Like us, many who are just starting a business don't
even give it a second thought. But SMEs truly require this support. Because our
business is in the field of batik art, all the patterns have been passed down from our
parents, and although there are a few innovations in adding certain designs, they
are not dominant. However, you still need protection, perhaps from the
association! (Tus, 45 years old, Batik craftsmen in the urn tourist attraction area,
October 19, 2023).

According to research findings, controlling business papers is more crucial to
innovative businesspeople than business legalities. Several factors come into play, such
as (a) doubt about the company's potential to succeed, (b) lack of funding for getting
permissions, and (c) challenges in obtaining business permits. This need contrasts with
the actual situation, where the government is working to make licensing easier and
release certain funding components. Mentorship in information technology. One area
where small businesses fall short is in their information technology utilization (OECD,
2023). Information technology use may improve small enterprises' competitive edge,
according to certain research. Several informants have voiced the following views about
the significance of information technology mentoring:

Any SME that wants to be known by consumers both locally and globally has to have
an official website. For SMEs to consistently update their websites, fill up their
material, and respond to inquiries from potential customers, IT personnel must be
on board—a social media expert, at minimum. Training in the construction of
websites is therefore essential. (Zk, 37 years old, creative economy actors in the
clothing and clothing sector, 19 Oktober 2023). Marketing innovation must make
use of current technologies, and corporate management must constantly be
upbeat and never feel content with the status quo. In comparison to other places,
Tegal is still trailing behind in the creative industry. (Tati, 29 Years old, Ceramic
trader and craftsman, October 19, 2023).

Based on the results of this research, mentorship in the field of information
technology that supports SME marketing needs to be carried out by the government and
stakeholders. With multi-stakeholder collaboration, the government can be helped in
aiding creative MSMEs, especially in the tourism sector. Support for business permits.
One thing impeding the growth of SMEs in developing nations is the legal and regulatory
framework (Yarnis et al., 2022). As a result, rather than being focused on offering
services, the bureaucracy that is tasked with issuing business permits tends to be
normative. We discussed this matter with the informants as well. An extract on the
necessity for SMEs in the creative economy sector to have technical supportfor business
permitissuance is provided below:

SMEs operating in the creative economy sector must get ongoing mentoring to
obtain a business permit, sometimes referred to as a Surat Izin Usaha Perdagangan
(SIUP) in Indonesia. But since we already have a higher permission, we don't need



it. SIUP, however, is typically used foradministrative needs while working with other
parties. Creative sectors that rely on technology may not be separated from the
permission. Small and medium-sized enterprises (SMEs) aspire to grow constantly
but are impeded by less friendly administrative conditions that eventually become
roadblocks. (Zk, 37 years old, creative economy actors in the clothing and clothing
sector, 19 Oktober 2023). It is also necessary to have mentoring during the
business permit management procedure. We don't currently know anything
regarding the business permission, etc. Product development and return on capital
remain our primary priorities. (Gito, 42 years old, creative economy actor in the
ceramic crafts sector, October 19, 2023).

We discovered the shortcomings of two-way communication between corporate
actors and government through a variety of debates. The number of SMEs in Banyumas
that are not comparable to the service units is one of the major causes of the
communication breakdown. As the one who makes policy, the government plays a
significant role in assisting companies in growing.

Formulating an Integrated Assistance Model: Multi-stakeholder Collaboration

In this study, mentoring aims to transfer mentors' business experience to SME
players. In the meanwhile, skill development attempts to teach SME actors specialized
skills from mentors. The creative community, the social media community, corporate
actors, bureaucracy, and academia are the five strategic actors, or Penta Helix, that the
mentorship model for creative economy players must engage from a multi-stakeholder
viewpoint. Mentoring will no longer be the exclusive domain of one strategic player, as it
is in the current scenario, thanks to the integration of these five actors.

Working together with several players, including corporations, governments, civil
society, and impacted communities, to solve a shared issue or accomplish a common
objective is known as multi-stakeholder collaboration. Utilizing each stakeholder's
unique viewpoints, skill sets, networks, and resources may assist in developing more
inclusive and successful solutions.

