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ARTICLEINFO ABSTRACT

This research concentrates on the development of mobile E-commerce to
support the growth of micro, small, and medium-sized enterprises
(MSMES) in the hydroponics industry. The primary goal was to develop a
responsive and user-friendly mobile application that would enable
hydroponic businesses to increase consumer engagement through digital

Keywords: marketing. Observation and data analysis comprised the research method.
Mobile-based E-Commerce, With the help of the literature review, the user requirements and
MSME hydroponics, preferences for a hydroponic industry-appropriate e-commerce system
Digital marketing support, were determined. The e-commerce mobile application incorporates
Online sales product information, appealing photos and videos, business information,

and product details based on data analysis. This study emphasizes the
significance of digital technology in expanding market share and enhancing
the competitiveness of hydroponic micro, small, and medium-sized
enterprises (MSMEs) through the use of innovative and effective e-
commerce platforms.
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1. INTRODUCTION

The expansion of information and communication technologies has fundamentally altered how
humans interact and conduct business. The advent of electronic commerce or e-commerce, which has
altered the global business landscape[1], [2] is one of the most significant effects of the technological
revolution. In the context of the modern economy, particularly for MSMEs (Micro, Small, and Medium-sized
Enterprises), e-commerce has emerged as a significant force in digital marketing and product sales[3]-[5].

One of the MSME sectors that is growing and showing great potential is the hydroponic industry.
Hydroponics is a soilless farming method that relies on a nutrient solution to supply nutrients to plants.
This method offers various advantages, such as more efficient land use, better environmental control, and
faster crop production. However, like other businesses, hydroponic industry players also need to face
various challenges, especially in accessing a wider market and increasing digital product sales.[6], [7].

Several previous studies, namely by[8]-[12]which describes comparisons between various existing
e-commerce platforms, evaluates relevant features and functionality for hydroponic MSME actors, and
analyzes the advantages and disadvantages of each platform. Other studies focus on consumer behavior
when shopping for hydroponic products through e-commerce platforms, including product preferences,
purchase tendencies, and factors influencing purchasing decisions. As well as the importance of an effective
marketing and promotion strategy in expanding the market and increasing the visibility of hydroponic
MSME products through e-commerce platforms[13]v. So that an in-depth analysis is needed regarding the
conditions of the hydroponic market, the challenges faced by MSME players in marketing and selling their
products, as well as the needs and expectations of consumers in purchasing hydroponic products
online.[14], [15]. Based on this analysis, an e-commerce platform will be designed and developed that
accommodates the needs of hydroponic businesses and meets consumer expectations.
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The urgency of the research is to create a special e-commerce platform for the hydroponic industry
and MSME (Micro, Small and Medium Enterprises) players in it. Through this platform, hydroponic
businesses will be able to access broader and potential markets at the regional, national and even
international levels. With e-commerce, hydroponic products can be reached by consumers from various
regions without being limited by physical distance, thereby increasing business opportunities and
economic growth for MSME actors.[16]-[19]. This study aims to discuss and implement the creation of a
mobile-based e-commerce platform to support the marketing and sales of hydroponic products from MSME
players in the industry. With the presence of this e-commerce platform, it is hoped that new opportunities
will be created for hydroponic businesses to be able to sell their products online more easily and efficiently.
In addition, this platform is also expected to be able to expand market reach and facilitate connectivity
between sellers and buyers.

2. LITERATURE REVIEW
Digital Marketing

Digital marketing is a marketing approach that relies on digital technology and online platforms to
effectively promote products, services or brands to target audiences. In this increasingly advanced digital
era, digital marketing has become a marketing strategy that companies and businesses from various sectors
cannot ignore. The importance of digital marketing can be seen from the transformation of consumer
behavior which is increasingly connected to the internet and social media. The widespread use of the
internet and the increasing penetration of mobile devices have created great opportunities for marketers
to reach audiences in a more personalized and interactive way. Through digital marketing, marketers can
leverage user data and online behavior to craft relevant and effective campaigns[20]-[22]. One of the main
advantages of digital marketing is its ability to target audiences very precisely. User data collected from
various sources allows marketers to identify consumer characteristics and preferences in greater depth.
Thus, marketing messages can be tailored to the specific needs and interests of each target group[23], [24].
Social media platforms offer an effective means of interacting with customers, building brand awareness
and promoting products or services[25], [26]. Digital marketing also takes advantage of being able to take
advantage of the e-commerce web to be able to attract audience interest and build deeper engagement with
brands[27], [28]. This content also serves as a tool to build brand authority and trust in the eyes of
customers, increase the visibility of their website and increase the number of organic visits from potential
consumers. The advantages of digital marketing are not only limited to large companies. UMKM (Micro,
Small and Medium Enterprises) can also use it to compete in the global market. Digital marketing provides
broader and cheaper access than traditional marketing. At a lower cost, small businesses can reach a global
audience through digital platforms.

