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ABSTRACT  

The slow growth of Micro, Small, and Medium Enterprises in rural areas 

has resulted in low sales volume. Despite the fact that MSMEs provide 

employment opportunities for rural communities, they do not eliminate 

poverty or unemployment. To make the most of digital media, solid 

digital marketing strategies and concepts are required. Digital marketing 

is the use of social media networks to conduct promotional activities 

and map digital markets. Digital marketing ideas can bring 

geographically dispersed parties together by using computers or other 

electronic equipment. The goal of this research project is to identify the 

most effective digital marketing tactics for the growth of MSMEs in 

Cimekar village, Bandung regency. The descriptive qualitative research 

method was used in this study. The data for this study is gathered 

through observations, interviews, and secondary sources such as books, 

journals, and articles. According to the findings of this study, MSMEs' 

productivity growth in Cimekar Village has been negative. Even if a 

website for an online business has already been created, not everyone 

has implemented a digital marketing strategy. As can be seen, the digital 

marketing strategy has received little attention from MSMEs in Cimekar 

Village, Bandung Regency. So it is hoped that MSMEs in Cimekar 

Village, Bandung Regency, will be able to adapt to changing times by 

selling online using digital marketing strategies. not everyone has 

implemented a digital marketing strategy. As can be seen, the digital 

marketing strategy has received little attention from MSMEs in Cimekar 

Village, Bandung Regency. So it is hoped that MSMEs in Cimekar 

Village, Bandung Regency, will be able to adapt to changing times by 

selling online using digital marketing strategies. not everyone has 
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implemented a digital marketing strategy. As can be seen, the digital 

marketing strategy has received little attention from MSMEs in Cimekar 

Village, Bandung Regency. So it is hoped that MSMEs in Cimekar 

Village, Bandung Regency, will be able to adapt to changing times by 

selling online using digital marketing strategies. 

 

Keywords: Micro, Small and Medium Enterprises (UMKM); Digital 

Marketing; Sales online 

Introduction 

Micro, Small and Medium Enterprises (MSMEs) are businesses that are owned and operated 

by one or more people. Community members will benefit from the growth of micro, small, and 

enterprises (MSMEs), which will create jobs and eradicate poverty and unemployment. Without a 

job, the people of the hamlet decided to open their own business by taking advantage of existing 

potentials and opportunities (Triyono, Hermanto, and Suwaji 2020). According to Awali and 

Rohmah (2020), Indonesian MSMEs are the largest contributor to GDP and a mainstay in absorbing 

unemployment and substituting consumer goods manufacturing (Zanuar Rifai and Meiliana 2022) 

Quoted in (Menkominfo, 2022) MSMEs contribute more than 60 percent. Traditional print media is 

also suggested by Cant, MC and Wiid (2016). Traditional marketing, on the other hand, is considered 

less successful by many business actors. 

The retail industry, as well as the economy as a whole, is heavily impacted by digital 

advances in globalization. Today's retail markets, large and small, large and micro, have all seen 

their revenue fall victim to the coronavirus. Despite advertising the convenience of buying, 

individuals in the digital age are still wary and prefer to make purchases online or via media apps, 

nonetheless (Nisa and Tamzil 2021). 

To build client loyalty and increase online sales, small and medium enterprises (SMEs) must 

have strong marketing strategies and ideas before using digital marketing media (Hutami et al. 2019). 

When a small business has access to the internet, is active on social media, and is able to expand its 

e-commerce capabilities, it generally reaps the financial, employment, innovation, and competitive 

benefits that accompany this activity. Many SMEs, on the other hand, have not yet adopted the new 

technology. especially when it comes to digital media) (Naimah et al. 2020). 

Digital marketing is the use of social media networks to carry out promotional activities and 

map digital markets. By using computers or other electronic equipment, digital marketing ideas can 

bring geographically diverse parties together. The integrated interactive marketing approach that 



 

 

BIJMT Vol 3 No. 1 (February 2023) – E-ISSN: 2827-8380 P-ISSN:2810-076X  
 

  

 
 
 

 

 

186         
 

 

BRILLIANT INTERNATIONAL JOURNAL OF MANAGEMENT AND TOURISM 

http://ejurnal.stie-trianandra.ac.id/index.php/bijmt 

Main Journal Link : http://ejurnal.stie-trianandra.ac.id/index.php 
 

brings together producers, customers and the market as a whole is known as digital marketing. By 

using a plan that leverages technology, companies will be able to more easily contact their target 

market (Sasa et al. 2021). 

