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A B S T R A K 

Sebagai inovasi di bidang teknologi dan komunikasi, perkembangan internet 
di Indonesia terus meningkat setiap tahunnya. Perkembangan teknologi yang 
semakin canggih menyebabkan hal tersebut dengan banyaknya fitur aplikasi 
jual beli online. Penelitian ini bertujuan untuk menganalisis hambatan dan 
kendala Usaha Mikro, Kecil, dan Menengah (UMKM) dalam bergabung dengan 
toko online, mengingat perkembangan internet dan teknologi yang semakin 
canggih. Jenis penelitian yang digunakan adalah observasi kualitatif dengan 
objek penelitian adalah Desa Sepakat, sebuah desa binaan Fakultas Ekonomi 
dan Bisnis Universitas Mulawarman. Desa Sepakat dipilih karena banyaknya 
UMKM di sektor perikanan darat dan merupakan bagian dari UMKM di 
Kabupaten Kutai Kartanegara. Data dikumpulkan melalui wawancara 
dengan responden yang memiliki pengalaman dalam menggunakan atau 
tidak menggunakan toko online. Data tersebut kemudian dianalisis secara 
kualitatif. Hasil utama penelitian ini adalah identifikasi hambatan dan 
kendala yang dihadapi UMKM dalam bergabung dengan toko online. 
Kesimpulan dari penelitian ini adalah bahwa kemudahan dan efisiensi dalam 
bertransaksi online menjadi faktor utama preferensi masyarakat dalam 
menggunakan toko online. Implikasi dari penelitian ini adalah pentingnya 
strategi pengembangan digitalisasi bisnis online bagi UMKM dengan 
mempertimbangkan prinsip kaidah dan etika bisnis yang baik. 

 
A B S T R A C T 

As an innovation in the field of technology and communication, the development of the internet in Indonesia 
continues to increase every year. The development of increasingly sophisticated technology causes this with 
the many features of online buying and selling applications. This study aims to analyze the obstacles and 
constraints of Micro, Small and Medium Enterprises (MSMEs) in joining online stores, considering the 
development of the internet and increasingly sophisticated technology. The type of research used is 
qualitative observation with the object of research being Agreed Village, a assisted village of the Faculty of 
Economics and Business, Mulawarman University. Agreed Village was chosen because of the large number 
of MSMEs in the inland fisheries sector and is part of MSMEs in Kutai Kartanegara Regency. Data was 
collected through interviews with respondents who had experience in using or not using online stores. The 
data is then analyzed qualitatively. The main result of this study is the identification of obstacles and 
obstacles faced by MSMEs in joining online stores. The conclusion of this study is that the ease and efficiency 
of online transactions are the main factors in people's preferences in using online stores. The implication of 
this research is the importance of online business digitalization development strategies for MSMEs by 
considering the principles of good business rules and ethics. 

 
1. INTRODUCTION 

Technology is developing rapidly and continues to change from year to year (Kadarisman et al., 
2022; Kurniawan et al., 2022). Therefore, the latest digital marketing trends will continue to emerge that 
are adapted to the conditions and situations in that year. The growth of the e-commerce market in Indonesia 
continues to increase every year, even more so this year with the pandemic (Dianda & Pandin, 2021; 
Nurlela, 2021). Many consumers who previously never shopped online now have to rely on digital shopping 
platforms to meet their needs (Dospinescu et al., 2022; Vasić et al., 2019). This growth is also inseparable 
from the development of infrastructure and digital penetration in Indonesia. E-commerce has also become 
an alternative for many Indonesians to find and buy products. This year, almost all internet users in 
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Indonesia, to be exact, 88% have purchased online products. The digital economy in Indonesia itself is 
mainly driven by those born after 1990 who actively adopt digital technology and spend more time on the 
internet.  

Previous research stated that e-commerce growth in Indonesia increased sharply, 91% during the 
pandemic, while internet user penetration also jumped by 73.7% (Fadhila & Yuliati, 2023; Sari & Mukhlis, 
2022). Now, internet users in Indonesia have reached 82 million people, and with this achievement, 
Indonesia is ranked 8th in the world. Of the number of internet users, 80% of them are teenagers aged 15-
19 years (Destianah, 2021; Julita et al., 2021). This condition shows that the e-commerce business has good 
economic value, so business actors must use it, especially micro, small, and medium enterprises (MSMEs). 
Micro-enterprises must well use this because electronic commerce is a new type of creative business that 
can boost the Indonesian economy. As one of the main pillars of the country's developing economy, MSMEs 
can prove their resilience when an economic crisis occurs (Ezeaku et al., 2017; Muliadi et al., 2020). The 
presence of e-commerce is one of the main trade channels for MSMEs, with a wide range of sales to 
international and more specific target markets. Previous research reported the use of e-commerce 
platforms, which reached 49% to sell online (Hasanat et al., 2020; Li et al., 2019). The pandemic that limits 
people’s activities is forcing entrepreneurs to increasingly implement digitalization. The condition that 
occurs is that there are still many MSME actors who are reluctant to jump into digital platforms because 
they find it difficult to access and partner with the marketplace (Nagy et al., 2018; Shao et al., 2021). Now, 
13% of culinary MSMEs go online, the remaining and 87% have not gone online in Indonesia (Waziri et al., 
2018; Wijaya et al., 2022). 

