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ABSTRACT

The local digital marketplace is an innovation
for the development of digital ecosystems in
Indonesia. This innovation has the opportunity
to improve the local SME's business, prepare the
SMEs players to enter into a greater
competition, and to improve the national
economy. For this reason, the current study tries
to find out the employment of business
communication concepts in digital marketplace
application that aims to support SME businesses
during the pandemic. By using the Snowball
sampling technique, we conducted interviews
with parties who could answer the research
problems. This study found that business
communication in  managing the digital
marketplace application has run well between
managers and internal and external stakeholders.
This study suggests improving the ability of
SME entrepreneurs and promoting them to local
entrepreneurs or communities to expand the
digital market in the region.

Keywords: Business communication, digital
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INTRODUCTION

Coronavirus Disease (Covid-19) has
become a global disaster since the end of
2019. The virus that first broke out in
Wuhan, China, has not only killed millions
of people but also almost paralyzed the
wheels of the economy. Almost all countries
in the world are affected, including
Indonesia. Several regions in Indonesia
finally made regulations that limit

community activities, one of which is East
Kalimantan Province which designated
Covid-19 as an Extraordinary Event through
the Decree of the Governor of East
Kalimantan Number 360 / K.246 / 2020
dated March 20, 2020.

Small, and Medium Enterprises
(SMEs) are one of the impacted economic
sectors during the pandemic. They
experience a decline in turnover due to work
from home and physical distancing policies
that make people do more activities at home
@ Nationally, as many as 1,785
cooperatives and 163,713 MSME actors
were affected . Meanwhile, the results of
research by Bank Indonesia Representative
of East Kalimantan, 90.10% of MSMEs in
East Kalimantan experienced a decline in
sales during the pandemic and 49.20% of
MSMEs were forced to terminate
employment ©.

To overcome the impact of the
pandemic, the Government directs SME
entrepreneurs to  migrate to digital
commerce, one of which is through mobile
applications . This is also implemented by
the Samarinda City Government through a
digital marketplace application called
Behambinan. Behambinan is the result of
the adoption of the Gendong Gandeng
Program, which is an SME empowerment
program from the Yogyakarta City
Government that aims to alleviate poverty.
This program was launched in 2018 and
also has a local marketplace application
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called Nglarisi. Unfortunately, the Nglarisi
application does not optimally support
MSME businesses digitally due to technical
problems, the ability of Gendong Cooperate
members to use the application is still
lacking, and the lack of demand ©.

This condition shows that the
provision of applications alone is not the
final solution to form a digital ecosystem,
especially amid a pandemic.
Communication management is needed to
support the development of these
applications, both promotion, marketing and
education to consumers and business actors.
It is also mandated by the strategic program
of the E-commerce Roadmap for Volume
XIV Economic Policy Package launched by
the Government in supporting the
development of e-commerce in Indonesia.

Creating a digital ecosystem has
long been one of the Government's visions
to advance the MSME sector ©. However,
the use of e-commerce in the MSME sector
in Indonesia is still low @. Until 2020, only
13% of the 8 million MSME players
nationally are connected to the digital
ecosystem ®. The existence of a pandemic
is an opportunity to accelerate the
transformation of MSMEs to be digital-
based in Indonesia.

LITERATURE REVIEW

There are six main elements of the
definition of business communication,
namely purpose, communicators and
communicants, messages, symbols, channel
and target ©. Business communication must
have a purpose regarding the company's
intent. To execute the purpose, the business
managers exchange symbols or signals in
packaged messages with related parties
(stakeholders). The messages contain ideas,
opinions and instructions related to business
interests. Finally, communication is carried
out using personal and impersonal channels
to achieve of the goals that have been set.

Business communication is a broad
internal and external knowledge that aims to
create business value %, Seven principles
need to be applied which are summarized in

the acronym 7C by Murphy and Hildebrandt

(1991)®  as follows:

1. Completeness, there is complete
information that can be trusted and does
not raise questions for the recipient of
the message;

2. Conciseness, the existence of concise
information and easily understood by
the recipient of the message;

3. Concreteness, the existence of a real
message without using complicated
language in order to avoid ambiguity in
the message being conveyed;

4. Consideration, an understanding of the
situation and context of the delivery of
messages;

5. Clarity, the existence of information that
is oriented to the recipient;

6. Courtesy, the manner in which the
communication process occurs;

7. Correctness, the existence of a careful
arrangement of messages to avoid errors
in the preparation of information.

These  business  communication
principles must be applied so that effective
business communication can be achieved.
Communication  effectiveness can be
measured by using some indicators?,
including: (a) the ability of communicators
to predict communicant perceptions; (b)
proper use and management of information
technology; (c) the  communicator
understands the communicant's frame of
mind; (d) there is mutual trust (credibility)
between communicators and communicants;
(e) ability to manage feedback; (f)
compatibility between communicators and
communicants.

