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Abstract. This study aims to explore the business 

practices and operational management of Krisna 

Textile, a retail textile business located in Purwakarta, 

Indonesia. The research was conducted using a 

qualitative descriptive approach through direct 

interviews and field observations with the business 

owner. Krisna Textile was established in 2013 with 

initial capital contributed by three founders and 

currently operates independently under the ownership 

of Mr. Zhae Sanuman Danwangi. The business focuses 

on purchasing various types of fabric from suppliers 

and reselling them to consumers through retail and 

wholesale channels. The findings indicate that the 

company initially relied on word-of-mouth marketing 

but recently began adopting social media promotion 

through TikTok to reach a broader market. Krisna 

Textile has expanded its market distribution to several 

regions in Indonesia, including Riau, Medan, and 

Balikpapan. However, the business has experienced a 

decline in performance during the 2024–2025 period, 

which has led management to plan operational 

adjustments, including reducing the size of the sales 

area. The study highlights the importance of strategic 

promotion, operational efficiency, and balanced 

business development to maintain sustainability in the 

retail textile industry.  
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Introduction 

The textile and apparel industry is one of the 

manufacturing sectors that has an important role in the 

national economy. This sector not only contributes to the 
growth of gross domestic product (GDP), but also plays a 

role in the absorption of labor and supports trade 

activities in both domestic and international markets. The 

development of the textile industry is greatly influenced 
by various factors such as market demand, global 

economic conditions, product innovation, and marketing 

strategies implemented by business actors. Therefore, 

analysis of the growth trend of the textile industry is 
important to understand the dynamics of the development 

of this sector in a certain period of time. 

There is data on the textile industry in Indonesia in 

the image below. 

 

 

 

Figure 1 

Textile and Finished Materials Industry Growth Data 

 

Source: dataindustri.com (2026) 

 

Based on the graph of the growth trends of the textile and apparel industry for the 

period 2010 to the first quarter of 2025, it can be seen that this sector has experienced growth 
fluctuations over time. Some periods show a significant increase, while in certain periods 

there is a decline influenced by economic conditions and changes in market demand. 

Nevertheless, the GDP value of the textile industry in general shows a tendency to increase in 

the long term. This indicates that the textile industry still has good development potential if 
supported by adaptive business strategies, the use of digital technology, and innovations in 

product marketing and distribution. 

The textile and apparel industry is widely recognized as one of the key sectors 

supporting national economic development and global manufacturing activities. As part of the 
manufacturing sector, this industry contributes significantly to gross domestic product (GDP), 

employment generation, and international trade through export activities. Recent studies 

highlight that the textile and textile product (TTP) industry plays an important role in 

economic growth because it integrates large production networks, labor-intensive processes, 
and global supply chains. In addition, several economic factors influence the growth of the 

textile industry, including exchange rates, export performance, capital investment, and 

industrial competitiveness. Empirical research indicates that exports and gross fixed capital 

formation positively influence the GDP of the textile sector, while exchange rate fluctuations 
may affect industry performance and production costs (Usmansyah & Meirinaldi, 2023). 

Furthermore, the rapid development of global textile markets and technological innovations 

such as Industry 4.0 are reshaping production systems and encouraging more efficient and 

sustainable manufacturing processes (Tsai et al., 2024). 
Based on the growth trend of the textile and apparel industry from 2010 to the first 

quarter of 2025, the sector demonstrates fluctuating performance influenced by global 

economic conditions, market demand, and structural challenges within the industry. The 

COVID-19 pandemic, for instance, caused a temporary decline in production and firm 
performance in many textile companies, particularly due to disruptions in supply chains and 

decreased global demand. However, post-pandemic recovery has gradually improved firm 

performance and operational stability in the textile and textile product industry (Setiawan & 

Septiani, 2025). In the long term, the industry still shows positive growth potential supported 
by technological innovation, digital transformation, and sustainable production strategies such 

as circular economy practices and environmentally responsible manufacturing (Journal of 

Cleaner Production, 2025). Therefore, adaptive business strategies, innovation, and the 

adoption of advanced technologies are essential for maintaining the competitiveness and 
sustainability of the textile industry in an increasingly dynamic global market. 