MSME actors are still faced with several challenges, including: (1) Digital knowledge, where sellers 
must understand new online features to use them properly; (2) From an operational perspective, namely 
appropriate facilities for the production and storage of goods in a larger size in order to maintain product 
quality; and (3) Prepare competent human resources (Mazumdar & Alharahsheh, 2019; Naufalin, 2020). 
Digitization solves the problems faced by SMEs today. Therefore, a strong collaboration between the 
government and digital platforms is needed to revive MSMEs in the food and beverage sector in Indonesia. 
The government must prepare a national economic recovery scheme, including in MSME actors 
(Fourqoniah & Aransyah, 2021; Hakim, 2021). 

 Previous research project stated that e-commerce growth in Indonesia will increase by over 40% 
in 2021 (Firmandani et al., 2021; Lupiana & Kusumajaya, 2021). This increase is in line with the shift in 
people’s lifestyles towards digital and the growing digitalization of the payment system. According to The 
Jakarta Post (2021), e-commerce transactions in Indonesia are predicted to reach Rp 403 trillion in 2021. 
This number grows 51.6% from the previous year’s Rp 266 trillion. The development of the world of e-
commerce is currently increasing, and some conveniences it provides make many people interested 
(Amaliah et al., 2021; Syarif et al., 2023). E-commerce or electronic commerce is a mechanism for managing 
business electronically, where the focus is on individual buying and selling business transactions via the 
internet (Reddy & Divekar, 2014; Rizaldi & Madany, 2021). This internet-based electronic technology brings 
together sellers and buyers directly and exchanges goods without having to meet face to face like in 
traditional markets. The presence of e-commerce has shortened the time to communicate with each other, 
between companies and other business entities. This is because, with e-commerce, the process is faster, 
intensive and cheaper than market management. Sales of goods online have beat the existing stores in the 
market. This is because of several factors, such as ease of trust and satisfaction with the system. 

There is a similar pattern in 2020, where the survey shows the number of E-commerce businesses 
in Indonesia 2020 at 2.361.423 units (Hartanto, 2020; Palil et al., 2020). This shows that the growth of e-
commerce in Indonesia is experiencing very rapid growth. The development of micro and medium 
entrepreneurs balances this kind of condition. Many micro business actors have switched to digitally buying 
and selling transactions. In addition, the data also shows that trends and online shopping patterns carried 
out by millennials and generation Z heavily influenced the development of e-commerce in Indonesia. This 
generation really likes to look for references and compare prices in digital stores (Muklas, 2020; Pratono & 
Tjahjono, 2017). They see the features and promo programs organized by the online store before they 
decide to buy an item. Moreover, the millennial generation does not hesitate to recommend to friends and 
people around them to prefer shopping online. 

The existence of the concept of e-commerce as an online store is an attribute of the changes 
presented in this 4.0 generation of shop innovation (Quesada & Mata, 2014; Sharma et al., 2018). E-
commerce players, including the advantages provided by the facilities provided by various online shops, 
freely gained when buying and selling at online stores is that sellers do not need to create their own website 
or website for buying and selling online. These sites require a fairly high cost and need starting activities so 
that many people visit the site. E-commerce sites that can be used easily in Indonesia include tokopedia.com, 
bukalapak.com, blibli.com, shopee, zalora, lazada and so on. The online store is easily accessible and there 



International Journal of Social Science and Business, Vol. 7, No. 3, 2023, pp. 769-782 771 

Yohanes Kuleh / Prospects of Digitalization of MSMEs Business Expansion in Sepakat Village 

are very few interruptions. People who want to become members and have an online store are also very 
easy. Registrants only fill out the form provided by including an email address, then create a username and 
password, then verify and can have their own online store. 

Through online business, there are many benefits, but there are some dynamics that are often found 
in online stores in Indonesia. Some of these problems are the difficulty of building buyer trust. Shopping 
online has its own uniqueness compared to shopping patterns in traditional markets (Laali et al., 2018; 
Verhoef et al., 2021). Its uniqueness is in terms of uncertainty, anonymity, lack of control, and the potential 
for taking opportunities by sellers. Consumers who buy through online stores face situations where the 
buyers themselves sometimes cannot control the fulfilment of their expectations with certainty. If he buys 
at an online store, they cannot see directly the goods he is going to buy, let alone meet directly with the 
seller. Based on this, there must be trust between the seller and the buyer to carry out a buying and selling 
transaction through an online store. 

Another factor that can influence online purchasing decisions is convenience (Cézanne et al., 2020; 
Sima et al., 2020). Using mobile phones connected to the internet in everyday life seems to have become a 
primary need today. The internet makes it very easy to do activities, especially in buying and selling 
transactions through online stores. This convenience can be felt by cellphone users when they want to buy 
goods practically, then only by connecting them to the internet. Various desired goods appear immediately 
and consumers just choose them. The goods that have been selected can then be paid for, which can also be 
done online and then just wait for the delivery period. They can make online transactions anywhere and 
anytime without depending on time and place, as in traditional markets. 

