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 Business competition in the digital era is one of the references for MSMEs to 

modify their sales strategies. Since technology applications, particularly in 

the field of transactions, have become an integral part of the ease of the 

transaction process, MSMEs cannot compete in terms of sales if their sales 

strategies do not keep up with digital era developments. In actuality, there 

are still several challenges for MSMEs, including inadequate capital, 

continued reliance on direct transactions, and an inability to use technology 

and the internet for optimizing market segmentation and growing new 

customers. This is also attributable to the varying e-commerce application 

skills of human resources. To address the challenges faced by MSMEs, the 

objective of this research is to provide alternative strategic 

recommendations for supporting sales success, such as optimizing the 

internet as a promotional medium and also optimizing the use of e-

commerce for sales and transaction processes, implementing digital 

marketing to reach target markets, transformation mechanisms for online 

payments, enhancing product and service quality, and boosting customer 

loyalty through the use of loyalty programs.  
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1. INTRODUCTION  

The Internet facilitates businesspeople's access to any information that supports their operations. 

Internet's function in business is shifting from electronic information interchange to strategic business 

applications, including marketing, sales, and customer support. This shift affects MSMEs (Micro, Small and 

Medium Enterprises). MSMEs are one of the pillars of the people's economy that can sustain the nation's 

economy. This sector is regarded as very important because it not only provides a means of subsistence, 

but also direct and indirect employment opportunities for people with relatively low levels of education 

and/or expertise[1]. Indonesia's micro, small, and medium-sized enterprise (MSMEs) sector is among 

those affected by the Corona virus pandemic. Due to large-scale social restrictions imposed to break the 

chain of transmission of the Covid-19 virus, many shopping centers, restaurants, and other industries 

have been forced to close. As a result, many industry players, including those in the MSME sector, have 

switched to selling through digital e-commerce. Electronic commerce (ecommerce) is the purchasing, 

selling, transferring, or exchanging of information, goods, or services via the Internet. E-commerce has 

numerous advantages, including operational benefits such as global reach, decreased costs, optimized 

supply chains, and the creation of new opportunities[2]. 

According to the Organization for Economic Co-operation and Development (OECD), the Covid-19 

pandemic has damaged both the supply and demand sides of the economy. On the supply side, 

corporations are reducing their supply of raw materials and unhealthy labor, and supply chains are under 

limitations [3], [4]. On the demand side, a product's lack of demand and declining consumer confidence. 

Covid-19 is significantly affected by the actions of MSMEs. MSMEs are highly susceptible to economic 

interruptions since they frequently deal directly with the tourism, transportation, and culinary industries, 

which demand swift suppliers and have all been severely impacted by pandemic[5]. This impact is also 

felt by MSMEs in the Ubud region. Many MSMEs engaged in various sales products have felt the effects of 

the covid pandemic, and the majority of MSMEs are unable to conduct transactions because their 
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transaction media relies solely on offline transaction patterns and does not optimally utilize technology, 

so that customers cannot view the products being sold. 

Business competition in the digital era is one of the references for MSMEs to change their sales 

strategies, where technology applications, particularly in the field of transactions, have become part of 

the ease of the transaction process; if the sales strategy does not keep up with developments in the digital 

era, it is certain that MSMEs will not be able to compete in terms of sales[6]; this is also a concern of the 

government in order to encourage the transformation of MSME sales strategies. Some research on MSME 

sales strategies, particularly in surviving the pandemic [7]–[9], can provide new knowledge about MSME 

problems in various regions and strategies to support the sales process; this is also bolstered by research 

on the influence of digital sales services in maintaining consumer loyalty[10], [11]. One of the solutions 

for MSMEs to survive a pandemic is the significance of selecting the proper sales strategy in order to 

reach sales goals and be able to react to digital advances[12], [13]. 

