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Abstract: This study aims to analyze the influence of business capital, product pricing, and the 
utilization of e-commerce on the income of micro culinary business actors in Denpasar City. The 
background of this research is based on the crucial role of micro enterprises in economic development, 
particularly in the culinary sector, which is one of the largest contributors to the Gross Regional 
Domestic Product (GRDP) of Denpasar City. Despite the sector's significant growth, increasing 
competition and uneven adoption of technology remain key challenges in improving business income. 
This study employs a quantitative approach with an associative research design. The population 
includes micro culinary business actors spread across the four districts of Denpasar City. The sample 
was determined proportionally using the proportionate stratified random sampling technique, and 
respondents were selected using accidental sampling to ensure broad representation. Primary data were 
collected through direct observation and structured questionnaires, while secondary data were obtained 
from relevant government institutions such as the Department of Cooperatives and MSMEs and the 
Central Statistics Agency. The data analysis technique used was multiple linear regression, supported 
by classical assumption tests (normality, multicollinearity, heteroscedasticity), the F-test to determine 
the simultaneous influence of the variables, and the t-test to analyze the partial influence of each 
independent variable on income. The findings indicate that simultaneously, business capital, pricing, 
and e-commerce significantly influence the income of micro business actors. Partially, each of these 
variables also shows a positive and significant effect. Business capital provides the foundation for 
operational activities, pricing affects consumer demand and competitiveness, while e-commerce 
broadens market reach and improves efficiency. These results highlight the importance of strategic 
financial management, appropriate pricing strategies, and the adoption of digital platforms to support 
income growth and sustainability of micro culinary enterprises in Denpasar City. 

 
Keywords: income, micro business, culinary, business capital, pricing, e-commerce. 

 
1. INTRODUCTION 

Denpasar City is one of the regions with the highest contribution to the Gross 
Regional Domestic Product (GRDP) at current prices in Bali Province, ranking second 
with a contribution of 21.91 percent, following Badung Regency at 24.93 percent (BPS 
Bali Province, 2024). This contribution significantly impacts the level of community 
consumption. As the capital of Bali Province and the administrative center, Denpasar 
serves as the hub of various activities. The high intensity of public activity drives 
increased demand for basic needs such as food, clothing, and housing, thereby 
positioning the culinary sector as a promising business opportunity. This condition 
creates substantial potential for the growth of the culinary sector. Various types of 
culinary businesses, ranging from traditional food stalls and street vendors to catering 
services, play a vital role in the economy of Denpasar City. This is also supported by 
data from the Department of Cooperatives and SMEs of Denpasar City Government, 
which indicates that micro-enterprises in the culinary sector represent the largest 
number of business units, as shown in Table 1. 
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Table 1. Number of Micro Businesses Per Business Sector in Denpasar City in 2023 

 
 
 
 
 
 
 
 
 

Source: Denpasar City Cooperatives and UMKM Service, 2024 

 
Based on data from the Denpasar City Cooperative and UMKM Service (2024), it 

states that culinary micro-enterprises are the sector with the most business units compared to 
other micro-enterprises in Denpasar City. The number of culinary micro-enterprises in 
Denpasar City in 2023 was 10,487 and fashion micro-enterprises numbered 7,611 units in 
second place after culinary micro-enterprises. The contribution of culinary businesses to 
economic growth in Denpasar City is very large and is one of the leading sectors. This event 
can be proven based on the following data: 

Table 2. Contribution of Business Fields to the GRDP of Denpasar City in 
2023 

No Business Field 2023 

1 Agriculture, Forestry and Fisheries 6.57 

2 Mining and Quarrying - 

3 Processing industry 6.45 

4 Electricity and Gas Procurement 0.58 

5 Water Supply, Waste Management, Waste and Recycling 0.23 

6 Construction 11.13 

7 Wholesale and Retail Trade, Car and Motorcycle Repair 10.05 

8 Transportation and Warehousing 2.95 

9 Provision of Accommodation and Food and Beverages 23.84 

10 Information and Communication 4.73 

11 Financial Services and Insurance 7.01 

12 Real Estate 4.09 

13 Corporate Services 2.04 

14 Government Administration, Defense and Compulsory 
Social Security 

4.99 

15 Educational Services 10.96 

16 Health Services and Social Activities 2.72 

17 Other Services 1.66 

 Gross Regional Domestic Product 100.00 

Source: Central Statistics Agency of Denpasar City, 2024 
 Table 2 shows that the provision of food and beverage accommodation in this 

case culinary is the largest contributor to the GRDP of Denpasar City, which is 23.84%. In 

2020 and 2021, the growth rate of the GRDP of the food and beverage accommodation 
provision sector of Denpasar City was -19.99% in 2020 and -10.45% in 2021, but in 2022 it 
became 14.85% and in 2023 it was 17.28% (BPS Denpasar City, 2024). This shows that the 
culinary business is able to survive and has great potential to support economic recovery in 
Denpasar City after the pandemic. 