Using technology by consumers through online stores affects business development. If traditional 
traders do not address properly it, especially MSMEs, the longer the sales will decrease because they cannot 
compete with online stores (Redjeki & Affandi, 2021; Tavengerwei, 2018). With such a situation, it is 
necessary to have a new breakthrough for MSMEs to face increasingly fierce business competition through 
online stores today. This makes it necessary to make improvements to MSMEs and maintain good customer 
and consumer relationships for the long term (Panjaitan & Panjaitan, 2021; Udayana et al., 2021). 
Improvements that need to be done is to use proof emotional media through a marketplace, namely an 
online store. Another benefit of online stores for MSMEs is that they can increase MSME productivity and 
marketing through online networks that can connect directly with consumers. Online marketing for small 
and newly started MSMEs is suitable because it is cost-effective by not needing to provide outlets to display 
their products. It can control independently marketing without having to recruit employees, working time 
is also unlimited and has a wider market reach. 

As the innovation in technology and communication, the development of the internet in Indonesia 
continues to increase every year. The development of increasingly sophisticated technology caused this 
with many features of online buying and selling applications. The main polemic that has become a point of 
concern is the gap in MSME creativity. Specifically, MSMEs in Sepakat Village are not supported by facilities 
that are inclusive in operating digital businesses. For example, production systems that are conventional 
and product distribution processes that still apply traditional patterns, thereby reducing product sales, 
weakening market attractiveness, breaking business partnerships with online stores, and automatically 
influencing buyer interest. In principle, there are challenges in today's SMEs, including weaknesses in 
driving technology (Cotrino et al., 2020; Masood & Sonntag, 2020). In the marketing context, SME 
sustainability can be supported by an innovative and modern business strategy. Talking about the era of 
smart industrialism, the concerns of SMEs in developing markets are currently showing a striking situation 
after technological sophistication has entered expansively. Deeper understanding of cross-border 
commitments, Bangladesh's economy which is driven by the majority of SMEs, actually experiences 
obstacles in the right business plans, especially knowledge and technological skills that are 
disproportionate. An example from a developing country like Bhutan. A total of 168 SMEs were found to 
have poor infrastructure and financial problems. The existence of special requirements in setting up SMEs 
in cities with prominent villages has proven to not grow SMEs as an integral part.  

Unfortunately, the size of this good market potential has not been captured by MSMEs in Sepakat 
Village (Loa Kulu District). They still rely on traditional markets with regular customers who usually make 
purchases. If this continues, the development of MSMEs without being supported by online stores in the 
long term will surely reduce sales (Hartono et al., 2021; Nasir, M. S., AK et al., 2022). Based on this, it is 
necessary to design a strategy for building a digital village. A remote area that has the potential to be 
developed into a digital village in Loa Kulu District is Sepakat Village. The village is the village that has 
MSMEs in Tenggarong City (Kutai Kartanegara Regency, Indonesia). With this research, we expected it to 
elaborate a digital village development strategy in Sepakat Village, which is categorized as an independent 
village. 
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2. METHODS  

The working method implemented is qualitative-observation, with a constructivist approach 
(Mogashoa, 2014; Muhammad, 2021). Researchers go directly to the location by seeing and feeling the 
phenomena that occur in MSMEs, especially their business businesses, then analyze and describe them. 
Considering that the material is sourced from primary data, data analysis measurements are only targeted 
at studying the characteristics of constraints and obstacles to MSMEs in Sepakat Village. Afterwards, the 
urgency of the two aspects is articulated from a narrative perspective.  

Interview criteria invite key informants to explore universal problems related to local MSMEs 
through a forum. The procedure in this focus group discussion (FGD) focuses on six elements, including 
stakeholders (local government and village officials), MSME activists, banking, community/customary 
stakeholders, and the media initiated by academics. Technically, these parties are given time, opportunity, 
and space to evaluate and channel arguments to develop MSMEs holistically. Each of them also exchanges 
experiences as a vital session to collaborate with each other. It will contain the alternative solutions got in 
an “agreement” that is concerned with the partnership. 
 

 

Figure 1. Study Map 
Source: Authors own. 

 
Based on Figure 1 we can see the research location in Sepakat Village in Kutai Kartanegara Regency. 

Researchers conducted structured interviews with respondents who used online promotions, respondents 
who did not use online marketing and the management of the Sepakat Village. The urgency of choosing the 
study site is based on the striking regional disparity compared to other areas in East Kalimantan Province. 
Then, the researchers looked at the aspects of MSME management in Sepakat Village, which were not yet 
optimal. It should be noted that MSMEs in Sepakat Village are a “pilot project” by the central government as 
fostered MSMEs whose status and performance are not yet professional. 
 

3. RESULTS AND DISCUSSIONS 

Results 
Based on data got from village officials, there has never been a proposed idea of a “Smart Village” 

as a digital village program to facilitate micro, small and medium enterprises (MSMEs) in marketing their 
products so that they are better known to the wider community. A broad market share will make the level 
of sales even higher. MSME actors have realized this in Sepakat Village. Independently, they have introduced 
their products through social media such as Facebook and Instagram, then slowly later through e-commerce 
such as Bukalapak.com, tokopedia.com, blibli.com. 