In reality, there are still a significant number of MSMEs that are not proficient in utilizing 

technology in the promotion process to transaction processing; this should be a concern in providing 

knowledge transfer in providing alternative solutions for MSMEs to support increasing sales turnover, as 

the primary issues faced by the majority of MSMEs, particularly in Ubud during the current COVID-19 

pandemic were sales decline, lack of capital, and distribution delays. Therefore, in the midst of the COVID-

19 pandemic, MSMEs require a sales strategy by deploying various sales-supporting technologies, which 

can be recognized based on the characteristics and capabilities of each MSMEs in facing digital business 

competition. A research purpose is to help MSMEs maintain their businesses and develop sales strategies 

that can adapt to the new normal period so that they can adopt a broader marketing plan using digital e-

commerce media, such as online platforms, social media, and marketplaces. The vast number of search 

engine users, such as Google, e-commerce websites, and social media can be leveraged to sell the desired 

goods effectively[14]. 

  

2. METHOD  

This research method combines qualitative and library research techniques. Library research is 

research conducted utilizing written materials, such as books, notes, or reports on the findings of earlier 

research. In this study, the researcher focused on the findings of data collecting using secondary data 

kinds and sources gathered from research results, papers, and reference books discussing research-

related issues. During the Covid-19 pandemic, the results of the literature review are used to describe 

MSME sales strategies in the creative economy sector. While the data analysis is of a descriptive form, this 

research describes and describes objectively the planning of MSME sales strategies during the pandemic 

[15]. Using a Google form questionnaire, this study also employs a data collection methodology with 

purposive sampling for MSME respondents in order to identify the primary issues of the sales transaction 

management process in order to propose alternative solutions for MSME sales strategies. Purposive 

sampling is sampling with particular considerations in accordance with the researcher's aims; the sample 

size relies on the researcher's objectives, type of instrument, cost, and time[16]. 

 

3. RESULT AND DISCUSSION  

3.1  Problem Analysis  

The data analysis phase was conducted to identify the concerns of MSMEs. Based on the responses 

of 58 MSMEs, several key issues were identified that prevented MSMEs from identifying appropriate sales 

strategies and limited their ability to increase sales turnover. From the data analysis, the following MSME 

issues are derived: 

1. The problem of limited business capital 

Business capital is crucial for supporting MSME operations since it has a variety of effects on 

stability. There is no denying that a business's available capital has an impact on how well an 

MSME can sustain sales. 

2. Still using direct payment transactions or cash transaction 

In actuality, many small and medium-sized enterprises rely heavily on the cash payment 

transaction model since direct payments are typically viewed as simpler and less complicated in 

terms of disbursing funds. Obviously, this goes against the cashless philosophy, as in the current 

digital world, every customer wants non-cash payments. 

3. Not proficient in implementing online payment transactions 

Regarding the issue of cash payments, many MSME managers are still accustomed to direct 

payments. On the other hand, they believe that online payments, such as digital wallets, e-wallets, 
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Qris, and PayPal, require a complicated verification and validation process, so they are reluctant to 

accept online payment methods. Inter-bank account transfer is one of the most commonly used 

transaction payment methods. 

4. Utilizing the Internet less effectively to grow the number of clients and target market. 

With the assistance of e-commerce platforms, the optimal usage of internet-based media can 

unquestionably aid in sales promotion. Other sales such that it has little effect on generating sales 

and reaching potential clients. Obviously, the usage of the internet is crucial for MSME owners in 

identifying consumer segmentation so that they can satisfy the needs of the market in terms of 

products, prices, varieties, and other consumer-required items; this can also aid in preserving 

client loyalty. 

5. Shrinking consumer purchasing power 

During the pandemic, consumer purchasing power declined dramatically, necessitating adequate 

capital for businesses to thrive. During the new normal era, consumers' spending power expanded 

steadily but not considerably since they were more comfortable shopping online and utilizing the 

benefits of multiple e-commerce platforms. 