The integrative methodology employed in this article's model presupposes that all
parties involved in the growth of the SMEs currently in existence are already present but
not fully integrated in a cooperative effort. As a result, cooperation between local
governments, academic institutions, SMEs, and community networks is essential to the
development of SMEs. Those parties have been around for a while, but they usually
operate independently without a cohesive plan. The following quotes, taken from the
interviews with creative economy advocates, highlight the necessity of cooperation
between different stakeholders in the mentoring initiatives:

The way things are now done, especially how the government and scholars view
SMEs as recipients of social charity, is inappropriate. SMEs are commercial entities
that are managed professionally rather than socially. A business strategy, a
strategic plan, and development phases are necessary. People are smarter than
the government because they succeed in the creative economy. The assistance is
halted. The idea is to present the government as a helpful subsystem rather than as
a superior one. Thus, even though 70% of UKMs have received help, mentorship,
and workshops, these UKMs still require defined incubation. In the context of the
creative economy in tourist areas, of course, creative economy actors must be



given mentoring in all matters related to product quality management, product
design, and packaging design, including capital assistance. However, issues
related to government assistance are not always the main problem for creative
economy actors. They have mental steel; they are used to being ignored by the
government, which only needs a 5-year window for electoral needs. (WD, 45 years
old, Tegal Regency creative economy activist, November 29, 2023).

Universities and the government often view the training formula for SME actors as
a significant advancement. That does not, however, have a significant effect on certain
SMEs. The business actors contend that training ought to take place in SME players'
business spaces as well as in central locations like meeting rooms:

To facilitate mentorship, especially for companions accompanying them at
business places who might be able to choose the best and most appropriate
solutions, training should be conducted formally based on the business
categorization. Since my business is still small, | feel inadequate if | must go
somewhere prestigious. Unfortunately, the government's training program appears
to be nothing more than a formality. The training apparatuses are not industry-
specific, so companies in the creative sector are forced to retrain their employees
to make them fit the equipment that is now in use. (Zk, 37 years old, creative
economy actors in the clothing and clothing sector, 19 Oktober 2023).

The SME stakeholders should be well-versed in the five programs that the SMEs
need to participate in a collaborative model that is tailored to their goals of increased
competitiveness at the ASEAN level. These programs include (a) innovation, technology,
and productivity improvement; (b) development of financial management; (c)
improvement of market access and globalization; (d) enhancing one's capacity to defend
intellectual property rights; and (e) Enhancing entrepreneurship and developing human
resources for the players in the creative economy. It is anticipated that these five
initiatives will be able to support SMEs' growth in the creative economy.

Figure 2. Integration of the Mentoring Model for Empowering Creative SMEs in the Tourism

Source: Author's Analysis, 2024

Sector
CREATIVE CREATIVE
» ’
COMMUNITY DEVELOPMENT
LOCAL LEGAL ENTITY &
’—> GOVERNMENT BUSINESS PERMITS
ASSEMENT _| SOCIALMEDIA SOCMED MPOWERMENT OF
SOURCES COMMUNITY MARKETING & IT TOURISM SECTOR
A
.| ACADEMICS MANAGEMENT
L
MENTORSHIPS
p|  BUSINESS MOTIVATION
ACTORS ENTREPRENEUR




Each stakeholder in the integrated mentoring approach has a designated role
according to the research. The capability supplied by the stakeholders should determine
theroles thatare implemented. Therefore, throughout the mentorship process, everyone
is accountable even though it is only enforced on one specific actor. The image above is
an adoption of (Rosyadi et al., 2020) research, which we then initiated into research on
Creative SMEs in the tourism sector. The multi-stakeholder responsibilities in our
integrated mentorship strategy for SMEs are as follows, based on our interview. The
creative community comes first: A group where participants in the creative economy
congregate and share ideas is known as a creative community. This community is crucial
to the advancement of marketing, innovations, and human resources. Discussions and
experience sharing on their creative economy activities, which lead to innovations and
market expansions, may be used to improve human resources.

Product promotion and marketing are two other issues that SMEs deal with. SMEs
typically advertise and promote their goods in both domestic and foreign markets during
this period. In contrast to large enterprises, which often have the resources to market
and promote their products, SMEs have financial constraints when it comes to doing so.
The inadequacies in product promotion and marketing hinder the SMEs' ability to grow to
their full potential. Moreover, in the recent global rivalry, many SMEs are helpless to
compete with international items, which readily arrive at local marketplaces.