Even though they have marketed products through e-commerce with their own labels and 
ownership by SMEs, what has happened is that the transition from traditional to online sales is still 
considered very difficult. There are still many MSME owners in Sepakat Village who are comfortable selling 
goods traditionally. They already have regular customers who order goods immediately and have them 
delivered to the customer’s shop. Some of the regular customers of the MSMEs in Sepakat Village are fish 
buyers from nearby cities, such as Samarinda and Balikpapan. The driving force for the UMKM in Sepakat 
Village is more in inland fisheries as river fish cages by supplying fish seeds, consumption fish and so on. 
Their income suffices to finance several of their employees and can ensure the continuity of their business. 
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Various things explained by other MSME actors were about the difficulty in dividing the time to 
take care of online marketing. They do not yet have sufficient human resources to manage their business 
through online stores (Cézanne et al., 2020; Sima et al., 2020). This causes the digital village development 
program in Sepakat Village to be quite stagnant. MSME actors are used to selling their goods to traditional 
markets (Hartono et al., 2021; Nasir, M. S., AK et al., 2022). If this is done, it is not too dangerous for 
development in the short term. However, the current fact is the internet era, where there is a shift in 
consumers who originally bought traditionally in the market to switch to online stores that are efficient. 
The buyers do not need to come directly to the traditional market, they only need to press a mobile phone 
that is connected to the internet and order the desired item. Based on this, an appropriate development 
strategy is needed to deal with the ongoing industrial revolution 4.0 era (Ellitan, 2020; Harahap & Rafika, 
2020). The MSMEs of the Sepakat Village must be aware so that they are able to seize the opportunities 
provided by the online store. 

Based on the theory, the transformation of MSMEs into online stores, there are five approaches that 
have been raised to serve as pilot strategies that will be developed in the MSMEs of Sepakat Village. The 
strategy for developing MSME productivity through digitization is planned as shown in Figure 2.  
 

 

Figure 2. Digital Transition Strategy 
Source: (Abdul Kadir & Mohd, 2021; Snyder, 2002; Weis & Speridakos, 2011). 

 
First, preparatory is the first step in developing a strategy in the process of supporting digital 

villages. This step is carried out by preparing MSME actors to carry out marketing independently. Done by 
MSME actors or assisted by their technology literate relatives. Because many of the MSME actors are still 
low on technology mastery, many of them are pessimistic at first when these MSME actors do not master 
technology. Yet when they get used to it, it will be easy to find a solution to their fear. 

Information technology is developing quick, business changes are shifting without us realizing we 
are already living side by side and its market share is almost causing concern and there are even some big 
companies that have to close their businesses. The presence of this information technology has messed up 
the existing market. It can even be said to damage the existing business order. At this preparatory stage, the 
steps taken are starting from changing the mindset or mindset of MSME actors. Businesses that can survive 
are businesses that can adapt to change. The winners are those who take part in making the changes 
themselves. It forced those who cannot survive to go bankrupt or lose market share. Instilling a mindset to 
always learn needs to be instilled from the start of developing a digital village. 

Change does not stop at changing mindsets, but continues with follow-up by adjusting the pattern 
of business being carried out and the pattern of work that will be done. MSME actors can run their business 
24 hours a day to market their products, because no matter how good and how well, the quality of the 
products produced will be of no use if the market is not aware of its existence. Products that are marketed 
traditionally have limitations, namely the scope is narrow, the distribution area is only within a certain 
radius and when you want to market products to other areas in the traditional way, it requires high costs. 
When it is done continuously, it will affect the swelling costs that must be incurred. Meanwhile, with digital 
marketing, the process can be minimized and even the promotion costs to be zero or there is no need to 
budget costs because they only take product photos and then post or offer them on social media. 

Moral and material support is very much needed so that these business actors can enter the existing 
competition, both from academia, government agencies or trade and industrial offices, to help MSME actors. 
Given the enormous impact that will be obtained by MSMEs when they can enter business competition and 
an increase in the number of buying and selling transactions carried out online. When the obstacles 
experienced by MSME actors can be solved and they found a solution, it is hoped that MSME actors have 
confidence and can have enthusiasm in running a business. 

The stages in this activity can be as discussions and assistance about digital businesses that are 
carried out only with smartphones and quota fees, which are currently relatively affordable. 
Communication and discussion with MSMEs must be carried out intensely considering that the 
development of digital business is changing quickly. Once the media used is always changing from one 
period to the next based on trends that occur in society. This differs from the previous business pattern 
where business actors can easily survive with and without changing their business pool for a long period 
up to 20 years to 40 years. Digital business is different, because this year it could be a trend, the next year 
it will be abandoned. Similar research highlighted that online stores for MSMEs can increase productivity 
and marketing (Prameswari et al., 2017; Syaifullah et al., 2021). 
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Second, presence plays a vital part in introducing MSME actors to digital marketing. The active role 
of MSME actors’ marks business actors to spend their time in making activities successful in attending 
mentoring programs and discussions about the extent of mastery of business actors regarding the use of 
digital marketing technology. Starting from social media to mastery of e-commerce whose product coverage 
area can be further and more trusted by the market in Indonesia because of a system that can minimize 
forms of fraud and fraud in buying and selling transactions carried out online. This is in line with the 
publications of previous research that online stores are a change that is presented in generation 4.0 with 
the advantages of shopping innovation (Reinartz et al., 2019; Willems et al., 2017). 