6. The complexity of e-commerce platform 

The process of registering, verifying, and validating one's data is the primary barrier that must be 

overcome in order to make use of the e-commerce platform. This issue is actually dependent on the 

degree to which each individual is able to utilize the e-commerce platform. On the other hand, the 

various features that are quite complex on the e-commerce platform are very useful in facilitating 

MSMEs in carrying out promotions to process transactions and product delivery to consumers. Of 

course, this greatly speeds up the sales process and can be one of the solutions for MSMEs in 

determining sales strategies in the digital era, because digital transaction patte This issue is 

actually dependent upon the degree to which each individual 

 

3.2  Sales Strategy Recommendations 

Based on an analysis of the problem that identifies the main things that keep MSMEs from making 

the most sales, a recommendation can be made to help MSMEs figure out their sales strategies. From the 

analysis of the problems, several main obstacles for MSMEs were found. These focused on the online 

payment process, the use of the internet and e-commerce platforms to support the sales process, increase 

the buying power of consumers, and reach the target market. 

 

1. Utilization of the internet as a promotional medium 

The most important thing that needs to be done first is to advertise MSME products on the 

internet. There are many different e-commerce platforms that can be used to help sales. During Covid-19, 

many MSMEs have decided not to open their shops or businesses because they can't work during certain 

hours or because some areas have Large-Scale Social Restrictions (PSBB). MSMEs can keep their 

businesses going, reach more customers, and grow their market share by using e-commerce sales to 

expand their networks. E-commerce can be a way to do business between two companies[17]. E-

commerce used to just mean selling things online, but now it means a lot more. E-commerce has a direct 

effect on how businesses interact with their suppliers, customers, and competitors. It also makes it easy 

to market products and use the marketing methods of other businesses. MSME actors in Indonesia can 

use e-commerce sites like shopee, tokopedia, open lapak, OLX, gojek, lazada, etc[8].  

E-commerce has a good and considerable impact on MSMEs' performance and income, according to 

research  [18], [19]. Business actors are encouraged to participate in e-commerce, but support is required 

for the government, practitioners, and education to be able to advise business actors so that they have the 

necessary knowledge and can utilize e-commerce to its fullest potential [20]. E-commerce significantly 

and positively impacts MSME performance[21], [22]. 

MSMEs' use of e-commerce has been linked to lower transaction costs and better coordination of 

economic activity between trading partners. The application of technology in business operations can 

also lower costs and help the attainment of organizational goals. The 4C principles, which stand for 

connection (connection), creation (creation), consumption (consumption), and control (control), are 

followed when doing e-commerce appropriately [23], [24]. (control). The company's return on 

investment (ROI), which can be determined by active engagement, such as customer comments or 

reviews, and sharing or referring to other users, can be motivated and increased by this approach. The 

primary goal of MSME players using e-commerce is, of course, to enhance their earnings [25], but there 

are other objectives that can be used by business actors, such as being able to reach a bigger market share 
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that was previously confined to selling just in certain locations. Of sure, it can reach new customers using 

e-commerce. MSME actors can employ a more effective marketing strategy, forge new connections, create 

new market concepts, and make e-commerce a selling gateway [8], [26]. 

 

2. Application of Digital Marketing 

Digital marketing consists of promotional operations and market research conducted via online 

digital media and diverse techniques, including social networks [27]. Utilizing social media, such as 

Instagram, Facebook, Twitter, and others, to promote items is a common digital marketing strategy 

employed by businesses. In addition, digital marketing can be applied to e-commerce and numerous other 

platforms[28]. The rapid development of technology necessitates that micro, small, and medium-sized 

enterprises (MSMEs) study and comprehend digital marketing. Digital marketing has a favorable and 

significant impact on the sales performance of SMBs. 70% of creative entrepreneurs predict that digital 

marketing will be the primary communication platform in marketing, with offline businesses serving as a 

supplement, due to the convenience and ability of digital marketing to reach more consumers[29]. This is 

also consistent with study undertaken by [27], which indicates that business actors must be willing to 

attempt new things, such as digital marketing, in order for their businesses to continue to grow. Small- 

and medium-sized enterprises (SME) can also begin by generating social media and routinely conducting 

promotions in order to gain marketing confidence and hone their creativity. MSME players can engage in 

multiple sorts of digital marketing to advertise their products, including: (1) Extensive posting of product 

videos and images on social media platforms. In addition, the use of social media is tailored to product 

segments according to market need. Small- and medium-sized enterprises (SME) that engage in digital 

marketing are obliged to constantly learn and be receptive to ever-evolving technologies. Obviously, 

digital marketing also involves the use of appropriate communication channels and media that are 

targeted to the selected market group or market share. In order for marketing to be more effective and 

less misguided [8], [30]. 