The trade sector is one of the most important components of economic activity because 

it functions as a bridge between producers and consumers. Through trading activities, goods 

and services produced by various industries can be distributed to society more efficiently, 
enabling consumers to fulfill their needs while allowing producers to expand market reach. 

Trade activities also stimulate economic circulation by encouraging production, distribution, 

and consumption processes simultaneously. In modern economic systems, the role of trade 

becomes even more significant because it connects different economic actors across regions 
and countries through increasingly integrated market networks. Economic studies indicate 

that trade plays a crucial role in improving productivity, market efficiency, and economic 

growth because it allows industries to access broader markets and resources (Zeshan, 2025). 

The development of trade activities is strongly influenced by several factors such as 
market dynamics, changes in consumer preferences, technological advancement, and 

globalization. In recent years, digital technology has transformed the way businesses conduct 
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trade, particularly through the emergence of e-commerce 
platforms, digital marketing strategies, and online distribution 

channels. These technological developments enable businesses 

to reach wider markets, reduce operational costs, and improve 

communication with customers. Research on international 
marketing strategies in the textile sector shows that digital 

commerce and online platforms allow small and medium 

enterprises (SMEs) to access global markets more easily and 

promote their products more effectively compared to traditional 
marketing methods (El Hosainy et al., 2022). As a result, 

businesses that are able to adapt to digital transformation tend 

to have better competitiveness in the modern market 

environment. 
One sector that continues to develop within the trade 

industry is the textile and apparel sector. Textile products 

represent one of the most essential human needs because they 

are used for clothing, household items, and various industrial 
applications. For many developing countries, the textile and 

garment industry is considered a strategic economic sector 

because it contributes significantly to employment, export 

revenues, and industrial development. Research indicates that 
the textile and garment sector plays a major role in economic 

development by generating millions of jobs, supporting export 

growth, and contributing significantly to national income 

(Rafique & Islam, 2025). Similarly, studies on textile industries 
in various countries highlight that the sector remains one of the 

fundamental pillars of industrialization and international trade, 

particularly in developing economies where labor-intensive 

manufacturing plays a key role (Farhana et al., 2022). 
The high demand for textile products provides 

considerable opportunities for entrepreneurs to develop 

businesses in textile trading. Textile products are widely used 

not only in fashion industries but also in other sectors such as 
garment manufacturing, interior design, and household 

consumption. As a result, textile trading businesses have a 

relatively stable market demand compared to many other 

industries. Entrepreneurs in this field can offer various types of 
fabrics with different qualities, designs, and price ranges in 

order to meet diverse customer preferences. In addition, the 

development of fashion trends and consumer awareness of 

clothing styles continues to drive demand for textile materials in 
both local and international markets. Research also shows that 

consumer demand and market awareness can influence business 

strategies in the textile supply chain, encouraging companies to 

adjust production and marketing approaches according to 
changing consumer expectations (Jabeen et al., 2025). 

In practice, not all textile businesses are involved in 

manufacturing or production processes. Many entrepreneurs 

operate in the form of trading businesses, where they purchase 
textile products from suppliers or manufacturers and then resell 

them to consumers or other businesses. This type of business 

model focuses primarily on distribution, marketing, and 

customer service rather than on production activities. Trading 
businesses play an important role in the supply chain because 

they help connect producers with end users, ensuring that 

products reach markets efficiently. However, managing a textile 
trading business requires strong managerial capabilities, 

particularly in areas such as inventory management, pricing 

strategies, supplier relationships, and marketing activities. 

Effective management of these aspects is essential to maintain 
competitiveness and sustainability in a highly competitive 

market environment. 

Furthermore, the modern business environment requires 

entrepreneurs to adapt to rapid changes in technology and 
market competition. Digital platforms, social media marketing, 

and online marketplaces have become essential tools for 

promoting products and reaching broader audiences. Businesses 

that integrate digital marketing strategies can improve their visibility, strengthen customer 
relationships, and increase sales performance. At the same time, companies must also respond 

to external challenges such as economic fluctuations, changes in consumer demand, and 

disruptions in global supply chains. For example, research shows that global crises such as the 

COVID-19 pandemic significantly affected the textile and garment industry by disrupting 
production activities, decreasing exports, and reducing employment levels in many countries 