Culinary is a processed product in the form of food and beverages. The term 
"culinary" comes from the English word culinary, which means related to cooking activities. 

Culinary is an important part of everyday life, because food is always a primary human need 
(Ariansyah et al., 2020). Currently, culinary has become part of the creative industry that has a 
large market in Indonesia. In Bali Province, culinary businesses play an important role in 
supporting the local economy while promoting the cultural heritage of the Island of the Gods 
(Mulyani & Indiani, 2024). Balinese cuisine has its own uniqueness, which is believed to be the 
result of creativity, taste, and wisdom of ancestors for centuries, and contains high cultural 
values. The distinctive taste and uniqueness of Balinese cuisine make it an attraction for 

No By business sector Amount (Unit) 

1 Culinary 10,487 

2 Fashion 7,611 

3 Education 293 

4 Automotive 2,511 

5 Agribusiness 5,883 

6 Internet Technology 913 

7 Others 3.306 



 
 

tourists. This specialty provides great added value for the development of the culinary tourism 
sector in Bali Province (Lumanaw, 2018). 

Denpasar City offers a variety of culinary choices, from traditional to international 
dishes. This diversity is one of the main attractions for tourists, both domestic and foreign, 
who visit this city. This phenomenon has also encouraged more and more business actors to 
enter the culinary sector. The form of culinary businesses in Denpasar is very varied, including 
cafes, coffee shops, restaurants, food courts, to street vendors, each offering a unique culinary 

experience. Along with the increasing number of tourists who come every day, the culinary 
sector in Denpasar is a promising business opportunity and has the potential to provide great 
profits (Arifin & Mandala, 2019). 

The existence of micro-businesses in the culinary sector in Denpasar City plays an 
important role in driving the regional economy. Along with this development, there has been 
a significant change in people's consumption patterns in buying food. If in the past cooking 
at home was the main choice, now buying ready-to-eat food is considered more practical and 

efficient. This shift is influenced by various factors, such as increasing community busyness 
and technological advances. Buying ready-to-eat food is now considered more cost and time 
efficient, because consumers no longer need to prepare ingredients, cook, or clean up after 
eating (Ufrida & Harianto, 2022). This condition further opens up opportunities for the 
culinary sector to develop, along with the increasing need for practical solutions to meet 
people's consumption patterns. 

 
Source: Denpasar City Cooperatives and UMKM Service, 2024 
Figure 1. Number of Micro Businesses in the Culinary Sector in Denpasar 

City 2019-2023 
 

Based on Figure 1, it shows an increase in the number of micro-businesses in the 
culinary sector in Denpasar City from 9,329 units in 2019 to 10,487 units in 2023, which 
reflects significant growth in this sector.One of the problems faced in Denpasar City is the 
high level of competition in the culinary micro business sector. The increasing number of 
business actors that continue to emerge makes the competition increasingly tight, which 
ultimately has an impact on the income of business owners. This intense competition causes 
some business actors to have difficulty retaining customers and attracting new consumers. As 
a result, the competitiveness of culinary micro businesses is affected, where some business 
actors experience a decrease in income or are even forced to close down because they are 

unable to compete with larger or more innovative competitors.Business actors must compete 
to attract consumers through product innovation, services, and marketing strategies. In 
addition, the pressure to offer competitive prices without sacrificing quality, difficulties in 
accessing markets, and challenges in operational efficiency are obstacles that are often faced. 