The computer network is the internet
where business transactions are conducted
virtually @, E-commerce can be viewed
from 4 perspectives *?, namely:

1. From a communication perspective, as a
form of transaction for goods, services,
information, or payment using computer
networks or other electronics.

2. From a Dbusiness perspective, e-
commerce IS an application of
technology results with the aim of
creating  automation  of  business
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transactions and  business  work
processes in them.

3. From a service perspective, e-commerce
is seen as a medium in meeting the
wants and needs of companies,
consumers, and management processes
to improve the quality of goods and
speed of service.

4. From an online perspective, e-commerce
provides space for buying and selling
goods and information via the internet
and other online technologies.

The marketplace is a phenomenon
that was born from the development of new
media. The advantages offered are
communication with the help of an internet
network that is able to connect people to one
another quickly and concisely without time
or distance constraints. Even though there
are many advantages offered, new media is
still innovating, one of which is providing
fast interactivity just like face-to-face
communication, it's just that the interactivity
model is different in each application. New
media has caused several changes ¥,
namely:

1. The occurrence of digital transformation
and convergence,

2. Increased interaction and
connections,

3. The process of sending and receiving is

more flexible,

The public adapts to new media,

Diverse sources of media in various

forms,

6. Media institutions as institutions become
blurred

7. The flexibility of any location,

8. Communication and personal media.

The character of the marketplace as
a platform in new media is able to create
virtual conditions that look real *%. In the
marketplace, people can make buying and
selling transactions without seeing goods or
services directly, but through various
features of the marketplace application.
McKenna & Bargh (2000) explain that there
are three characteristics that distinguish the
internet from other communication media
% namely: (a) based on text-based nature,

network

ok~

where physical existence is not considered
important; (b) distance is also no longer
important, allowing the formation of
associations of people from various
locations with the same interests; and (c)
users have the ability to manage
interactions, both time and place. This factor
then makes the marketplace an alternative to
today's shopping.

MATERIALS & METHODS

The main instrument in qualitative
research is researchers who must have broad
insight from concepts and theories to ask,
analyze, and then construct the meaning of
the situation under study ®®. Qualitative
research seeks to see the meaning of social
and cultural phenomena to obtain
descriptions of particular categorizations
@) The focus of this research is the
implementation of the principles of business
communication in the local marketplace
application Behambinan. This study uses
two primary data, namely data obtained
directly from research subjects according to
the specified instruments, and secondary
data, namely published data to assist
analysis in research “®. Researchers will
use the snowball sampling technique to
determine informants. The  snowball
sampling technique requires 2-12 initial
respondents who can provide further
informant recommendations “%. This study
obtained secondary data from literature
texts, such as books and articles of scientific
papers (journals), as well as information
from other media such as reports and online
articles that could support primary data and
relevant to this study.

RESULT

This research began by interviewing
the digital  marketplace  application
management team from the Information and
Communication Office of Samarinda City.
From this team, we examined technical
information on application management and
its development. The team also identified
internal  stakeholders and  external
stakeholders related to the application
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management process. Based on the
interview, we know that the digital
marketplace application is still in the

development stage of features and systems
for the long-term goal to support digital
business in East Kalimantan. There are
several  weaknesses seen in  this
development, namely the unconnected
digital marketplace application with a non-
cash payment system and a limited delivery
system, as well as technical constraints such
as the application that has not been
connected to the 10S system.

Based on the first interview, there
are two parties who are considered to play
an important role in the problem studied,
namely the Population Control and Family
Planning Office and the UKM Office. Both
of them play a role in managing the
entrepreneur community in Samarinda City
and have paid great attention to the
Behambinan application. In the follow-up
interviews conducted with the two agencies,
information was obtained that internal
communication ~ with  the  platform
management team was going well. They
have a communication group on WhatsApp
which is the main channel for providing
information or discussions between the
technical management team and
entrepreneurs who are members of the
Behambinan application. Subsequently, the
Population Control and Family Planning
Service provided a recommendation to
interview one of the entrepreneurs who had
joined the Behambinan application.
Therefore, the interview was continued to
obtain an overview of the business
communication experiences that have been
carried out so far. We also conducted
interviews  with  customers  (external
stakeholders) of  the Behambinan

application. Customers are those who
download, wuse, and transact in the
Behambian application. Of the three

customers we interviewed, it is known that
the Behambinan promotion is still limited.
They still use competitor apps more often
than Behambinan apps due to several factors

such as the availability of food choices and
attractive marketing offers.