This stage is also an approach to MSME actors with regular discussions and conveying an 
understanding that using information technology is easy, can be done anytime and anywhere. Seriousness 
in attending meetings and activeness in the discussion process to find solutions related to the problems 
faced are important because this is a step from mentoring to realize a digital village. 

Digital marketing, where the increasing number of internet users in Indonesia is a breath of fresh 
air for business actors to introduce their products to the public. This means that the more internet users 
there are, the wider the market share that will be entered for product distribution. The shopping pattern of 
the people who have switched to electronic transactions is an excellent opportunity to be used as a new 
business model. So that in the end the goal of business actors who want to get high profits can be realized 
because the product can be distributed directly without going through the distribution chain and without 
having to pay property rental costs which are increasingly expensive because of an increase every year. 
With digital marketing, it can do the process of product marketing and product distribution from home by 
implementing digital marketing. This digital marketing stage is by teaching how to create e-mails which will 
later market products. Teaches how to use email from writing, replying to marketing products through 
email marketing. Interaction that can be done face-to-face and sending e-mail solves make the marketing 
process efficiency itself. Giving the address and type of business on google map is considered important, so 
that when people are searching the map, it will be suggested what is needed and this is also a medium to 
introduce their products to people who are accessing google map and notify google map users about the 
existence of the business by addresses that can be seen up to photos of clear locations along with directions 
to the business location of MSME actors. 

It taught social media to market products; the creation of social media accounts is carried out 
starting from making Facebook because users are among the highest in Indonesia and the coverage area is 
also wider because almost all citizens of the world use it. On Facebook, marketing can be done for free or 
paid by using Facebook ads. Of course, there are advantages and disadvantages when choosing options in 
marketing products through Facebook. When you use Facebook ads, it taught you how to make the right 
ads according to the demographics and psychographics of the target market so that the paid ads can reach 
the right market and people. Likewise, the use of Instagram and other social media applications that can 
control the marketing of products to potential customers. 

Helping MSME actors in making e-commerce in online stores in Indonesia is no less important to 
teach. It taught business actors to create at least one user account at online stores such as Bukalapak, 
Tokopedia, Shopee, OLX and others. The inhibiting factor in this activity program is the busyness of MSME 
actors, the number of activities carried out routinely and draining energy, training time becomes expensive. 
Mastering the use of digital marketing for the older generation is helped by the existence of substitutes such 
as their children or grandchildren (millennial generation and generation Z) who are already accustomed to 
using digital technology. Ideally, MSMEs without being supported by online stores will reduce their sales 
(Belitski et al., 2022; Liguori & Pittz, 2020). 

Transaction integration. This session is a pattern in which it will carry out the transaction process, 
so it is important to provide assistance in providing understanding to business actors to use and transact 
using electronic transactions. Using mobile banking, using e-money and digital transactions that are still 
rarely used or even many of them have never done it before. The transaction process is basically a simple 
process, but because of the fear of business actors, this has become a hard step. It is necessary to provide 
understanding and ensure that the use of this electronic transaction is safe as long as it is used in the right 
way and an understanding of the correct use of the application. The limitations of human resources in using 
electronic transactions need to be a concern because it is useless for many products to be ordered, but the 
transaction time cannot respond properly. The customer has paid for the product, but many of the MSME 
actors have not responded quickly so that the customer is disappointed and gives a low rating on the online 
store owned by the MSME. Because when the reputation in the online store is low, it will affect the absence 
of trust by potential customers who visit the online store. So that at this stage, it is necessary to get serious 
attention to carry out intensive help, so that what is only expected can be carried out as planned. 

The next item is autonomy. This is the stage where MSMEs transform their business into e-MSMEs. 
From the hope from this stage is that MSME actors can compete and be able to compete in entering e-
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commerce competition. The large number of similar business actors should not discourage business actors, 
the high number of competitions which even among business actors lowers prices and competition at low 
prices does not dampen the intention of MSME actors to continue to transform their business into a digital 
business. The government’s role as a regulator and facilitator must continue to be carried out to foster and 
guide business actors so that they can continue to be independent in managing their businesses. A level of 
independence of MSME, actors must be maintained so that in the end they can produce and inspire MSME 
actors to continue to be able to adapt to existing business conditions. 

Partners between the government and the Indonesian Chamber of Commerce and Industry 
(KADIN) to create a community and classify similar businesses, expanding the network of fellow business 
actors in the region is a step that needs to be taken, motivational encouragement must be carried out 
intensely so that there is confidence in business actors in the face of increasingly fierce business 
competition. It is hoped that the formation of a community and networking among business actors will have 
a good impact on business actors. Fellow business actors can cooperate with each other, or support each 
other in running a business. The mindset of competition among similar business actors must continue to be 
realized, which in the end hopes to create a mutually beneficial cooperation will quickly be realized. With 
the formation of a community among MSME actors, it becomes a material consideration for the government 
to issue a policy related to the difficulties and problem solving experienced by business actors with a 
coaching program that is carried out continuously. In the coaching process, it is necessary to create an 
organizational structure and regional coordinator in each sub-district or region. Which in the end will be a 
bridge that connects MSME managers with government officials tasked with fostering MSMEs. 