To implement digital marketing is required Social media marketing is social media marketing 

is any form of direct or indirect marketing that is used to build awareness, recognition, recall and 

action for a brand, business, product, person or other entity and is carried out using Web tools social 

media, such as blogging, microblogging, social networking, social bookmarking, and content sharing 

(Gunelius, 2011). Then a search engine optimization (SEO) strategy is needed which is defined by 

Ledford (2009) cited by Arifin et al., (2019) as a search technique that uses keywords or phrases that 

contain indicators contained in web pages, the information will be indexed by the engine. 

An equally important strategy, namely email marketing, is defined by Fariborzi, (2012) as 

the preferred contact method for businesses that want to cut expenses, connect with buyers and 

increase profits. But as the dynamic world of marketing progresses, analysts have identified some 

drawbacks to email marketing which have made alternatives such as direct marketing campaigns or 

text campaigns look more attractive. Then affiliate marketing or what is often referred to as affiliate 

marketing. In this respect it has become an absolute source of acquiring customers and any 

entrepreneur will be able to create a network which will help to affiliate with any organization which 

will ultimately help in getting referrals from customers through his site irrespective of any place, 

Apart from building brand recognition, digital marketing can also be used to determine which 

social media platforms to use as well as develop messages and decide on various promotional 

strategies (Oktafiyani, F and Rustandi 2018). Thus, the business will be able to function at its best. 

There must be a separate identity for each IKM activist to differentiate it from the others. Defining 

individual or group identity can be done in various ways (Saudah, S., and Adi 2018). 

The growth of the digital world and the internet, in particular, has opened up new avenues 

for small and medium enterprises (SMEs) to offer their products and services. Digital marketing is 

a viable marketing strategy in the current economic climate (Harahap, Dewi, and Ningrum 2021). 

Social media, such as Facebook, is a common medium for digital marketing efforts. Social media 

platforms like Instagram, WhatsApp, Twitter and so on all have unique features that allow businesses 

to promote and sell their products and services. The use of technology in marketing is very important 
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for small companies to survive (Alford, P and Page 2015). Google My Business is a digital media 

platform that small and medium businesses can use to enhance their product promotions (Ridwan et 

al. 2019). Therefore, It is very important to pay attention to the growth of MSMEs. The profitability 

of MSMEs can be increased by using online marketing strategies (Setiawati, I and Widyartati 2017). 

The increased use of the internet and smartphones has pushed the use of digital marketing to 

a higher level (Abdurrahman et al. 2020). Digital marketing plans can increase the competitive 

advantage of MSMEs in selling their products by up to 78%, according to Wardhana (2015), referred 

to by Syifa et al. (2021). To provide a competitive advantage for MSME actors, this approach 

involves disseminating digital marketing tactics through the use of social media. This is important 

because it can teach them how to grow their customer network by utilizing social media to advertise 

their products. Especially during the current Covid-19 pandemic, it is an uphill struggle, but the 

existence of MSMEs using internet marketing is not worth the trouble. On the other hand, MSMEs 

are considered to have the potential to boost the Indonesian economy. To help MSMEs in rural areas 

to become centers of economic power, a digital technology-based marketing approach is needed. 

According to the Central Bureau of Statistics, Indonesia's e-commerce market has grown by 

17 percent over the previous decade. There are 26.7 million e-commerce users in the United States. 

In 2018, the Indonesian e-commerce market grew very rapidly. The growth of small and medium 

enterprises helps maintain a healthy balance in this situation. Many small businesses have made the 

leap to do all their transactions electronically. According to research, the online shopping habits of 

millennials and members of generation Z play an important role in Indonesia's e-commerce growth. 