(Jaiswal, 2023; Sarker et al., 2022). These conditions demonstrate that businesses must 

continuously develop adaptive strategies in order to survive and grow under uncertain 

economic circumstances. 
One example of a business operating in the textile trading sector is Krisna Textile, 

located in Purwakarta Regency, Indonesia. This business was established in 2013 and 

continues to operate as a textile trading enterprise that sells various types of fabrics to 

consumers. Similar to many textile trading businesses, Krisna Textile adopts a business model 
in which products are purchased from suppliers and then resold to customers. Over time, the 

business has expanded its market reach and now serves customers from different regions in 

Indonesia. Sales are conducted through direct purchases in the store as well as through orders 

in larger quantities. The ability of this business to maintain operations for more than a decade 
indicates that textile trading businesses can remain sustainable when supported by proper 

management and market understanding. 

Despite these opportunities, business development does not always proceed smoothly. 

Entrepreneurs often face various challenges such as increasing competition, fluctuating 
consumer demand, and changing marketing trends. In the textile industry, competition can 

arise not only from local traders but also from imported products and online marketplaces that 

offer alternative purchasing options for consumers. Additionally, technological changes 

require businesses to continuously innovate in order to maintain their competitiveness. 
Studies on the global textile industry emphasize that maintaining competitiveness requires 

innovation, improved productivity, and the adoption of modern technologies within business 

operations (Pawar & Sunny, 2025). 

Considering these conditions, it becomes important to conduct observations and 
interviews with business owners in order to gain a deeper understanding of how textile 

trading businesses operate in practice. Direct observation can provide valuable insights into 

the background of the business, operational systems, marketing strategies, and challenges 

faced by entrepreneurs in managing their businesses. Through such activities, researchers and 
students can better understand how theoretical concepts in business and management are 

applied in real business environments. Therefore, conducting interviews and observations at 

Krisna Textile is expected to provide useful information regarding the operational practices of 

textile trading businesses, the strategies used to maintain market competitiveness, and the 
factors that influence business sustainability. In addition, the results of this observation can 

serve as an academic reference for students in understanding the practical implementation of 

business concepts in the field, particularly within the context of small and medium-scale 

trading enterprises in the textile sector. 
 

Reseach Methods 
This study uses a qualitative descriptive approach to explore the business operations and 

management practices of Krisna Textile in Purwakarta. A qualitative method was chosen 
because it allows researchers to understand business phenomena in a real context through direct 

interaction with informants and observation of the business environment. This approach is 

considered appropriate for identifying various factors that influence the development of a retail 

textile business, including management practices, marketing strategies, and operational 
challenges faced by the business owner. 

The research was conducted at Krisna Textile, located on Jalan Jendral Sudirman No. 26, 

Purwakarta. The main informant in this study was the owner of Krisna Textile, who provided 

detailed information regarding the history of the business, operational activities, marketing 
strategies, employee management, and the challenges faced in running the business. The 

selection of informants was conducted using a purposive sampling technique, where 

respondents were selected based on their knowledge and involvement in the business 
operations. 

Data collection techniques in this research consisted of interviews, observation, and 

documentation. Interviews were conducted directly with the business owner using semi-

structured questions in order to obtain in-depth information about the establishment and 
development of the business. Observation was carried out to understand the operational 

conditions of the store, including product arrangement, customer interaction, and sales 

activities. Documentation was used to support the research findings by collecting supporting 

data such as photographs, field notes, and relevant information related to the business activities. 
The data analysis process in this study adopts the qualitative analysis model proposed by 

Miles and Huberman, which consists of three main stages: data reduction, data display, and 

conclusion drawing. Data reduction is the process of selecting, simplifying, and organizing raw 
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data obtained from interviews and observations so that it becomes 
more focused and meaningful. In this stage, researchers 

categorized information related to business history, operational 

management, marketing strategies, and business challenges. The 

second stage is data display, where the organized data are 
presented in narrative form to make it easier to understand 

patterns and relationships between variables. The final stage is 

conclusion drawing and verification, where the researcher 

interprets the findings and confirms them through repeated 
examination of the data to ensure their validity. 