DISCUSSION

The results of this study indicate that
the Behambinan digital marketplace
application has been managed by
considering  consistent  communication
between the team and internal stakeholders
such as collaborating parties and SME
entrepreneurs. Communication messages are
in line with business objectives, namely
disseminating the latest information on
application development, technical
instructions for using the platform, and
discussions regarding usage problems. The
entrepreneur who uses Behambinan admits
that she often took the initiative to ask
questions regarding the management of
Behambinan. The team will solve the
problems of each member, either through
online communication or in person at the
office. The openness that exists makes
internal stakeholders feel involved in
managing this application.

There are two different points of
view from the partners in managing this
application. The first view supports the
management of this application by
providing consistent guidance to
entrepreneurs to be more active. In this first
view, interpersonal communication between
the person in charge of the agency and the
entrepreneurs in the fostered community is
the key to attracting entrepreneurs' interest
to be active in using the Behambinan
application. Meanwhile, the second view
sees the Behambinan application as only an
option from the various sales channels that
entrepreneurs can utilize. Even though the
application is a local platform released by
the government, they do not want to force
entrepreneurs in their community to use the
application. Thus, they ask entrepreneurs to
take advantage of any application (including
competitors) to maintain their business
activities. Nonetheless, these two agencies
highlight the same things regarding
technical limitations (does not have
smartphones) that have caused many
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entrepreneurs under their communities does
not interest in using the Behambinan
application, as well as the lack of digital
skills of entrepreneurs.

This application manager has also
implemented the principles of business
communication. First, this application is
designed to be as effective as possible to
facilitate the communication process
between the management team and business
members and  customers.  Effective
communication makes entrepreneurs trust
the management team to solve the technical
problems they face in using this application.
Externally, they also provide verbal
promotions by government officials, official
government websites, and social media to
introduce the Behambinan application as a
trusted platform. Second, the management
team has used information as clearly as
possible in the internal and external
communication processes carried out.
Internally, the management team always
provides updated technical information and
technical instructions in verbal and video
form to member entrepreneurs through
selected communication channels. For
consumers, the information in the
Behambinan application is also quite clear
and uncomplicated. Third, there are
messages with language that is easy to
understand. Based on the confessions from
the entrepreneurs we interviewed, the
information obtained from the management
team is very clear. However, for
entrepreneurs with low digital skills, the
information is quite confusing, so they still
need direct assistance. Meanwhile, for
consumers, the management team often
packs interesting messages using jokes or
expressions in the local language to make it
more attractive to consumers. Fourth, there
has been an understanding between the
management team and internal stakeholders
and external stakeholders. To internal
stakeholders, they provide an opportunity to
discuss  confusing information either
through communication media or in person.
Meanwhile, for external stakeholders, using
familiar language interspersed with jokes to

greet customers is a good strategy for
creating engagement with customers. This
fact also explains the fifth principle, namely
clarity. Furthermore, the sixth principle has
been implemented by creating an
atmosphere of kinship so that entrepreneurs
and customers do not hesitate to interact
with the Behambinan application. Finally,
the Behambinan management team has also
developed a communication plan prior to
interacting with internal and external
stakeholders. In addition, they are also
supported by government officials in the
promotion of the Behambinan application.
So, the use of this digital marketplace
application can be optimally utilized by the
city government itself before reaching the
general public market.

CONCLUSION

Business communication is essential
in  managing a digital marketplace
application to support SMEs during a
pandemic. However, the management team
also needs to consider other aspects that are
the main obstacles in developing this
application.  First, promotion is an
indispensable element in the success of this
application. The promotion strategy should
assess entrepreneurs as well as the
community as the market. It can not only
focus the promotion activities on
government institutions. This application
must have the courage to introduce itself as
a competitor to similar applications that
have existed earlier to form the interests and
interests of entrepreneurs and the public.
Second, the success of this application
demands a well-developed digital market
environment. This is an obstacle found in
this local application business
communication  process where local
entrepreneurs still do not have the digital
ability to be more active and independent in
developing their business through this
application. This fact shows the need to
increase digital capabilities as part of the
next application business communication
strategy.

International Journal of Research and Review (ijrrjournal.com) 231
Vol.7; Issue: 11; November 2020



Ainun Nimatu Rohmah et.al. Communication during pandemic: the digital marketplace to support SME'’s
business in Indonesia.