Research conducted by Rahmayanti et al. (2023) stated that micro-enterprises in the 
culinary sector in Denpasar City face increasingly tight competition challenges due to changes 
in the business environment characterized by increasing uncertainty and intensity of 
competition. The study emphasized that to improve business performance amidst high 
competition, appropriate strategies are needed, such as improving service quality and utilizing 
information technology, in order to strengthen the competitiveness of micro-enterprises in 

the culinary sector. The competitiveness of a business refers to its ability to survive and 
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compete effectively in the market by utilizing various internal and external factors. In the 
context of micro-enterprises in the culinary sector, competitiveness is greatly influenced by 
product quality, customer service, and the ability to adapt to technological developments 
(Pratama et al., 2024). 

In the culinary business, many factors determine important factors in 
increasing income. Micro businesses are still faced with various challenges and 
obstacles in facing competition. The challenges and obstacles faced by micro 
entrepreneurs in improving their business performance, especially in terms of 
increasing business productivity, are the limited capital they have. Capital is one of the 
initial problems faced by micro businesses with limited access to financing sources 
from banking financial institutions (Suhartini, 2014). This is because if they use limited 
investment, the results obtained are also limited, while if they use larger funds, the 
potential for greater profits can be generated (Aji & Listya 2021). According to 
research by Prisilia et al. (2019) states that the capital invested in a business has a 
positive and significant impact on income. In other words, if business actors increase 
the scale of capital and diversify the products offered, their income will also increase. 
Conversely, if they reduce investment in business capital, the income obtained will 
decrease. 

The second factor that affects the income of micro-businesses in the culinary sector 
is price, where the determination of product prices by MSMEs greatly influences buyer 
decisions. According to Nopiani & Rustariyuni, (2020) price is a controllable factor that can 
be handled by sales or marketing management. One strategy that can be done by 

entrepreneurs in providing prices to consumers is to provide cheaper prices compared to 
other competitors. Quality products at affordable prices will have many fans. Conversely, if 
the price offered does not match the product, consumers will think twice about buying it. This 
is also in line with Maulania's research (2020), where business capital and price together have 
a positive and significant effect on sugar cane ice income in Kedundung Village. 

The use of technology such as e-commerce is also one of the factors that affect the 
income of micro businesses. Production factors consist of labor, capital, and technology. So 
in addition to capital and labor, technology also has an effect on accelerating the productivity 
of a business and increasing income. The use of e-commerce is the implementation of 
transactions in the form of sales, purchases, orders, payments and promotions of a product or 
service carried out by utilizing computers or electronic communication facilities (Helmalia & 
Afrinawati, 2018). However, not many micro business actors have utilized Information 
Technology (IT) facilities to support their businesses, namely for online marketing and sales 
via the internet or better known as Electronic Commerce (E-Commerce), even though one of 
the keys to business success is the availability of a wide and clear market for their business 
products (Tajuddin & Manan, 2017). In addition, with the existence of e-commerce, culinary 
sector entrepreneurs can now open their businesses at home. 

 
2. METHOD 

This study uses a quantitative approach with an associative design that aims to 
analyze the effect of capital, price, and e-commerce on the income of micro-businesses 
in the culinary sector in Denpasar City. The research location was chosen based on 
Denpasar's strategic role as a center of trade and the highest contributor to Gross 
Regional Domestic Product (GRDP) in Bali, but with a relatively low number of 
MSMEs compared to other districts. The study population includes all micro-
businesses in the culinary sector totaling 10,487 units in 2023. Through the 
proportional stratified random sampling method, 99 respondents were obtained from 
four sub-districts, with the final selection using the accidental sampling technique. 

The variables in this study consist of one dependent variable, namely the 
income of culinary micro businesses (Y), and three independent variables, namely 
capital (X1), price (X2), and e-commerce (X3). Income is measured based on total 
monthly revenue in rupiah. Capital is calculated from the total monthly operational 
costs, price is measured through the average selling price of the main product/service, 
while e-commerce is measured using a dummy (1 = using e-commerce, 0 = not). Data 
were collected through non-behavioral observations, structured interviews with 



 
 

questionnaires, and documentation from related agencies. The types of data used 
include primary and secondary data, both in quantitative and qualitative forms. 

Data analysis was performed using multiple linear regression, preceded by 
classical assumption tests such as normality, multicollinearity, and heteroscedasticity 
tests. Hypothesis testing was performed simultaneously (F test) and partially (t test) 
with a significance level of 5%. The regression model aims to test the magnitude of 
the influence of capital, price, and e-commerce on the income of culinary MSME 
actors. The results of the F test show the overall significance of the model, while the 
t test tests the contribution of each independent variable to the dependent variable. A 
valid regression model that is free from classical assumptions is expected to be able to 
provide an accurate empirical picture of the determinants of culinary MSME income 
in Denpasar City. 