Additionally, local government authority: Up until recently, SMEs were not the
government's top priority following Indonesia's independence in 1945. This is
demonstrated by the fact that, up until 2008, there were no laws governing SMEs and no
government restrictions. The growth of SMEs has been impeded by the lack of robust
legal regulations (in the form of legislation). SMEs have been supervised and developed
in accordance with a number of policies and guidelines pertaining to SMEs that
government organizations have published.

Thirdly, the social media community: This group is particularly interested in how
SMEs are developing on social media. The purpose of this group is to assist SMEs in
embracing information technology advancements and promoting their goods to broader
audiences. Fourthly, academics: By teaching SMEs in financial management and
assisting them in obtaining their intellectual property rights, academics may support
SMEs. Most small and medium-sized enterprises (SMEs) in Indonesia obtain the funds
they require from personal savings, loans from friends and family, or money borrowed
from moneylenders, or "renters" as they are known in Indonesia. In general, funding
sources are not dependable in an enduring way. Meanwhile, many SMEs still don'tfit the
conditions to get loans from official financial institutions like banks. Therefore, outside
assistance is required to help SMEs get out of their financial jam. With financial
management training, academics may assist SMEs in gaining access to banks’ financial
services.

Finally, business players: By promoting SMEs' entrepreneurial growth to access
global markets, business actors may assist SMEs. SME players may have prospective
buyers because of their larger networks and knowledge of the market. The challenges
that are now impeding SMEs in the creative economy are around how to sustain their
operations over the long haul. The development of an entrepreneurial mindset can be
facilitated by the mentorship of experienced business actors, who share their
experiences of navigating difficult circumstances to maintain their firms.



The primary goal of this study is to develop an integrated mentorship model for
innovative SMEs that involves several stakeholders in the tourist industry. We examined
the mentoring requirements that SME actors anticipated based on the strategic goals of
SME growth and the possible role of multi-stakeholders in assisting SME capacity
development to create an integrated mentoring model based on the perspectives of SME
actors. We present case study-based research findings in this part to bolster our
integrated mentoring paradigm.

The growth of innovative SMEs in the tourist sector requires integrating
prospective capital sources offered by stakeholders with the real support requirements
that SMEs propose. This is evident from an analysis of the role of multi-stakeholders in
the integrated mentoring model. The inability of SMEs to compete in the market can be
attributed to their lack of technical expertise, poor entrepreneurship, and ignhorance of
business management. According to our research, small and medium-sized enterprises
(SMEs) have a significant need for an integrated mentorship program that covers
financial management, marketing, intellectual property rights protection, legal company
entities, information technology use, and business permissions.

Multi-stakeholder collaborations, according to (Stott, 2022) will provide
participants with a range of resources. Participants can use these resources to expand
their capacity. Multi-party participation in mentorship programs within the creative
economy sector will address the difficulties SMEs experience from market
competitiveness. As a result, the mentorship program needs to be considered
considering these SMEs' genuine needs.

According to our research, Penta Helix actors might serve as SMEs' mentors. Their
expertise may be used to help SME actors become more knowledgeable and capable
while also inspiring them to develop original and unique items. Our findings are
consistent with other research that has demonstrated the benefits of a multi-
stakeholder approach to innovation promotion (Carlisle et al., 2013; Saparita et al.,
2023), knowledge creation (Gong et al., 2023; Holford, 2019), and collaborative solution
development (van Laar et al., 2020).

CONCLUSION

The study's findings further support the idea that Penta Helix participants'
assistance to innovative SMEs in the tourist sector is tailored to each individual's
background, skill set, and knowledge. Local governments can assist SMEs in acquiring
business licenses and legal entities by serving as mentors. According to our research,
academics and universities may assist SMEs in obtaining intellectual property rights and
strengthening their ability for financial management. To boost entrepreneurial drive and
provide SMEs with access to foreign markets, business actors can impart their
knowledge and experience to SMEs. SMEs may improve their marketing capabilities with
the help of the creative community. Finally, social media communities may support
SMEs in advancing the use of social media technology to the expansion of the market for
products in the creative economy.

This study suggested the establishment of a creative hub organization to
guarantee the sustainability of MSP in an integrated mentorship model. Through
interviews with proponents of the creative economy and local government organizations,
the function of a creative hub organization as a firm incubator and provider of business



facilities and infrastructure, business growth and management, and technology aid was
revealed. Furthermore, having a CEC that represents a range of stakeholders may help
maintain mentoring programs by drawing in additional outside funding and support.
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