Business ideas and problems will be easy to find solutions to when there is a community. The role 
of the government is as a good regulator in realizing business actors expect what. At this stage, there are 
several things that can be identified, including the ability of MSMEs to run a digital business. This is the 
capital to be creative and innovate to adapt to the conditions and business competition that occurs. The 
obstacle that has the potential to occur is the number of MSMEs which have many members, so that it makes 
it difficult for the MSME community to determine the priority of the program to be implemented tug of war 
of interest always occurs. Self-awareness from fellow business actors to let each other go if there is no 
support for the MSME group has not been realized is important. The existence of a good communication 
between members of the MSME community to create a digital village allows fellow MSME members to 
interact with each other, anticipate, explore problems, and solve problems faced by MSME actors (Jati et al., 
2017; Maidawati, 2022). 

The crucial point is the verification of interviews and FGDs, where the most core fact of the 
sustainability of MSMEs in Sepakat Village is the ease of business permits. Here, the interaction between 
stakeholders must accommodate the dimensions of MSME problems. The essence that has been discussed 
also leads to financial modify efforts, mapping of business potential, competent institutional network, data 
visualization and analysis, widening the literacy lens, digital transformation, to reconstructing an inclusive 
MSME standart. 
 
Discussion 

Online marketing through online stores helps companies, especially small and medium businesses, 
to promote and market their products or services. Online marketing can also open up new opportunities 
and markets that did not exist before due to time, distance and communication constraints. With online 
marketing that is wide open to be accessed, consumers have the opportunity and have access to know the 
products that will be offered and are interested in doing online shopping. 

Online shopping is an activity in purchasing goods and services through a medium, namely an 
online store. Online shopping activities usually include business to business and business to consumers. 
Based on previous research, it is stated that online shopping is a business for consumers because the 
purchases that have been made are purchasing activities made directly by consumers and not for resaling 
their products. Online shopping activities are individual or retail transactions with individual buyers, so 
online shopping is a buying decision made by individuals online. In online marketing, there are 7 stages 
including situation analysis, e-marketing strategic planning, objectivities, e-marketing strategy, 
implementation plan, budget, and evaluation plan (Fayvishenko, 2018; Setini & Darma, 2019). 

The first stage is the start of a business which is carried out by conducting a SWOT analysis, namely 
the strengths, weaknesses, opportunities and threats experienced by MSMEs. This Strengths, Weaknesses, 
Opportunities, and Threats (SWOT) analysis is part of systematically identifying various factors in order to 
formulate a strategy to be applied by the company. The analysis is carried out based on the logic found by 
an analyst to maximize the strengths and opportunities that can be exploited, then only seen from the 
internal and external factors of the business. Internal factors here are strengths and weaknesses, while 
external factors are opportunities and threats that come from outside the company. This is important to 
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note because to map the position of the business which coordinates are located, which in the end will not 
be used to make a decision. 

This e-marketing strategic planning stage has seven steps that can bridge the evaluation and 
analysis process to get opportunities in a market. This method is done by identifying what customer needs 
have not been met so far, and then identifying which customers the company will target. The next step is to 
assess the advantages associated with the competition that occurs. Assessing the existing resources in a 
company is important to do. It is useful for providing offers, assessing market readiness about the use of 
technology, which will ultimately determine the opportunities that exist concretely and to assess 
opportunities and attractiveness to customers. The formulation of this e-marketing planning strategy 
includes segmentation, target market, product differentiation, and positioning of the business. 

The purpose of e-marketing includes several aspects, namely starting from the task, quantity and 
time allocation. It related the task here to what is being achieved. Quantity is they produced how much, 
while the time frame can be interpreted when it is executed. Online marketing mostly has a goal to meet an 
increasing market, the number of excellent reviews, efforts to increase revenue, cost efficiency for 
promotion, achieve brand image, increase database volume and how to achieve the goals of Customer 
Relationship Management (CRM) itself. What is meant by CRM here is how to increase customer satisfaction, 
how often to purchase and how the customer refers the product to other buyers. Another goal is to improve 
supply chain management by increasing coordination among members, increasing the number of partners, 
and increasing efforts to optimize inventory. 

The online marketing strategy in question includes a strategy on the relationship management in 
order to achieve a goal related to product, price, place, and promotions (4Ps). 

In the implementation phase focuses, the company must decide to achieve its goals by 
implementing effective and creative strategies. Marketers must determine the marketing mix according to 
the 4P criteria. This strategy is then implemented by drawing up a plan for its implementation. MSMEs must 
check that the marketing that has been carried out is properly implemented. Starting from preparing staff, 
organizational structure, departments, customer service and other factors that come from outside the 
company. 