 
3. DATA AND DISCUSSION OF RESEARCH RESULTS 

Descriptive Statistical Analysis 

Table 3. Results of Descriptive Statistical Analysis 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Capital 99 4000000.00 9950000.00 5978787.8788 1928982.64014 

Price 99 10000.00 27000.00 16994.9495 4921.57627 

E-commerce 99 .00 1.00 .5556 .49943 

Income 99 8000000.00 17000000.00 12100303.0303 2393004.02728 

Valid N (listwise) 99     

Source: Processed primary data, 2025 
Based on Table 3, it shows that the number of observations in the study is 99 

data. The number of independent variables in this study is three variables, namely 
capital (X1), price (X2), and e-commerce (X3), and one independent variable, namely 
income (Y). 

The capital variable has a minimum value of4,000,000and has a maximum 
value of9,950,000which means that the smallest or lowest capital owned by micro-
entrepreneurs in the culinary sector in Denpasar City is IDR4,000,000, while the 
largest or highest capital owned by micro-entrepreneurs in the culinary sector in 
Denpasar City is IDR9,950,000. The capital variable obtained an average value (mean) 
of 5,978,787.87, which means that the average capital owned by micro-entrepreneurs 
in the culinary sector in Denpasar City is IDR 5,978,787.87. 

The price variable has a minimum value of10,000and has a maximum value 
of27,000which means that the lowest or smallest price owned by micro-entrepreneurs 
in the culinary sector in Denpasar City is IDR10,000, while the largest or highest price 
owned by micro-entrepreneurs in the culinary sector in Denpasar City is IDR27,000. 
The price variable obtained an average value (mean) of 16994.9495, which means that 
the average price owned by micro-entrepreneurs in the culinary sector in Denpasar 
City is Rp16,994.94. 

The income variable has a minimum value of8,000,000and has a maximum 
value of17,000,000which means that the smallest or lowest income owned by micro-
entrepreneurs in the culinary sector in Denpasar City is IDR8,000,000, while the 
largest or highest income owned by micro-entrepreneurs in the culinary sector in 
Denpasar City is IDR17,000,000. The income variable obtained an average value 
(mean) of 12,100,303.03, which means that the average income owned by micro-
entrepreneurs in the culinary sector in Denpasar City is Rp12,100,303.03. 
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Multiple Linear Regression Analysis 

Table 4. Multiple Linear Regression Test Results 

Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 6029668.582 503055.692  11,986 <.001 

Capital .580 .088 .467 6,575 <.001 

Price 95,050 35.136 .195 2,705 .008 

E-
commerce 

1782017.529 297400.355 .372 5,992 <.001 

a. Dependent Variable: Income 

Source: processed primary data, 2025 
Based on the results of the regression test in the table above, the regression equation 

model that can be created is as follows: 
Y = 6029668.582 + 0.580X1 + 95.050X2 + 1782017.529X3 

 

Classical Assumption Test Results 

• Normality Test Results 
Table 5. Normality Test Results 

 Unstandardized Residual 

N 99 

Test Statistics 0.064 

 Asymp.Sig. (2-tailed) 0.200 

Source: Processed primary data, 2025 
Based on Table 5, the significance value is 0.200. The significance value of the 

Kolmogorov-Smirnov test (0.200) is greater than the significance level (0.05), so it can 
be concluded that the residuals of the regression equation model are normally 
distributed. Thus, the assumption of normality in the regression analysis has been met, 
so that the regression model used can be said to be valid in describing the relationship 
between the independent variables and the dependent variables. 

 

• Multicollinearity Test 
Table 6. Multicollinearity Test Results 

Variables Tolerance VIF Information 

Capital (X1) 0.587 1,704 Free from multicollinearity 

Price (X2) 0.568 1,762 Free from multicollinearity 

E-commerce(X3) 0.769 1,300 Free from multicollinearity 

Source: Processed primary data, 2025 
Based on Table 6, the results of the multicollinearity test show that all variables 

have a tolerance value above 0.1 and a variance inflation factor (VIF) value below 10. 

