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Abstract. Effective use of Digital Marketing on micro small and Medium Enterprises 
(MSMEs). This paper aims to analyze the influence of Information Technology, Employee 
Skill, digital strategy to Digital Marketing in MSMEs. Data were drawn from using a 
questionnaire of culinary tourism businesses and stakeholders. A literature review supported 
empirical data. The paper finds that MSME has significantly different attitudes to Digital 
Marketing and cannot be regarded as a homogenous group for Digital Marketing initiatives. 
Rather, specific targeting would enhance participation and lead to more effective use. Using 
categories derived from the literature, a classification of five MSMEs groupings based on 
firms' motivations is proposed. It is recommended that utilize initiatives are targeted at two 
groups that have the need or desire to become enabled. The data begins from one area and 
thusly the assessment setting limits, the generalizability of the results. By giving 
suggestions to focused activities the paper adds to the advancement of compelling help for 
MSME Digital Marketing use. Creativity to utilize is discussed within the context of 
existing literature to confirm and challenge current thought and present the case for more 
research into MSMEs Creativity. Departing from the research model the influence of 
internet technology, Employee Skill, Digital strategy on Digital marketing on tourism 
culinary MSMEs. The value lies in the paper's use of empirical data derived from three 
separate methods of data collection and informed by the literature. This provides rich data 
to enable wider implications of the subject area to be discussed and contributes new 
perspectives to the MSME Digital Marketing utilize to discuss. 
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1. Introduction 

The key goal of using marketing for organizations is to develop satisfying relationships 
with customers that benefit both the consumer and the producing company. Today, digital 
marketing is very important, regardless of size company business sector; It is therefore very 
important that the company not only uploads its website but also These efforts lead marketing 
to serve an important role within most organizations and society; as [1]. Marketing is the 
social process by which individuals get what they need and need through the creation and 
exchanging things and motivating force with others. As demonstrated by Forbes, 82 percent of 
clients did a direct investigation on the web, and (Tech Crunch) certified in one of their reports 
that 79 percent of people shop on the web; and as a real example [2] U.S. digital marketing 
spend will ascend to about $332 billion by 2021. All this leads to the fact more you are close 
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to your customer; in other terms; the more you are connected with your customers, the more 
you will have to take into consideration the digital dimension of marketing strategies.  

With billions of people worldwide connecting and using digital technologies, no doubt 
now is the right time to use digital marketing before it's too late. The importance of micro 
small and Medium Enterprises (MSME) for the economic growth of every country is widely 
acknowledged. There is a shortage of literature in digital marketing and research studies that 
observe different aspects of the MSME. However, most of the studies lack in digital marketing 
for example [3] implementing a holistic ERP system for SMEs, [4] digital marketing has been 
broadly used to advance the travel industry event advertisement, SMEs may take various 
courses to improve achievement when computerized change is changing their business models 
[5], does three people digital marketing a large company, but knowledge of how MSMEs 
utilize digital marketing requires more in-depth knowledge and only medium and large scale 
companies, there is still very little research on MSME especially digital marketing on culinary 
tourism in Indonesia. 

The Ministry of Cooperatives and Small and Medium Enterprises (Kemenkop UMKM) 
propelled the same number of as 3.79 million smaller scales, little and medium undertakings 
(MSMEs) have utilized an online stage in showcasing their items. This number plays 8 percent 
of all current SMEs in Indonesia, which is 59.2 million and is assessed to speak to 80 percent 
of the overall monetary turn of events [6]. Computerized showcasing has likewise been 
broadly used to advance the travel industry around the globe [4], just rare sorts of people who 
effectively utilize web-based life as their promotion tools and they have not separated their 
online shop account with their account, several others use it occasionally, and the rest 
participants have never used social media marketing for being lack of technological skill. All 
participants showed great interest in using social media marketing continuously [7]. There is a 
significant correlation between sales revenue and the amount of time spent on social media 
marketing [8]. [9] The organizer of the International Culinary Tourism Association (ICTA), 
formed a paper in 2001, portraying its activity in the movement business. Characterized as a 
movement to "find out about or appreciate novel and essential eating-and-drinking 
encounters," culinary the travel industry is going into the standard of the American travel 
jargon.  