E-Commerce

E-commerce (Electronic Commerce) is a form of trade or business transactions conducted
electronically via the internet. In e-commerce, the buying and selling of products or services is done online
through websites, mobile apps or other digital platforms[29], [30]. E-commerce has been one of the great
revolutions in the business world, significantly changing the way people shop and do business. E-commerce
offers various advantages that make it easier for businesses and consumers to transact. One of the main
advantages of e-commerce is the convenience it offers to consumers. Users can shop for products or
services from the comfort of their homes without having to visit a physical store. In addition, e-commerce
allows buyers to access various products from around the world, thereby opening up wider market
opportunities for sellers and enriching choices for consumers.[31], [32]. E-commerce also facilitates the
process of transactions with secure and easy electronic payments. Payment methods such as credit cards,
debit cards, bank transfers and digital wallets make it easier for customers to pay for their purchases online.
In addition, the existence of sophisticated payment integration ensures the security of buyer data during
transactions. In addition to benefits for consumers, e-commerce also provides opportunities for business
people, especially for MSMEs (Micro, Small and Medium Enterprises). E-commerce allows MSMEs to open
online stores at a lower cost than opening physical stores. This opens up opportunities for small businesses
to compete globally and reach a wider market[33].

3. METHOD

In research, observational data collection is used to examine the context of functional requirements
[34], [35]. Systems related to the creation of e-commerce for digital marketing and sales support for the
growth of hydroponic MSMEs will require direct observation of the processes, interactions, and
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requirements arising from hydroponic msme actors, potential buyers, and all associated stakeholders. In
this study, the object of investigation is monheponik MSMEs that are pioneers in the hydroponic plant sales
industry. The objective of the observation technique is to directly observe the expected functionality of the
e-commerce system, the interaction between users and the system, as well as the requirements and
challenges that arise during the use of the system. The research phases commence with the identification
of user needs, the collection and analysis of data, the observation [36], [37] of the marketing and sales
process, and the analysis of the functional requirements necessary to support the transaction process in
MSMEs.

4. RESULT AND DISCUSSION
The advantages of E-Commerce in supporting Digital Marketing and Sales Support

E-commerce has a number of strong advantages in supporting digital marketing and sales support.
E-commerce allows businesses to reach global markets without geographic boundaries. This allows the
company to reach customers worldwide without having to open a physical branch in every country. With
this global access, digital marketing can be used to target consumers from various regions, increase brand
visibility, and increase product awareness. The creation of a dedicated e-commerce platform to support
digital marketing and sales for hydroponic MSME growth has been a significant step towards addressing
the challenges in this industry. With the existence of an e-commerce platform, hydroponic MSME players
have access to a wider market and can increase their competitiveness in the digital era.

A. Ease of Market Access

Through the e-commerce platform, hydroponic products can be reached by potential buyers from
various regions without being limited by geographical distance. This expands the potential market share
and increases business opportunities for hydroponic MSME players.

B. Marketing and Sales Efficiency

The e-commerce platform enables automation in the process of marketing and selling hydroponic
products. Sellers can easily manage inventory and set product prices in real-time. In addition, customers
can make purchases quickly and securely through an efficient checkout process, which increases sales
conversions.

C. Engagement and Interaction with Customers

Through product review and rating features, e-commerce platforms facilitate interactions between
sellers and customers. Reviews from previous customers provide additional confidence to potential buyers
and influence purchasing decisions. In addition, customers can also provide feedback and ask questions
about products through the comments feature, allowing sellers to communicate directly with customers.

D. Data Collection and Analysis

E-commerce platforms collect transaction data and user behavior automatically. This data provides
valuable insights into market trends, customer preferences and product performance. This data analysis
forms the basis for improving marketing strategies, identifying new business opportunities, and optimizing
overall business performance.