At Internet retailers, this generation doesn't like relying solely on word of mouth and price 

comparisons. Before making a purchase, people look at the promotional features and programs 

offered by online retailers. Besides that, 

One of the villages that attracts researchers is Cimekar Village because with so much 

potential in this village, the community still doesn't know online sales techniques. Then the problem 

is in Cimekar Village, Montong sub-district, Bandung Regency, which is also a village area located 

in the middle of a protected forest area, namely that many people from Cimekar Village have great 

potential, but have not been well educated about marketing and obtaining information in the 

Industrial Revolution 4.0 era using digital media. For example, only some people use the Facebook 

platform to sell their products. There are still many people who still rely on marketing from offline 

or only shops so that product marketing is still local and traditional and business opportunities in the 

global era are not fully understood, this is mainly related to the sale of processed products and 
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agricultural and plantation derivative products in the area. So that it is necessary to use digital 

marketing by the community in Cimekar Village, Montong District, Bandung Regency, East Java. 

According to Malik (2018) quoted by Supriyanto, (2019) there are five stages that are 

formulated, namely "prepatory, presence, digital marketing, transaction and autonomy." Based on 

this, it is necessary to develop a digital village development plan. Coming Community has the 

potential to transform into a digital village. In Bandung Regency, the city serves as a hub for small 

businesses. The digital village development plan is projected to be developed in Cimekar Village, a 

relatively large MSME industrial village in Bandung Regency. 

Research Methods 

Qualitative methodology is used in this research. Sugiyono (2018: 16) claims that the 

qualitative research method is positivist-based and is used to research the conditions of natural 

objects (as opposed to experiments), where researchers are the key instrument, with in-depth 

interview data collection techniques, data analysis is inductive/qualitative. He claims that the main 

source of data in qualitative research comes from informants through their words and actions, with 

a balance of additional data, such as related documents, books, journals, and also supporting 

regulations (Lofland in Moleong 2016: 157). Researchers investigate and explain events that occur 

in small and medium industrial villages by going directly to the location and seeing it first hand. The 

industrial tourism village of Cimekar, Bandung Regency, was used as a research location. In Cimekar 

Community, researchers conducted structured interviews with respondents from SMEs and digital 

village managers. Then the researcher manages the data by conducting interview transcripts, 

selecting important data and selecting data for use by researchers. 

Results and Discussion 

Based on the results of research conducted by researchers. Researchers have conducted 

observations and interviews with SMEs in Biringin Village, Bandung Regency. According to Malik 

(2018) cited by A. Supriyanto and Hana (2020) explains the theory of digital village development 

strategies. In this case, if applied in Biringin Village, Bandung Regency, it can be further explained 

as follows: 

a. Prepatory.This stage is the initial stage in developing a strategy, and is only carried out 
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during the digital village development process. This is done by preparing MSME actors to 

handle its own marketing. As the results of interviews conducted by researchers with MSME 

actors in Beringin Village stated that:  

"Marketing carried out by MSMEs in Beringin Village is mostly done by word of mouth and 

shops in front of the house".  

Of course, it is necessary to introduce digital marketing strategies to MSMEs in Cimekar 

Village. Because information technology is developing rapidly, business changes are 

changing without realizing that we are already living side by side, the market share is mostly 

a concern, and even some large companies are closing. The existence of this information 

technology has disrupted the existing market, one might even say disrupting the existing 

business order (old marketing strategy). 

b. Presence. At this stageshows the steps to introduce SMEs to digital marketing. Active 

participation of MSME actors in assistance programs in the use of digital marketing 

technology. So it is necessary to have the presence of economic actors who take their time 

for the success of their business. There is already a desire to move forward and develop 

MSME actors in Beringin Village. Because in the mentoring process carried out by 

researchers, many residents also attended to obtain information related to marketing 

strategies such as the use of digital marketing, e-commerce and product development. 

c. Digital marketing.By using digital marketing, the process of product marketing and product 

distribution can be done based on where you live. Based on the results of interviews 

conducted by researchers with local MSMEs, it was stated that: "Only a few MSMEs sell 

using the marketplace, only on Facebook". It can be seen that there are already some people 

who are literate in using technology to market the products they sell. 