 

3. Transformation of Digital Payment Mechanisms 

Changes in transaction payment methods are also crucial to the efficient operation of transactions, 

therefore online transactions should be used for payments. Numerous digital payment solutions that 

interact with bank providers have attained widespread use. This is reinforced by research (citations) 

indicating that digital payment systems have a significant impact on consumer spending power due to the 

ease of transactions and encourage cash-less initiatives. In reality, cashless transactions using e-wallets or 

e-money are advantageous and more convenient [31]. All cashless and cardless transactions will be 

logged in detail, allowing users to track and control each transaction. Then, security is maintained, the 

loss of electronic currency can be prevented, and money is kept secure[32]. Numerous business actors do 

not pay attention to the payment system when conducting business, despite the fact that it is crucial for 

supporting the smooth running of transactions, transaction security and personal data are maintained in 

accordance with the provisions set by service providers that make security features, and millennials have 

adopted their use[31], [33]. 

 

4. Product and Service Quality Improvement 

During the epidemic, customers were more cautious when using goods and services, and consumer 

confidence in the products sold by corporate actors decreased. In addition, the restrictions placed on 

customers' ability to make direct purchases had a substantial impact on the volume of consumer 

purchases. In order to boost consumer confidence, MSME businesses must improve product quality and 

communicate extensively about product quality. According to studies [34], [35], enhancing product and 

service quality has a favorable and significant effect on consumer satisfaction and the creation of 

consumer loyalty for MSME players. In light of this, business players during the Covid-19 pandemic must 

pay close attention to product quality and enhance their products so as to increase consumer confidence. 

Product quality is defined as the capacity of a product to satisfy consumer wants and preferences [36]. 

Consequently, it is essential for MSMEs to regularly enhance product quality by adapting to clients' 

demands, wishes, and expectations. To improve product quality, it is possible to conduct more thorough 

product quality control and guarantee product cleanliness and safety. In addition, MSME participants 

might modify product and packaging durability due to the increasing prevalence of online sales, which 

necessitates the enhancement of product safety and durability. In addition to enhancing product quality, 

MSME actors can also increase service quality and offer new types of services, such as delivery orders and 

online purchase services, as well as use easily accessible service hotlines connected to sales [6]. 
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5. Increased Customer Loyalty 

In developing marketing relationships with clients, organizations can establish consumer trust and 

bond with customers. MSME actors must also be able to emphasize creating marketing relationships with 

consumers by demonstrating care and the beneficial actions of business actors. In addition, MSME actors 

can develop communication with customers through a variety of promotional media and e-commerce 

owned aggressively, such as by responding to sales complaints or positive consumer feedback, thereby 

fostering positive customer engagement[37]. Customer Relationship Management (CRM), a corporate 

strategy used to pamper clients so they do not turn to competitors, is one method. Customer Relationship 

Management (CRM) is a technique for collecting, analyzing, and interacting with customer data. Utilizing 

data to identify the system's superior features will make it easier for users to complete buy 

transactions[38]. e-CRM is one of the tactics used to determine consumer demands and to attract, retain, 

and keep consumer loyalty. 