The Culinary Industry is undergoing major changes to the foundations of globalization and 
sustainable urbanization and in satisfying the growing need for individual products [10]. 
Culinary tourism in Cirebon is important because it becomes a tourist destination, as a satellite 
city of major cities in Indonesia, and a complete infrastructure supports this culinary tour to 
progress and develops, among its toll roads, hotels, and other facilities. To understand this 
goal, digitalization is considered a central innovation [11]. As SMEs generally form the 
foundation of most economies, the achievement of computerized change will depend on the 
acceptance and implementation of advanced innovations in SMEs [10]. In this context, 
MSMEs have been transformed into digital information. Computerized changes have taken 
place step by step in various modern fields in "Industry 4.0" [12]. Nonetheless, this change is 
still at a moderate pace for SMEs [13]. The absence of sophisticated capabilities has become 
an overall concern among SMEs [3], which combines the absence of information and talent to 
implement innovations that are taking place [14]. 

Culinary tourism offers an authentic experience for the tourist and allows him to 
communicate with what is unique and original and radically linked to each country's history 
and distinctive culture [15], [16] recently, tourism is no longer confined to exploring tourist 
areas only, but a new type of tourism has become known as food and drink tourism, and this 
type is mainly based on exploring food and drink for a particular culture or country, or 



 
 
 
 

learning ways to prepare it, and trying the original taste of the dish in its home country [17]. 
Culinary tourism includes cooking classes at the hands of local food experts, as well as food 
and drink tours, whether in local restaurants and bars or farms and manufacturing places, as 
well as culinary festivals [18]. 

Digital marketing the operation designates all marketing actions passing through one or 
more digital channels more precisely Commercializing services and products through digital 
technologies, using the internet [19]. [20] also set extraordinary accentuation on the in-
development search and how ICTs change vacationer conduct. In this context, one approach to 
move toward computerized culinary tourism and their conduct is to observe the advanced 
exercises that they can act according to their tourist exercises. The exercises that e-tourists can 
complete with advanced devices could be Information Technology (IT) [20], [21].  

Furthermore, employee skills using digital marketing, the employee’s skill in utilizing 
singular innovations and applications to incorporate the more extensive hierarchical 
measurements alluded to by [22]. The advancement of this culture and skills is basic, not least 
since IT selection, a focal supporting of digitalization requires talented skilled employees to 
create, receive and incorporate new and existing IT frameworks [23], [24]. [25] distinguish the 
advancement of ceaseless learning as necessary for building computerized capacities digital 
strategy [26]. 

The significance of digital strategy goes past perceiving the multiplication of computerized 
assets in practical zones, for example, activities, buying, and advertising [27].  A digital 
strategy perceives advanced assets in general [27], making and satisfying desires inside the 
association to gain new assets [28] on MSMEs. 

As a result, the forms of advertising and marketing through new media depart in 
significant ways from the more familiar commercial advertising and promotion [29] seeks to 
provide as much visibility as possible online to maximize all opportunities for success. Mobile 
users are growing day by day and this is the most effective marketing method [30]. This is an 
opportunity that should not be missed. In this case, the factors of Information Technology, 
Employee Skill, and Digital Strategy are the three factors that are explored in the context of 
digital marketing at MSMEs can be seen in Fig. 1, On the other hand, talking about the case 
sector used in this study is culinary tourism.  In the following section, we commencing our 
review of the literature, and after we highlight the methods adopted to search for a better 
understanding of the digital marketing on micro small and Medium Enterprises (MSMEs).  

2. Literature Review  

 
2.1 Micro Small and Medium Enterprises (MSMEs) 

In Indonesia, MSMEs are not a homogenous gathering, yet extraordinary among 
subclasses. MEs and MIEs can be recognized clearly from MEs by reference to their various 
attributes in numerous viewpoints, for example, custom or routes in working together, 
showcase direction, social monetary profiles of the proprietors/makers, nature of laborers 
utilized, received association and the executive's framework, level of motorization (nature of 
creation process), wellsprings of principle crude materials and capital, area, outer connections, 
and level of ladies' contribution as business people [26].  [27] analyzed the degree of 
advancement of MSME in Indonesia, by concentrating on MSME bunches in the assembling 
business. From their perceptions, they arranged to assemble MSMEs groups in Indonesia into 



 
 
 
 

four sorts as indicated by their degree of improvement (counting level of the business 
enterprise), each with its attributes. 