Transaction Integration. The transaction process is carried out in this phase, so it is important 

for business actors to understand it so they can make transactions using electronic 

transactions. Based on the results of interviews conducted by researchers with local MSME 

actors, it was stated that: "Only some people understand the use of ATMs, mobile banking 

or bank transfers. like that. Because most parents don't know, so support from young people 

is needed to support it, from other parties as well.” Knowing this statement, MSME actors 

must know trading procedures which are basically easy, but are challenging steps because 

they change old/traditional habits. As long as these electronic transactions are used in the 
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right way, MSME actors will benefit widely. So that MSME actors need to understand and 

know that the use of electronic transactions is safe 

d. Autonomy. At this stage, MSMEs begin to transform themselves into e-MSMEs. It is hoped 

that MSME actors will be able to participate and compete in e-commerce at this level. Based 

on the results of interviews conducted by researchers with local MSME actors, it was stated 

that: "The desire to progress among the residents of Cimekar Village is there, it's just that it 

really takes time and process considering that there are still many obstacles that occur in the 

community. So that with the assistance provided by Mr. Novi and the team, hopefully it can 

have a good impact on MSMEs in Cimekar Village ". 

Knowing this statement, it can be seen that the ability of MSMEs to run a digital business is 

one of the elements that can be determined at this time. Adaptive capital in the face of 

changing market conditions and competition. The potential obstacle is the large number of 

MSMEs with many members, and the continuous tug-of-war makes it difficult for programs 

run by the MSME community to prioritize. It is important to realize that other business actors 

will let each other go if the support from the MSME Group does not materialize. To create 

a digital village, MSME members need to maintain open lines of contact to share information 

and learn from one another, as well as assess and solve problems faced by MSME 

stakeholders. 

e. Preparatory. PreparatoryThis is the initial stage in developing strategies, and only carried 

out during the digital village development process. This stage is carried out by preparing 

MSME actors to handle their own marketing. This is done by MSME actors or with the 

assistance of families who are technologically literate. 

Products sold traditionally are limited, narrow in scope, have distribution areas within a 

certain radius, and if you want to sell your products in other areas in the traditional way, 

you have to pay high costs. Doing this continuously will affect the source of the costs 

incurred. Digital marketing, on the other hand, minimizes the process and costs zero. Or 

you can simply take a photo of your product and post or give away on social media, saving 

you nothing. Moral and material support is needed for these economic actors to take part in 

existing competitions from academics, government agencies, as well as trade and industry 
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services to provide support to MSME players. Because MSMEs can compete in business 

and the number of online sales transactions increases, 

It is hoped that MSME actors will have the confidence and enthusiasm to run their business 

if they can overcome the obstacles they face and find solutions. The stages of this activity 

can be in the form of discussions and consultations regarding digital trading. This can only 

be done with a smartphone and currently at a relatively affordable conditional price. As 

digital business developments change rapidly, communication and discussions with MSMEs 

need to be focused. The media used continues to change from time to time in response to 

social trends. Therefore, there is a need for a shift from traditional marketing to online 

marketing or commonly called digital marketing. This is in accordance with previous 

research by Az-zahra (2021), which found that the application of digital marketing had an 

influence on the growth of MSME marketing. 

f. presence. presenceis a step to introduce SMEs to digital marketing. From social media to e-

commerce learning, the Indonesian market is increasingly trusting products as it minimizes 

fraud and forms of fraud in the process of buying and selling online transactions are 

increasing. This is in accordance with Dermawan and Primawanti's research (2020) which 

found that MSME actors face quite tough challenges in transforming their businesses to 

digital in order to promote their products. This is done so that SMEs can survive and develop. 

g. digital marketing. The increasing number of internet users in Indonesia is a breath of fresh 

air for company owners who want to offer their products to the wider community. This can 

be interpreted that the greater the number of internet users, the greater the market share that 

will be entered for product distribution. The buying habits of people who have moved to 

electronic transactions provide an excellent opportunity to serve as a model for new 

companies. So that in the end the goals of business people who want to make a lot of money 

can be achieved because personal items can be sold without going through the distribution 

chain and without having to pay property rental fees which are getting more expensive with 

the years. 

This level of digital marketing uses the method of teaching how to generate emails that will 

later be used to advertise something. Teaches how to use email, starting from writing and 

moving on to promoting things using email marketing. Interactions that can be carried out 

through face-to-face techniques and sending emails as a way to increase the efficiency of 

the marketing process itself. It's important to provide the address and type of business on 
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Google Maps; consequently, when one searches for a map, it will suggest what to expect; 

and this is also a medium to introduce its products to people who access Google Maps and 

inform Google Map users about the whereabouts of the business. 