 

4. CONCLUSION  

The result of the study is that the rise of digitization has had an effect on the ability of MSMEs to 

adopt technology to boost sales. Even if the impact of the Covid 19 outbreak has caused a decline in the 

economy, MSMEs have been hit particularly hard. It is necessary to understand the factors that prevent 

MSMEs from increasing sales, and the results of a survey of 58 MSMEs reveal a number of obstacles, 

including limited capital, reliance on direct transactions, inability to maximize technology and the 

internet in optimizing market segmentation and expanding new customers, and different human resource 

capabilities in using e-commerce applications. To address the challenges faced by MSMEs, there are 

strategic recommendations to support the smoothness and success of sales, such as optimizing the 

internet as a promotional medium and also optimizing the use of e-commerce for sales and transaction 

processes, implementing digital marketing to reach target markets, transforming online payment 

mechanisms, improving product and service quality, and increasing customer loyalty by utilizing 

technology so that it can be an amplification tool are all recommended. 

 

REFERENCES  

[1] R. Dewantara, P. A. Cakranegara, A. J. Wahidin, A. Muditomo, and I. G. I. Sudipa, “Implementasi 

Metode Preference Selection Index Dalam Penentuan Jaringan Dan Pemanfaatan Internet Pada 

Provinsi Indonesia,” J-SAKTI (Jurnal Sains Komput. dan Inform., vol. 6, no. 2, pp. 1226–1238, 2022. 

[2] E. T. Efraim Turban and D. K. J. K. King Jae Kyu Lee, “Electronic commerce a managerial and social 

networks perspective.” Springer, 2015. 

[3] M. W. Zafar, S. Saud, and F. Hou, “The impact of globalization and financial development on 

environmental quality: evidence from selected countries in the Organization for Economic Co-

operation and Development (OECD),” Environ. Sci. Pollut. Res., vol. 26, no. 13, pp. 13246–13262, 

2019. 

[4] H. Canton, “Organisation for Economic Co-Operation and Development—OECD,” in The Europa 

Directory of International Organizations 2021, Routledge, 2021, pp. 677–687. 

[5] A. O. Siagian, “Pengaruh faktor-faktor terhadap Pendapatan Pedagang Kaki Lima Di Grogol Jakarta 

Barat,” J. Econ. Curr. Study, vol. 3, no. 1, pp. 1–10, 2021. 

[6] L. Muzdalifah, M. Novie, and S. Zaqiyah, “Pemberdayaan Pelaku UMKM Menuju UMKM Go-Digital 

di Era Pandemi Covid 19 dan Era New Normal Bagi Pelaku UMKM Sidoarjo,” in Seminar Nasional 

Sistem Informasi (SENASIF), 2020, vol. 4, pp. 2200–2208. 

[7] S. Tirtayasa, I. Nadra, and H. Khair, “Strategi Pemasaran Terhadap Peningkatan Kinerja UMKM 

dimoderasi Teknologi pada masa Pandemi Covid-19,” J. Ilm. Manaj. Dan Bisnis, vol. 22, no. 2, pp. 

244–259, 2021. 

[8] W. laura Hardilawati, “Strategi bertahan UMKM di tengah pandemi covid-19,” J. Akunt. dan Ekon., 

vol. 10, no. 1, pp. 89–98, 2020. 

[9] G. R. Alfrian and E. Pitaloka, “Strategi Usaha Mikro, Kecil, dan Menengah (UMKM) bertahan pada 

kondisi pandemik covid 19 di Indonesia,” in Prosiding Seminar Nasional Terapan Riset Inovatif 

(SENTRINOV), 2020, vol. 6, no. 2, pp. 139–146. 

[10] I. Andayani, M. V. Roesminingsih, and W. Yulianingsih, “Strategi Pemberdayaan Masyarakat Pelaku 

UMKM Di Masa Pandemi Covid-19,” J. Pendidik. Nonform., vol. 16, no. 1, pp. 12–20, 2021. 

[11] A. Alfin, “Analisis strategi UMKM dalam menghadapi krisis di era pandemi COVID-19,” J. Inov. 

Penelit., vol. 1, no. 8, pp. 1543–1552, 2021. 