REFERENCES

1.

Aprliawan DI. Work From Home Sebuah
Paradigma Baru Budaya Kerja [Internet].
Artikel DJKN. 2020 [cited 2020 Jun 14].
Available from:
https://www.djkn.kemenkeu.go.id/kpknl-
singkawang/baca-artikel/13135/Work-
From-Home-Sebuah-Paradigma-Baru-
Budaya-Kerja.html

Kristianus A. Teten Masduki :
UMKM Terdampak Covid 19.
Daily Indonesia. 2020.

Ghofar M. Survei Bl: 90,10 persen UMKM
Kaltim Mengalami Penurunan Penjualan
[Internet]. Antara Kaltim. 2020 [cited 2020
Jun 14]. Available from:
https://kaltim.antaranews.com/berita/75140/
survei-bi-9010-persen-umkm-kaltim-
mengalami-penurunan-penjualan

Irham M. Virus corona: UMKM Diterjang
Pandemi Covid-19 Sampai “Kembang
Kempis” [Internet]. BBC News Indonesia.
2020 [cited 2020 Jun 15]. Available from:
https://www.bbc.com/indonesia/indonesia-
51946817

Subarkah L. Aplikasi Jadi Kendala Gandeng
Gendong [Internet]. Harianjogja.com. 2019
[cited 2020 Jun 16]. Available from:
https://jogjapolitan.harianjogja.com/read/20
19/12/25/510/1027839/aplikasi-jadi-
kendala-gandeng-gendong

Viska. UMKM Go Online, Upaya
Wujudkan Visi “Digital Energy of Asia”
[Internet]. Kementerian Komunikasi dan
Informatika Republik Indonesia. 2017 [cited
2020  Jun  14].  Available  from:
https://www.kominfo.go.id/content/detail/95
14/umkm-go-online-upaya-wujudkan-visi-
digital-energy-of-asia/O/berita_satker
Rahayu R, Day J. E-commerce adoption by
SMEs in developing countries: evidence

163 Ribu
Investor

from Indonesia. Eurasian Bus Rev.
2017;7:25-41.

Saptowalyono CA. Pandemi Percepat
Transformasi Digital UMKM [Internet].
Kompas. 2020 [cited 2020 Jun 14].
Available from:

https://kompas.id/baca/ekonomi/2020/05/15

9.

11.

12.

13.

14.

15.

16.

17.

18.

19.

. Abdullah MR. Komunikasi

/webinar-umkm-pandemi-percepat-
transformasi-digital/

Iriantara Y. Komunikasi Bisnis. Edisi 1 /.
Tanggerang Selatan: Universitas Terbuka;
2015.

Bisnis. Al-
Tajdid. 2010;11(1):53-64.

Grandona EE, Pearson JM. Electronic
commerce adoption: an empirical study of
small and medium US businesses. Inf
Manag. 2004;42(1):197-216.

Turban E. Electronic Commerce: A
Managerial ~ Prospective. New  Jersey:
Pearson Education, Inc.; 2004.

McQuail D. Teori Komunikasi Massa
McQuail, Edisi 6 Buku 1. Jakarta: Salemba
Humanika; 2011.

Lievrouw L, Livingstone S. Handbook of
New Media: Social Shaping and Social

Consequences of ICTs. London: Sage
Publications Ltd; 2006.
Guadagno RE, Cialdini RB. Online

persuasion and compliance: Social influence
on the Internet and beyond. In Y. Amichai-
Hamburger (Ed.). The Social Net: The
social psychology of the Internet. New
York: Oxford University Press; 2005. 91—
113 p.

Sugiyono. Metode Penelitian Kualitatif
Kuantitatif dan R&D. Bandung: Alfabeta;
2012.

Bungin B. Analisis Data Penelitian
Kualitatif. Jakarta: PT Raja Garindo
Persada; 2006.

Purhantara W. Metode Penelitian Kualitatif
Untuk Bisnis. Yogyakarta: Graha IImu;
2010.

Nurdiani N. Teknik Sampling Snowball

dalam Penelitian Lapangan. ComTech.
2014;5(2):1110-8.
How to cite this article: Rohmah AN,

Dwivayani

KD, Boer KM. Communication

during pandemic: the digital marketplace to

support

SME’s business in Indonesia.

International Journal of Research and Review.
2020; 7(11): 227-232.

*kkkhkik

International Journal of Research and Review (ijrrjournal.com)

232

Vol.7; Issue: 11; November 2020