In addition to the Miles and Huberman analysis model, this 

research also utilizes the Fishbone analysis method, also known as 

the cause-and-effect diagram, to identify the root causes of 
business challenges faced by Krisna Textile. The Fishbone 

analysis categorizes factors affecting business performance into 

several main aspects, including management, marketing, human 

resources, and operational factors. Through this approach, the 
researcher can systematically analyze the relationship between 

different factors that influence the development and sustainability 

of the business. 

The combination of the Miles and Huberman qualitative 
analysis model with Fishbone analysis enables researchers to 

obtain a more comprehensive understanding of the business 

condition. While the Miles and Huberman model helps organize 

and interpret qualitative data effectively, the Fishbone diagram 
provides a structured framework to identify the root causes of 

specific problems faced by the business. Therefore, the integration 

of these two analytical methods allows the research to produce a 

clearer and more systematic explanation of the operational 
dynamics and challenges experienced by Krisna Textile. 

Through these research methods, the study aims to provide a 

detailed description of how small retail textile businesses operate 

and adapt to changing market conditions. The findings are 
expected to contribute to a better understanding of small business 

management practices and provide insights for improving 

business strategies in the retail textile sector. 

Figure 2. Fishbone Diagram 

 

 

 

 

 

 

 

 

 

Source: Processed Author (2026) 

 

Results and Discussion  

Results 

Krisna Textile is a textile retail business that was 

established in 2013 and is engaged in purchasing fabrics 

from suppliers for resale directly to consumers through retail 

and wholesale transactions. Initially, this business was 
managed by three partners with a core capital of around IDR 

2.5 billion, but currently it is only managed by the main 

owner independently. Over time, this business has expanded 

such as an increase in the number of employees from five to 
nine people and the expansion of the store building to six 

floors. However, observation and analysis show that there 

has been a downward trend in business performance in 

recent times, even though physical development and human resources have increased. 
  The results of the fishbone analysis identified several factors that caused the 

decline in performance. From a marketing point of view, Krisna Textile for many years 

has only relied on word-of-mouth promotions and only recently implemented promotions 

through social media such as TikTok. In fact, the literature shows that the adoption of 
social media and digital marketing significantly affects the performance of MSMEs by 

increasing marketing efficiency, expanding market reach, and strengthening consumer 

engagement (Sapthiarsyah & Junita, 2023). 

In the context of other MSMEs, research also shows that social media-based digital 
marketing strategies can increase business capacity by expanding the reach of promotion 

and direct interaction with consumers, although there are still obstacles related to digital 

literacy and adequate technological infrastructure. 

From a management perspective, the decision to physically expand the store to six 
floors seemed unbalanced with a real-time sales performance monitoring system and 

adequate financial control. The digital marketing and management literature shows that the 

integration of digital strategies with a good management control system is essential for the 

resilience and sustainability of MSMEs in the era of digital transformation, including 
regular performance monitoring and data-driven decision-making. 

In terms of human resources, limited capabilities in digital marketing among 

employees can reduce the effectiveness of online promotions. Similar research noted that 

the limitations of digital literacy and technical capabilities of human resources are the 
main obstacles for MSMEs in optimizing digital marketing strategies. 

Other influential operational factors include dependence on suppliers and 

unpredictable fluctuations in market demand. This is in line with the study that technology 

adaptation in traditional retail businesses including the use of digital systems for PO (Point 
of Sale) optimization, stock management, and demand analysis can strengthen 

competitiveness in the midst of modern market dynamics. 

 

Disscusions 

The findings of this study indicate that Krisna Textile operates as a retail textile business 

that relies on purchasing fabrics from suppliers and reselling them directly to consumers. 

This type of business model is common in the textile trade sector, where businesses 

function as intermediaries between producers and end customers. Based on the interview 
results, the business has shown a relatively stable development since its establishment in 

2013. The increase in the number of employees from five to nine workers and the 

expansion of the store building illustrate that the business has experienced growth over 

time. The strategic location of the store in the center of Purwakarta also supports 
accessibility and customer visibility, which are important factors in retail business success. 

However, the research findings also reveal several challenges affecting the current 

performance of the business. One of the main issues identified through the Fishbone 

analysis is the limited marketing strategy implemented by the company. For many years, 
Krisna Textile relied mainly on word-of-mouth promotion, which although effective in 

building trust among local customers, may limit the business’s ability to reach a wider 

market. The recent adoption of social media promotion through TikTok indicates that the 

business has begun to adapt to digital marketing trends, although this effort is still in its 
early stage. 