In Indonesia, the meaning of MSMEs is set in Law Number 20, 2008. In this law, the 
standards used to characterize an MSME as set out in Article 6 are net resource esteem barring 
area and working of business premises, or yearly deals. Under these measures, MIE is a 
specialty unit with a benefits estimation of at most 50 million Indonesian Rupiah (Rp) or 
yearly deals of greatest Rp300 million; SE is a specialty unit with an advantage estimation of 
more than Rp50 million up to a limit of Rp500 million or yearly deals of more than Rp.300 
million up to a limit of Rp2.5 billion; and ME is an organization with a total assets estimation 
of more than Rp500 million up to a limit of Rp10 billion or yearly deals of over Rp2.5 billion 
to a limit of Rp50 billion. On the other hand, BPS receives the number of laborers as the rules: 
MIE: 0–4 people; SE: 5–19 people; ME: 20–99 people; and LE: > 99 people [28]. 

 
2.2 Culinary tourism 

Culinary tourism is the focus of food as an attraction for exploration and a destination for 
tourism. Although food has always been a part of hospitality services for tourists, it was not 
emphasized by the tourism industry until the late 1990s [29]. Culinary tourism can also 
generally refer to travel in which the goal is exploring and enjoying local delicacies and 
gaining memorable culinary experiences [9]. 

Related [30] that defined culinary tourism as follows: while traveling, tourists either 
purchase or consume local food or observe and research the process of food production (from 
agriculture to cooking schools), and view this as an important motivation for traveling or an 
important travel activity. Culinary tourism implies that local cultures that have interesting 
stories about their cuisines, and it also indicates that local or special knowledge and 
information that represent local culture and identities are being transferred [30]–[32]. 
Traveling without trying the local food of the country you are visiting will be an incomplete 
experience on a very large scale. Regardless, of your experience with the taste of food, 
whether you like it or not, but the magic happened when you start creating and formed a bond 
and developed a stronger relationship with that place and its inhabitants. 

Countries where catering tourism has become very popular over the years. Whether they 
are domestic or foreign tourists, they all visit some cities and towns with only one goal in 
mind: to taste local food or get to know a specific city or region through the kitchen. The most 
effective way of cooking culture anywhere is tasting local food. However, many other 
activities offer local cuisine with cooking lessons. Another little way to visit the local and 
production markets is to produce unique products locally. According to [31] edited volume, 
Culinary Tourism uses the methods of folklore studies and anthropology to ''explore food as 
both a destination and a vehicle for tourism''. 

This understanding of intangible heritage includes regional or local food not only as an 
expression of the region or locality’s intangible heritage status but also as a marker of the 
culture and identity of the region. Likewise, there exists a growing recognition among 
researchers and the food industry of the increasingly close relationships between traditional 
food products and intangible heritage; linked to particular geographic areas and their specific 
gastronomic and culinary heritage, these relationships play an important role in 
(re)constructing and sustaining regional and local identities [33]–[35]. 

 
 
 



 
 
 
 

2.3 Digital Marketing 

This term was first used in 1990; by more than 3 million people the world over. How 
mechanized advancing has made since the 1990s and 2000s has changed the way wherein 
brands and associations use development and propelled promotion for their marketing [36]. 
Digital marketing is characterized as:".... the advertising of items or administrations utilizing 
computerized channels to arrive at buyers ..."  [37]. The key target is to advance brands 
through different types of computerized media. Advanced advertising is an umbrella for the 
promotion of items or administrations utilizing computerized and innovations, either the web 
or the web. Digital marketing is an umbrella for the marketing of products or services using 
digital and technologies, either the internet or the internet. The use of the internet includes 
websites such as Google, Facebook, Twitter, Linkedin, e-book, web-hosting, etc. Digital 
marketing of the web incorporates sites, for example, Google, Facebook, Twitter, Linkedin, 
digital book, web-facilitating, and so forth. Advanced showcasing which doesn't require the 
utilization of the web incorporates cell phones, show promoting, and some other computerized 
medium, for example, TV, communicate, LED-TV, satellite, and so on[37] 