[12] W. L. Hardilawati, S. H. Sandri, and I. D. Binangkit, “The Role of Innovation and E-Commerce in 



 

http://ejournal.seaninstitute.or.id/index.php/Ekonomi 

Jurnal Ekonomi, Volume 11, No 03 2022 

ISSN: 2301-6280 (print) ISSN: 2721-9879 (online)  

 

Analysis of MSME Sales Strategy in the Digital Era, Pandu Adi Cakranegara, et.al 

1725 

Small Business,” in International Conference of CELSciTech 2019-Social Sciences and Humanities 

track (ICCELST-SS 2019), 2019, pp. 18–22. 

[13] I. G. I. Sudipa and E. A. P. Lestari, “RANCANG BANGUN SISTEM INFORMASI PENDUDUK DUSUN 

(STUDI KASUS: DUSUN TEGAL KORI KAJA UBUNG),” J. Teknol. Inf. dan Komput., vol. 5, no. 2, 2019. 

[14] B. Harto and R. Komalasari, “Optimalisasi platform online internet marketing untuk SME Little 

Rose Bandung,” Empower. Community, vol. 1, no. 1, pp. 1–6, 2020. 

[15] Sugiyono, Metode penelitian: Pendekatan Kuantitatif, Kualitatif, dan R&D. Bandung : Alfabeta, 

2015, 2017. 

[16] R. Aditya, “Jenis Metode Penelitian, Selain Kualitatif Dan Kuantitatif.” Suara, 2021. 

[17] C. G. Traver and K. C. Laudon, E-commerce 2017: Business, Technology, Society. Pearson, 2018. 

[18] W. Novita and Y. Triadi, “Pengaruh E-Commerce Terhadap Peningkatan Pendapatan Usaha Mikro 

Kecil Dan Menengah Di Kota Padang,” J. Teknol. Dan Sist. Inf. Bisnis-JTEKSIS, vol. 4, no. 1, pp. 152–

161, 2022. 

[19] H. Helmalia and A. Afrinawati, “Pengaruh e-commerce terhadap peningkatan pendapatan usaha 

mikro kecil dan menengah di Kota Padang,” JEBI (Jurnal Ekon. Dan Bisnis Islam., vol. 3, no. 2, pp. 

237–246, 2018. 

[20] F. R. Aisyah and N. Diana, “Faktor-Faktor yang Mempengaruhi Adopsi E-Commerce dan 

Dampaknya pada Kinerja UMKM di Masa Pandemi Covid-19 (Studi Kasus Pelaku UMKM di 

Kecamatan Singosari Kabupaten Malang),” J. Ilm. Ris. Akunt., vol. 11, no. 01, 2022. 

[21] P. K. Ningtyas and B. Sunarko, “Analisis Faktor Yang Mempengaruhi Adopsi E-Commerce Dan 

Pengaruhnya Terhadap Kinerja UMKM,” in Performance, 2015, vol. 21, no. 1. 

[22] N. Amalina, R. A. Kurniawan, I. K. Rizkiawan, D. P. Sari, and N. Auliana, “Faktor Yang 

Mempengaruhi Minat Adopsi E-Commerce Dan Pengaruhnya Pada Tingkat Penjualan UMKM di 

Surakarta,” J. Ilmu Manaj. Retail, vol. 3, no. 1, pp. 1–11, 2022. 

[23] G. Anggaranie and S. C. Indonesia, ““Klasifikasi Bisnis e-Commerce,” Supply Chain Indones., 2020. 

[24] M. Pradana, “Klasifikasi jenis-jenis bisnis e-commerce di Indonesia,” Neo-Bis, vol. 9, no. 2, pp. 32–

40, 2015. 

[25] R. Romindo et al., E-Commerce: Implementasi, Strategi dan Inovasinya. Yayasan Kita Menulis, 2019. 

[26] S. Avriyanti, “Strategi bertahan bisnis di tengah pandemi covid-19 dengan memanfaatkan bisnis 

digital (studi pada ukm yang terdaftar pada dinas koperasi, usaha kecil dan menengah kabupaten 

Tabalong),” PubBis J. Pemikir. dan Penelit. Adm. Publik dan Adm. Bisnis, vol. 5, no. 1, pp. 60–74, 

2021. 