From a management perspective, the expansion of the store building to six floors may 

represent an ambitious development strategy. However, business expansion that is not 

fully aligned with sales performance and market demand can create operational 
inefficiencies. The owner’s plan to reduce the operational area from six floors to three 

floors reflects a strategic adjustment aimed at improving efficiency and reducing 

operational costs. 

Human resource factors also play an important role in supporting business 
development. Limited digital marketing skills among employees may affect the 

effectiveness of promotional activities, especially in the current digital business 

environment. In addition, operational factors such as dependence on suppliers and 
fluctuations in market demand can influence the stability of sales. 

Overall, the results suggest that improving marketing strategies, strengthening digital 

promotion, and optimizing operational management are essential steps for maintaining 

business sustainability. By adapting to technological developments and changing 
consumer behavior, small retail businesses like Krisna Textile can remain competitive in 

an increasingly dynamic market environment. 

 

 
 

 

Management 

Decline / Fluctuation in Business Performance 

(Krisna Textile) 

Marketing Human 

Resource 
Operations 
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Conclusions and Recommendations 

Conclusions 
This study aimed to analyze the business 

operations and management practices of Krisna 

Textile through interviews and direct observation. The 

findings indicate that Krisna Textile operates as a 

retail textile trading business that purchases fabrics 

from suppliers and sells them to consumers through 

both retail and wholesale transactions. Since its 

establishment in 2013, the business has shown gradual 

development, as reflected in the increase in the number 

of employees and the expansion of the store building. 

The strategic location of the store in the center of 

Purwakarta also supports customer accessibility and 

business visibility. 

However, the study also reveals several challenges 

that affect the current business performance. One of 

the main issues is the limited marketing strategy that 

for many years relied mainly on word-of-mouth 

promotion. Although the business has recently begun 

to utilize social media platforms such as TikTok, 

digital promotion is still in the early stage of 

development. In addition, management decisions 

related to the expansion of the store building may have 

created operational inefficiencies when not supported 

by stable sales growth. 

Based on the analysis using the Miles and 

Huberman model and Fishbone analysis, it can be 

concluded that the sustainability of Krisna Textile 

depends on the ability of the business to adapt to 

market changes, strengthen promotional strategies, and 

improve operational efficiency in order to remain 

competitive in the retail textile industry. 

 

Recommendations 

Based on the research findings, several 

recommendations can be proposed to support the 

development of Krisna Textile. First, the business 

should strengthen its marketing strategy by utilizing 

digital platforms such as social media, online 

marketplaces, and other digital marketing tools to 

reach a wider customer base. Increasing online 

promotion can help improve brand visibility and 

attract new consumers. 

Second, the business should improve operational 

efficiency by optimizing the use of store space and 

managing inventory more effectively. Strategic 

planning in business expansion and cost control can 

help maintain financial stability. 

Finally, it is recommended that the business invest 

in improving the skills of employees, particularly in 

digital marketing and customer service. By enhancing 

human resource capabilities and adapting to 

technological developments, Krisna Textile can 

increase its competitiveness and sustain long-term 

business growth. 

 

 

 

Reference 

-, A. (2023). Impact of Covid-19 on the Indian Garment 

Industry. International Journal For Multidisciplinary Research. 

https://doi.org/10.36948/ijfmr.2023.v05i03.3008.  

Amalia Zukari, R. P., & Aryanto, R. (2023). The influence of digital 

marketing strategy in the development of MSMEs on economic 

growth. Journal of World Science, 4(1). 

https://doi.org/10.58344/jws.v4i1.1287  

Farhana, K., Mahamude, A., & Mica, M. (2022). The Scenario of 

Textile Industry in Malaysia: A Review for Potentiality. Materials 

Circular Economy, 4. https://doi.org/10.1007/s42824-022-00063-5.  

Hosainy, E., Din, D., & Khalifa, D. (2022). International Marketing 

Study of Textile Products under the Export Strategies to 

COMESA. International Journal of Advances in Scientific Research 

and Engineering. https://doi.org/10.31695/ijasre.2022.8.2.16. 