The key to strategic planning is how to identify the results that will result from an investment. 
During the planning process, marketers will work to keep track of revenues and costs at all times in order 
to monitor the results achieved. The rating judges reports from online stores how many stars the online 
store has obtained which is then used to view results and records to determine customer satisfaction. 
Another function is to monitor information regarding the budget that will be accounted for revenue forecast 
calculations need to be made as well as intangible benefits or intangible benefits got. Cost savings and e-
marketing costs also benefit from this condition. 

Planning an online promotion is usually carried out and then evaluated, whether the success of the 
planning is based on an evaluation carried out in the future. The type of evaluation depends on the 
objectives and plans that have been drawn up. In determining the output of MSME marketing, one can use 
a technique commonly called a balanced scorecard, which serves to measure the success of selling products 
owned by MSMEs through online stores. 

Sales is defined as a science and art to influence a person or person by a seller. The goal is to invite 
others to buy the product to be offered (Harrison et al., 2014; Skiba et al., 2019). Sales productivity here is 
the level or number of products and services that can be sold so that exchanging products or services occurs. 
The more products sold, the more productive the business that has been run will be. 

Referring to Law number 20 of 2008 concerning MSMEs, which is a productive business owned by 
individuals or individual business entities under the criteria for micro-enterprises as regulated in the 
regulation covers three corridors (Waziri et al., 2018; Wijaya et al., 2022). First, a small business includes a 
productive economic business that is already independent and is carried out by people, by individuals or by 
a business entity that is not a subsidiary and is not a branch of a company that is owned, controlled and as 
an instrument directly or indirectly from a business that is owned, controlled or meet the criteria for a 
medium or large business. Second, a medium-sized business is a productive economic business that has 
been independent, carried out by individuals or carried out by a business entity that is not part of a 
subsidiary that is owned, controlled, or becomes a consortium of small businesses or part of large 
businesses with a total net worth and the amount of annual sales proceeds as stipulated. Finally, such as 
micro-enterprises, where part of business activities is to expand employment opportunities and to provide 
economic services to the community which also plays a role in the process of equity, increasing income, 
encouraging economic growth in an area, and contributing to national stability. Micro-enterprises are also 
the main pillar of the economy that have access and opportunities, connections, protection and 
development as a form of partiality to people’s economic business groups, this does not have to ignore the 
role of large businesses and State-Owned Enterprise (BUMN). 
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The foundation in the principles and efforts to empower MSMEs referring to government 
regulations is described in two perspectives, namely the principle of empowerment and the objectives of 
MSMEs. From the principal aspect, increasing independence and togetherness so that the entrepreneurial 
spirit possessed by MSMEs continues to grow to produce a work by making their own products, creating 
alignments in public policies such as being transparent, accountable and fair, then business development 
based on the potential of an area and its market orientation. are expected to be in accordance with the 
competencies possessed, stimulate competitiveness, and carry out the implementation, implementation, 
planning and control that are carried out in an integrated manner. On the one hand, the purpose of 
empowering MSMEs is to create a national economic structure that is balanced, developed and just, 
develops the capabilities of MSME actors into a strong and independent business in its management, and 
accommodates the contribution of MSMEs in development, income distribution, creation of employment, 
poverty alleviation, and national economic growth. 

The development of the sales strategy of MSME results by using an online business, namely by 
buying and selling online. Buying and selling online is defined as the process of transacting goods and 
services through electronic media, especially through the internet (Akar & Nasir, 2015; Küster et al., 2016). 
Some online sales now prefer online store service providers compared to creating their own online store 
website (Dospinescu et al., 2022; Vasić et al., 2019). Some online media that are trending in Indonesia 
include Bukalapak.com, tokopedia.com, blibli.com, shopee, Lazada and other online stores. Buying and 
selling through online media is a sale and purchase contract, carried out through internet facilities to carry 
out product exchange transactions as goods or services. This online sale and purchase is an agreement made 
jointly by determining certain characteristics, namely by paying first and then the goods will be sent later. 
Buying and selling online can also be interpreted as buying and selling using internet media. The transaction 
process does not have to meet between the seller and the buyer directly. However, payment is made first 
before sending the product through the delivery service. The characteristic of such transactions in Islam is 
that it is permissible, because it is the same as the sale and purchase contract of “salam” and “istishna”. 
While buying and selling istishna is a transaction with a payment system that is it postponed immediately 
or postponed according to the agreement and the delivery of the goods (Dedi, 2023; Shifa, 2021). 

There are two types of commodities that are traded, namely products or services as digital or non-
digital. Buying and selling online itself is for various kinds of non-digital commodities. As for non-digital 
commodities, such as ebooks, software, script data as files, and submitted directly to consumers either via 
download or email. Commodities traded in MSMEs are still conservative or non-digital (Maksum et al., 2020; 
Tambunan, 2019). The goods produced by MSMEs are finished goods such as uniforms, apparel, robes and 
batik. The online business, in the view of Islamic economics, is divided into the form of halal or haram, legal 
or illegal. Online businesses that are prohibited in Indonesia are gambling transactions, buying and selling 
of illicit goods such as liquor, haram food and illegal goods with no clear brand and production (Ariadne et 
al., 2021; Kristianto et al., 2021). So, the legal basis for online business in Islam in principle is that it is 
permissible as long as there are no prohibited elements or elements in the business process. This online 
buying and selling transaction are only based on the description or description provided by the seller and 
when the buyer agrees, then the law is already valid. Of course, the product description must be under the 
condition of the product. If it does not match, then the buyer also has the right not to continue the purchase 
process or cancel the purchase of the product. 