Social media is taught to promote goods, and creating a social media account starts with 

creating a Facebook account because users are among the highest in Indonesia, and the reach 

is also bigger because almost everyone on this planet uses it. Marketing on Facebook can be 

done for free or paid using Facebook ads. Of course, there are advantages and disadvantages 

to consider when deciding on a method to promote goods on Facebook. In utilizing Facebook 

advertising, they are taught how to develop appropriate advertisements based on 

demographics and psychographics based on the target market, so that sponsored ads reach 

the appropriate markets and individuals. Likewise, Instagram and other social media 

platforms can be used to help sell items to potential clients. commerce in online business in 

Indonesia. Business people are instructed to open at least one user account in online 

marketplaces such as Bukalapak, Tokopedia, Shopee, OLX, and others. 

The bustle of MSME actors, the many actions that are carried out consistently and are 

draining, when coaching is an expensive item becomes an obstacle to this activity. However, 

as technology advances, MSME actors must get used to using it. According to research 

(Vincentius et al. 2022), implementing digital technology-based marketing strategies is the 

hope for MSMEs to emerge as economic powerhouses. Digital marketing strategies are very 

suitable for use during the current Covid-19 pandemic, where Large-Scale Social 

Restrictions are enforced. Sellers and buyers of MSMEs are not required to meet in person 

for transactions. 

h. Transaction Integration.The transaction process is carried out in this phase, so it is important 

for business actors to understand it so they can make transactions using electronic 

transactions. Mobile banking takes advantage of e-commerce and digital transactions that 

are rarely or never used before. 

Many products are useless to order, so staff restrictions on use of e-commerce should be a 

source of concern, but trading hours cannot be adequately addressed. It's a shame that many 

MSME players don't respond immediately after consumers pay for their merchandise, 
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because this results in a poor rating on MSME web shops. Trust in online stores will decrease 

if the reputation of the online store is low. Therefore, at this point, attention must be paid to 

providing comprehensive assistance so that what is expected can occur as planned. The 

existence of MSMEs that utilize digital marketing does not offset the shift from traditional 

behavior to digital marketing, even though MSMEs are considered capable of stimulating 

the Indonesian economy. 

i. Autonomy. The next step is at this point that UMKM begin to transform themselves into e-

SMEs. It is hoped that MSME actors will be able to participate and compete in e-commerce 

at this level. Many similar agencies should not discourage them. The large amount of 

competition at low prices that lowers prices, even among economic players, does not dampen 

the intention to further transform MSME-based businesses into digital businesses. 

Regulators and facilitators such as the government must continue to encourage and advising 

economic actors to operate independently. 

a. Maintaining the level of independence of MSME actors is very important for their 

development and ability to respond to current business conditions. Increasing market share, 

increasing awareness, and increasing sales of MSME players are all benefits of digital 

marketing for MSME players. February and Arisandi are husband and wife (2018). 

Cooperative interaction between MSMEs is needed to develop the network. In running the 

company, all financial parties involved can work together and help each other. There should 

be more competition among comparable economic entities, giving rise to optimism about 

the rapid formation of mutually beneficial collaborations. 

Conclusion 

The productivity development of MSMEs in Cimekar Village cannot be said to be good. A 

digital marketing plan may have been developed, but not everyone is using it yet. The lack of public 

interest is due to the practice of selling to regular customers, which has become commonplace. 

MSMEs, on the other hand, have to follow trends if they want to offer their products online. 

Therefore, the right approach is needed so that it can help Cimekar Village MSMEs in developing 

and marketing their products for online distribution. Those strategies are prepatory, presence, portals, 

transaction integration and autonomy. This step must be carried out by the MSMEs in Cimekar 

Village, in this case by collaborating with all MSMEs in Cimekar Village, Cimekar Village officials, 

support from academics so that the productivity of MSMEs in Cimekar Village will increase. By 

using sales/marketplace applications such as shopee, tiktok, Facebook, using websites for digital 
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sales strategies so that the scope of sales is even greater. 
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