E. Branding and Brand Awareness Improvement

Through the e-commerce platform, hydroponic MSME players can build branding and brand
awareness effectively. Attractive and consistent display design, as well as relevant and informative content,
can improve brand image in the eyes of consumers. By leveraging social media and digital marketing
campaigns, brands can be recognized by a wider audience and gain higher popularity.

F. Marketing and Promotion Strategy

As part of marketing support, this e-commerce platform provides space for hydroponic MSME
players to promote their products through advertisements, special offers and discounts. In addition, digital
marketing campaigns are also run through social media and email marketing to reach a wider audience.

Development of E-Commerce for Hydroponic MSMEs
The system implementation stage is a discussion of the system that has been built according to the
design and discusses testing the system whether it is in accordance with the expected results. In the early
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stages of this research, a literature study was carried out to understand the latest trends in e-commerce
and gain insight into the features and functionality required to support the hydroponic industry. The e-
commerce platform was built with a focus on user-friendly design and an attractive appearance to attract
potential buyers. A sophisticated search feature is also implemented so that users can easily find the
hydroponic product they are looking for.

E-Commerce Application Dashboard for Users

The application contains information about the introduction of hydroponics, an introduction to the
gumineponics business along with the products sold and tutorials on how to grow hydroponic plants, so
that it attracts people to start a business in the agricultural sector.

T e

IR

s el B2

Figure 1. Application Dashboard

Based on Figure 1, it can be explained that there are several menus on the hydroponic MSME e-
commerce application dashboard, namely:

a) Information Regarding Business

The e-commerce application must also provide information about the business itself. This feature
allows business owners to present their company profile, history, vision and mission, and contact
information. This information helps in building consumer confidence and enhancing brand branding.

FHidroponik

Figure 2. Hydroponic Business Information

b) Product Description and Detailed Information

Each hydroponic product sold on the e-commerce platform is accompanied by a comprehensive
description, including information about the type of plant, cultivation techniques, sizes and care
recommendations. Complete and clear information helps potential buyers in making the right buying
decision. In addition, quality product photos are also added to provide a better visualization of the product.
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Figure 3. Product Description

Based on Figure 3, it can be explained that each hydroponic product offered in an e-commerce
application must be equipped with a complete and informative description. this description should include
information on the type of plant, its varieties, cultivation techniques and benefits. This information will
help potential buyers understand the product better and make the right purchasing decision. Product
specification feature is intended to enable business owners to provide product technical specifications,
such as size, weight, color, and material. These specifications help buyers understand in detail about the
products offered and ensure conformity to their needs. Product photo and video features, namely the use
of high-quality product photos and videos is very important to provide a clear picture of the product. this
feature allows business owners to upload product photos from multiple angles and provide videos showing
the product in action. this helps potential buyers to better understand the product and increase their
confidence in product quality.

d) Shopping Cart and Checkout

The shopping cart feature allows users to add products to their cart and continue shopping or
process further payments. The checkout process is designed to be fast, safe, and easy for users to carry out,
complemented by various payment options offered, including bank transfers, credit/debit cards, and
popular digital wallets, to make it easier for users to make transactions.

e) Information on Hydroponic Plant Types

There is information regarding the types of hydroponic plants that are tailored to the user's search,
besides that there is a tutorial guide for planting these types of plants. This feature is very useful for new
users who are interested in growing hydroponics and can choose the right product in e-commerce
applications. The integration of these application information features will improve the quality of e-
commerce applications and provide a better shopping experience for prospective buyers. In addition, this
information feature also supports digital marketing efforts by providing informative and interesting
content to attract consumer interest and increase sales of hydroponic products for MSME growth.

5. CONCLUSION

Research on mobile-based E-commerce for digital marketing and sales support for hydroponic
MSME growth demonstrates that the use of mobile applications as an e-commerce platform offers
substantial advantages to businesses and consumers. Through the development of responsive and user-
friendly mobile applications, micro, small, and medium-sized enterprises (MSMEs) in the hydroponic
industry can increase product accessibility, enhance consumer interaction, and raise brand awareness in
the digital market. The use of mobile applications enables prospective buyers to browse with flexibility and
efficiency.
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