Almost two decades ago, the government’s commitment to support the empowerment of MSMEs in 
Indonesia has produced strong local entrepreneurs from various fields. When Covid-19 wreaks havoc on 
the economic downturn in many countries, MSMEs are the only ones that stand out the most, are solid, and 
are like a “driver pillar”. 

Previous research views that MSMEs hold impressive control over the structure of economic 
growth (GDP) over time, which stimulates 61% of the strategic economic sector (Alom et al., 2016; 
Tambunan, 2019). Thus, as much as 97% of the national workforce is absorbed in MSMEs. This achievement 
is inseparable from the level of capability, creativity, innovation, and strong consistency of government 
programs such as the allocation of people’s business credit (KUR). The lack of marketing in building 
Indonesian MSMEs, indicates low SME productivity. This is in contrast to today's large companies that show 
productivity strength on a macroeconomic scale. 

Interestingly, the Indonesian government has provided credit financing to MSME managers 
through access to insurance, guarantees for microfinance institutions, low interest rate subsidies, and a 
guarantee fee scheme that reaches MSME groups and clusters to villages or areas outside urban areas. The 
government also always encourages MSMEs to always make systematic improvements to accelerate the 
national economic recovery (PEN) with a regulatory framework for market support, capital, legal legality 
for product certainty, and supporting an integrated production cycle (Nursini, 2020; Oba & Onuoha, 2013). 
The relation with this paper emphasizes renewable concepts, such as the introduction of digital business 
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for MSMEs in Sepakat Village which leads to autonomy, transaction services, marketing connections, 
presence, and preparation. In line with these five frameworks, several empirical arguments are highlighted. 
In India, for example, in several decades, MSMEs have played a role in maintaining economic-social balance. 
Unfortunately, while this labor-intensive field has stimulated job creation, it is not yet considered self-
sufficient (Maheshkar & Soni, 2021; Tirtana et al., 2020). It is alleged that the performance of MSMEs has 
not been optimally reformed, where too to weak managerial skills, external shocks have also occurred due 
to inadequate financial institutions in facilitating MSMEs. From a similar country, for example the case that 
addresses Bihar. In this Indian state, the growth of MSMEs as an accelerator in reducing the poverty gap 
seems to be running normally. Surprisingly, the inability of the competitiveness of MSMEs there is caused 
by the inability of management to protect product excellence, which has implications for promotion and 
technological inefficiency (Hanggraeni et al., 2019; Syahza et al., 2021). Reflecting on Saudi Arabia, the main 
obstacle in the survival of MSMEs is the hostile business environment. Logically, various problems are 
described, including: bureaucracy, financial access, training crises, credit options, and policy changes 
according to the field of MSME activity. During the 2009–2017 duration, active SME turnover at local and 
national levels in Romania is expected to have a positive impact on investment turnover. Statistically, in the 
context of innovation, it is acknowledged that there is a positive correlation with turnover (Gherghina et al., 
2020; Govori, 2013). The consequences of the entrepreneurial growth of SMEs in Pakistan over the past few 
years have been financial constraints, management failures, and uncertainty over the status of 
infrastructure (Khan, 2022; Olaore et al., 2021). Interestingly, although SMEs are seen as economic engines 
in many nations, they are still an obstacle to financing small projects in Palestine. The main trigger is poor 
organizational management in channeling incentives to small businesses. On the dark side, the legal 
framework that is designed as an alternative, has proven not to protect the interests of SMEs. 

This research makes an important contribution to the development of the scientific field of online 
marketing and Micro, Small and Medium Enterprises (MSMEs) in Indonesia. However, this study has some 
limitations. First, this study only focuses on Agreed Villages in Kutai Kartanegara Regency, so the results 
may not be directly generalizable to other regions in Indonesia. Second, the data collection method used is 
qualitative observation, which can affect the subjectivity of the analysis results. Based on these limitations, 
it is recommended to involve more research sites and use different analysis methods to corroborate the 
validity of the findings. In addition, there is a need for cooperation between the government, universities, 
and industry players to provide more in-depth support and training to MSMEs in facing challenges and 
opportunities in the era of online marketing. 
 

4. CONCLUSION 

Based on the results of this study, it can be concluded that factors such as location and quality of 
service influence the purchase decision of subsidized houses by low-income people during the COVID-19 
pandemic in South Sulawesi Province, Indonesia. This research found that MSME players in Agreed Village 
need to utilize online stores as partners in developing their markets. In addition, socialization regarding 
alternative MSME development through markets and local market revitalization also needs to be carried 
out to help MSMEs during the pandemic. Thus, this research can provide a deeper understanding of the 
factors influencing subsidized home purchase decisions amid the pandemic and provide practical 
recommendations for businesses, communities, and local governments in overcoming obstacles faced by 
MSMEs during this crisis. 
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