 Jabeen, A., Anwar, M., & Naseem, M. (2025). Beyond the Fabric: How 

Consumer Awareness and Demand can shape Sustainable Textile 

Supply Chains in Pakistan. International Journal of Management 

Research and Emerging Sciences. 

https://doi.org/10.56536/ijmres.v15i1.765. 

Kurnia, R., Fentaria, R., & Asyiah, N. (2025). Digital transformation as 

a strategy to improve business performance in the retail sector. 

EDUCTUM: Journal Research. https://doi.org/10.56495/ejr.v4i5.1319  

Pawar, S., & Sunny, D. (2025). India’s Textile Industry: Challenges, 

Competitiveness, and the Road Ahead. International Journal For 

Multidisciplinary Research. 

https://doi.org/10.36948/ijfmr.2025.v07i02.40736.   

Rafique, R., & Islam, M. (2025). Economic Impact, Challenges, and 

Recommendations of Ready-Made Garment (RMG) Industry in 

Bangladesh. Business Review and Case Studies. 

https://doi.org/10.17358/brcs.6.1.100.  

Retail technology adaptation in traditional retailers: A 

technology-to-performance chain perspective. Journal of Open 

Innovation: Technology, Market, and Complexity, 

DOI:10.1016/j.joitmc.2023.100204. 

Sarker, M., Khan, L., Parvin, M., & Islam, S. (2022). Economic Impact 

of COVID-19 on Different Groups of Peoples in South Asia: Evidence 

from Bangladesh. Journal of Health and Environmental Research. 

https://doi.org/10.11648/j.jher.20220801.17.  

Sapthiarsyah, M. F., & Junita, D. (2023). Pengaruh penggunaan media 

sosial dan pemasaran digital terhadap kinerja UMKM. Jurnal Ilmiah 

Ekonomi dan Bisnis, DOI:10.31849/jieb.v21i2.23686. 

Sari, B. M., & Bayangkara, I. B. K. (2025). Analisis perkembangan 

strategi pemasaran digital oleh UMKM lokal dalam menghadapi 

tantangan transformasi digital. Gemah Ripah: Jurnal Bisnis, 

DOI:10.69957/grjb.v5i04.2575. 

Sestriyenti, E., Bustami, E., & Ariani, F. (2025). Strategi pemasaran 

digital berbasis media sosial dalam meningkatkan kapasitas usaha 

UMKM Gula Aren Kerinci. RIGGS, DOI:10.31004/riggs.v4i3.2565. 

Utari, T., Tugiyono, J., Togatorop, A. L., & Harto. (2024). Revitalizing 

retail: How innovative marketing strategies can transform consumer 

https://doi.org/10.36948/ijfmr.2023.v05i03.3008
https://doi.org/10.58344/jws.v4i1.1287
https://doi.org/10.1007/s42824-022-00063-5
https://doi.org/10.31695/ijasre.2022.8.2.16
https://doi.org/10.56536/ijmres.v15i1.765
https://doi.org/10.56495/ejr.v4i5.1319
https://doi.org/10.36948/ijfmr.2025.v07i02.40736
https://doi.org/10.17358/brcs.6.1.100
https://doi.org/10.11648/j.jher.20220801.17


TOURISMNOMIC Rhandi Rhiswandi, Ninda Ayu Lestari. 

   Vol. 2, No. 1, 2026 e-ISSN: 3124-1042 

 

engagement and attract investment. Branding: 

Jurnal Manajemen dan Bisnis. 

https://doi.org/10.15575/jb.v3i1.35117  

 

 

Wildani, M., & Destiani, R. (2025). Eksplorasi 

strategi digital marketing UMKM fashion di 

Kota Mataram, ARMADA: Jurnal Penelitian 

Multidisiplin, 

DOI:10.55681/armada.v3i7.1679  

Zeshan, M. (2025). Balancing Trade and 

Competition in Pakistan. The Pakistan 

Development Review. 

https://doi.org/10.30541/v64i1pp.25-52. 

https://doi.org/10.15575/jb.v3i1.35117
https://doi.org/10.30541/v64i1pp.25-52


TOURISMNOMIC Rhandi Rhiswandi, Ninda Ayu Lestari. 

   Vol. 2, No. 1, 2026 e-ISSN: 3124-1042 

 

 