Capital (X₁) has a tolerance value of 0.587 with a VIF of 1.704, price (X₂) has a 

tolerance value of 0.568 with a VIF of 1.762, and e-commerce (X₃) has a tolerance 
value of 0.769 with a VIF of 1.300. Since all tolerance values are greater than 0.1 and 
the VIF is less than 10, it can be concluded that there is no multicollinearity in the 
regression model. 

• Heteroscedasticity Test 
Table 7. Results of Heteroscedasticity Test 

Variables Prob. Information 

Capital (X1) 0.216 Free from heteroscedasticity 

Price (X2) 0.391 Free from heteroscedasticity 



 
 

E-commerce(X3) 0.154 Free from heteroscedasticity 

Source: Processed primary data, 2025 
Based on Table 7, the results of the heteroscedasticity test show that all 

variables have a probability value (Prob.) greater than the significance level of 0.05. 

Capital (X₁) has a probability value of 0.216, the price (X₂) of 0.391, and e-commerce 

(X₃) of 0.154. Since all probability values are greater than 0.05, it can be concluded that 
this regression model does not experience heteroscedasticity problems. 

 
Results of Simultaneous Regression Coefficient Test (F Test) 

Table 8. Simultaneous Test Results (F) 

ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 Regressio
n 

402912374933484.7
50 

3 134304124977828.2
50 

80,809 <.001b 

Residual 158085627086716.8
80 

95 1664059232491.757 
  

Total 560998002020201.6
00 

98 
   

 
Model Summary 

Model R R Square 
Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .847a .718 .709 1289984.19854 

Source: Processed primary data, 2025 
Based on table 8, it is known that the Fcount value is 80.809. Meanwhile, the 

Ftable value at a significance level of 5 percent is determined through the formula 
Ftable = F{(k-1),(n-k)} so that Ftable = F{(3),(95)}, then the Ftable value is 2.70. 
These results indicate that Fcount = 80.809> Ftable = 2.70 or a significance value of 

0.000 <α = 0.05 so that H0 is rejected. Thus, it can be concluded that capital (X₁), 

price (X₂), and e-commerce (X₃), simultaneously have a significant effect on income 
(Y). This shows that the regression model used is able to explain the relationship 
between the independent variables and the dependent variables well. 

Based on the determination coefficient value (R²) of 0.718, it can be interpreted 
that 71.8% of the variation in the income of micro-businesses in the culinary sector in 
Denpasar City can be explained by a combination of capital variables (X1), price (X2), 
and e-commerce (X3). Meanwhile, the remaining 28.2% is caused by other factors not 
included in this research model, which could include external variables or factors that 
are not measured in this analysis. 

 
Partial Regression Coefficient Test Results (t-Test) 

The t-test is conducted to evaluate the extent to which each independent 
variable individually (partially) influences the dependent variable. This test is 
conducted by comparing the calculated t value obtained from the calculation with the 
t-table value in the t-distribution. If the calculated t is greater than the t-table, then the 
independent variable has a significant influence on the dependent variable. Conversely, 
if the calculated t is smaller than the t-table, then the independent variable does not 
have a significant effect on the dependent variable. This t-test is useful for determining 
the contribution of each variable in the model separately, so that it can be identified 
which variable most influences the research results. The following are the results of 
the t-test analysis. 

 

• The Effect of Capital on Income 
The capital variable (X1) obtained a tcount of 6.575. If the ttable value for t{α, 

(n-k)} = t{(0.05); (94)} = 1.66105 is known, then tcount (6.575) > ttable (1.66105). 
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This test uses a one-way approach (single-tailed t-test), so the significance value of the 
capital variable does not need to be divided by two. The Sig value (0.001) is smaller 
than α (0.05), so H0 is rejected. This result means that capital (X1) has a positive and 
significant partial effect on income. The regression coefficient of the capital variable 
of 0.580 states that every one million increase in capital will increase income by 
Rp580,000 assuming other variables remain constant. 

 

• The Effect of Price on Income 
The price variable (X2) obtained a tcount of 2.705. If the ttable value for t{α, 

(n-k)} = t{(0.05); (95)} = 1.66123 is known, then tcount (2.705) > ttable (1.66105). 
This test uses a one-way approach (single-tailed t-test), so the significance value of the 
price variable does not need to be divided by two. The Sig value (0.008) is smaller than 
α (0.05), so H0 is rejected. This result means that price (X2) has a positive and 
significant partial effect on income. The regression coefficient of the price variable of 
95.050 indicates that every one thousand increase in price will increase income by 
Rp95,050 assuming other variables remain constant. 