[27] D. Purwana, R. Rahmi, and S. Aditya, “Pemanfaatan digital marketing bagi usaha mikro, kecil, dan 

menengah (UMKM) di Kelurahan Malaka Sari, Duren Sawit,” J. Pemberdaya. Masy. Madani, vol. 1, 

no. 1, pp. 1–17, 2017. 

[28] D. F. Hadi and K. Zakiah, “Strategi Digital Marketing Bagi UMKM (Usaha Mikro Kecil Menengah) 

untuk Bersaing di Era Pandemi_Strategi Digital Marketing Bagi UMKM (Usaha Mikro Kecil 

Menengah) untuk Bersaing di Era Pandemi,” Competitive, vol. 16, no. 1, pp. 32–41, 2021. 

[29] A. Hendrawan, “Pengaruh marketing digital terhadap kinerja penjualan produk umkm asti gauri di 

kecamatan bantarsari cilacaP,” J. Adm. Dan Kesekretarisan, vol. 4, no. 1, pp. 50–61, 2019. 

[30] D. Sulestiyono, M. Aresteria, and L. I. B. Lestiani, “An An Implementation of Micro, Small, and 

Medium Enterprise (MSME) Opportunities and Challenges In The Pandemic Era: A Literature 

Review,” J. Ekon. Manaj. dan Akunt. Univ. Ngudi Waluyo, vol. 2, no. 2, pp. 19–31, 2021. 

[31] S. E. Dini Haryati and M. Ak, “Fenomena Cashless Society pada Generasi Milenial dalam 

Menghadapi Covid-19,” transfer, vol. 3, no. 1, 2021. 

[32] L. Marlina, A. Mundzir, and H. Pratama, “Cashless Dan Cardless Sebagai Perilaku Transaksi Di Era 

Digital: Suatu Tinjauan Teoretis Dan Empiris,” J. Co Manag., vol. 3, no. 2, pp. 533–542, 2020. 

[33] F. Katon and U. Yuniati, “Fenomena Cashless Society Dalam Pandemi Covid-19 (Kajian Interaksi 

Simbolik Pada Generasi Milenial),” J. Signal, vol. 8, no. 2, pp. 134–145, 2020. 

[34] S. P. Lestari, “The Effect Of Product Quality Toward Interest In Buying Umkm Products In 

Tasikmalaya City,” Jobs (Jurnal Bus. Stud., vol. 5, no. 2, pp. 95–102, 2019. 

[35] S. Tripayana and J. Pramono, “Kualitas Produk, Pelayanan, dan Loyalitas Pelanggan Dimana 

Kepuasan Sebagai Variabel Intervening pada UKM Start Up Pariwisata Kombuchi Brewing Co, 

Bali,” Jemap, vol. 2, no. 2, p. 182, 2020. 

[36] D. Amanah, “Pengaruh harga dan kualitas produk terhadap kepuasan konsumen pada majestyk 

bakery & cake shop cabang HM Yamin Medan,” J. Keuang. bisnis, vol. 2, no. 1, pp. 71–87, 2010. 

[37] N. Adiyanto, “Customer Relationship Management (CRM) Based On Web To Improve The 



 

http://ejournal.seaninstitute.or.id/index.php/Ekonomi 

Jurnal Ekonomi, Volume 11, No 03 2022 

ISSN: 2301-6280 (print) ISSN: 2721-9879 (online)  

 

Analysis of MSME Sales Strategy in the Digital Era, Pandu Adi Cakranegara, et.al 

1726 

Performance Of The Company,” IAIC Trans. Sustain. Digit. Innov. 1st Ed. Vol. 1 No. 1 Oct. 2019, vol. 

32, 2021. 

[38] F. Khodakarami and Y. E. Chan, “Exploring the role of customer relationship management (CRM) 

systems in customer knowledge creation,” Inf. Manag., vol. 51, no. 1, pp. 27–42, 2014. 

 

 

 

 