 

• The Impact of E-commerce on Revenue 
The e-commerce variable (X3) obtained a tcount of 5.992. If the ttable value 

for t{α, (n-k)} = t{(0.05); (95)} = 1.66105 is known, then tcount (5.992) > ttable 
(1.66105). This test uses a one-way approach (single-tailed t-test), so that the 
significance value of the e-commerce variable does not need to be divided by two. The 
Sig value (0.001) is smaller than α (0.05), so H0 is rejected. This result means that e-
commerce (X3) has a positive and significant partial effect on income. The regression 
coefficient of the e-commerce variable of 1782017.529 indicates that the income of 
micro-businesses in the culinary sector that use e-commerce is Rp1,782,017.529 higher 
than those that do not use e-commerce. 

 
Discussion of Research Results 

The Effect of Capital on Income 

The results of multiple linear regression analysis indicate that capital has a 
positive and significant effect on the income of culinary micro-enterprises in Denpasar 
City. This finding suggests that the greater the capital invested, the higher the income 
earned by business owners. Capital serves as a crucial factor in both large-scale and 
small-scale businesses, representing an investment expected to generate returns and 
profit. The average capital among micro-entrepreneurs in Denpasar is Rp5,978,787.87, 
with 60.6% of respondents investing below the average and 39.4% above it. 
Questionnaire data show that those allocating higher capital tend to achieve greater 
income, indicating that invested capital influences production capacity, product 
quality, marketing effectiveness, and competitiveness. More substantial capital allows 
entrepreneurs to access higher-quality resources such as raw materials, skilled labor, 
and supporting technology, ultimately driving revenue growth. Conversely, limited 
capital often constrains production scale, distribution, and promotion, resulting in 
lower income. 
The Effect of Pricing on Income 

The findings also show that pricing has a positive and significant effect on 
income. Competitive prices aligned with consumers' purchasing power can attract 
more customers and foster loyalty. This aligns with Haryanto (2019), who emphasized 
that effective pricing strategies are key to increasing MSME revenue. According to 
Bernik (2019), price is a marketing element directly linked to revenue generation 
through sales. The average product price in this study was Rp16,994.94, with 45.5% 
of respondents setting prices below and 54.5% above the average. The data suggest 
that higher pricing correlates with higher income, possibly due to added product 
value—such as quality, branding, innovation, or effective marketing strategies. On the 



 
 

other hand, lower prices may result in smaller profit margins or suboptimal sales 
volumes, leading to reduced income. 

 
 

The Effect of E-commerce on Income 
Multiple regression analysis confirms that e-commerce has a positive and 

significant impact on income. Limited market access has compelled entrepreneurs to 
innovate by adopting technology to sustain their businesses. Most respondents 
reported using e-commerce platforms for sales and marketing to ensure product 
visibility and accessibility. Entrepreneurs cited benefits such as flexible sales and 
promotions, time efficiency, and ease of payment. E-commerce also supports product 
distribution, contributing to business stability and, in many cases, increased revenue. 
Questionnaire results reveal that higher-income entrepreneurs are generally more 
active in utilizing e-commerce than those with lower income. This indicates a strong 
positive correlation between digital technology adoption—especially e-commerce—
and business income. E-commerce expands market reach, improves transaction 
efficiency, and enables more strategic and measurable product promotion. High-
income business owners tend to be more digitally literate and adaptive, while lower-
income entrepreneurs may face barriers in technological access, digital understanding, 
or resource availability. These findings underscore the importance of digital literacy 
and technological support in enhancing business performance in the digital economy 
era. 

 
4. CONCLUSION 

Capital, pricing, and e-commerce simultaneously have a significant effect on the 

income of micro culinary businesses in Denpasar City. Capital, pricing, and e-commerce each 
have a positive and significant partial effect on the income of micro culinary businesses in 
Denpasar City. 

 
 

SUGGESTION 
The government or authorities can assist entrepreneurs with capital and provide 

guidance and oversight to ensure capital is utilized effectively. Entrepreneurs need to pay 
attention to factors that influence income. Future researchers could add additional variables, 
examine a single culinary product, and vary the research location to assess impacts across 
different locations. 
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