[38] uncovers that digital marketing is a term used to portray the incorporated advertising 
administrations used to draw in, connect with, and convert clients on the web. Digital 
marketing uses numerous channels, for example, content promoting, influencer showcasing, 
SEO, web-based life, and web-based publicizing to assist brands with interfacing with clients 
and reveal the exhibition of marketing programs continuously. How digital marketing has 
created since the 1990s and 2000s has changed how brands and organizations use innovation 
and computerized showcasing for their marketing [36], Digital marketing can target and 
control clients [39].  

 
2.4 Information Technology 

Information Technology is an umbrella term summing up mechanical gadgets with 
registering abilities that help dynamic and authoritative data preparation [14]. The innovation 
scene is a quick-moving one with new improvements including distributed computing [40] 
portable and investigative advancements [41] and interpersonal organizations [42]–[44] IT 
empowers correspondence, cooperation, and processing abilities to encourage the 
improvement of stages, computerized antiquities and advanced framework [45]. 

Be that as it may, while yielding valuable bits of knowledge, these examinations were not 
embraced in an SME-explicit setting, and there are noteworthy contrasts among SMEs and 
bigger firms. The arrangement challenge recognized by the [46] conveys an unmistakable 
appraisal: "The capacity of SMEs to quickly receive new advances, to learn by doing, 
improve, and enhance their creativity, is obliged by their little scope, restricting their capacity 
to receive the rewards of the computerized economy".  

These difficulties, in any case, the development of programming as-an administration 
manages MSMEs' practical access to innovation [47] just as the adaptability to switch between 
advances as required, in this manner evading sunk expenses and lock-in to one IT supplier 
[46]. This presents MSMEs with an extraordinary chance to build up a high-caliber, versatile, 
and versatile IT foundation that can empower digital marketing. We hypothesize:  
H1: IT positively relates to the digital marketing of MSMEs. 

 
2.5 Individual Skill 

The development of new advanced ancient rarities requires computerized abilities and the 
need to organize groups with a comparing advanced range of abilities [20]. Distributed 



 
 
 
 

computing, a transformative innovation, permitting MSMEs practical access to innovation, 
requires differing aptitudes in business, account, venture the board, agreement and merchant 
exchange abilities, and information coordination aptitudes [47]. From a progressively broad 
point of view, IT anticipates in MSMEs frequently flop because of an absence of senior 
administration support and helpless venture the executives' aptitudes [19].  

SMEs need a blend of hard aptitudes, for instance, the capacity to utilize the innovation 
and break down higher volumes of information, just as the delicate abilities, for instance, 
tackling ineffectively organized issues, grasping change, ideation, and opportunity 
acknowledgment [48], [49]. Surviving exploration shows that workers' information and 
aptitudes, including basic reasoning, critical thinking capacities, and the capacity to team up in 
systems are on the whole fundamental to digitalization [49]. Worker aptitudes are pivotal to 
changing an organization's IT scene [49], [50]. It can in this way be hypothesized: 
H2: Employee skills positively relate to the digital marketing of MSMEs. 

 
2.6 Digital strategy 

While MSMEs proprietor chiefs seldom build up a proper methodology except if 
completely required to do as such, discoveries show that organizations who are experiencing a 
change are bound to follow an arrangement [51] An advanced technique includes the change 
of items and administrations in blend with computerized advances taken from a business-
driven viewpoint [18], [52]. This incorporates esteem creation, esteem catch system, offer, 
advanced advances, key authoritative movements, and outside and inward drivers [18], 
[53]Reception of advanced innovations pervades the more extensive association, rises above 
existing conventional organization fringes, and requires a procedure to arrange the whole 
change to arrive at the characterized objective [18], [53].  

The making of another offer is regularly a key yield of an advanced system that requires 
four measurements: (1) usage of computerized innovations, (2) change of significant worth 
creation instruments, and (3) hierarchical changes, which thus include (4) money related 
arranging [18], [50], [54]. Late exploration affirms that organizations require an advanced 
system to arrange every single compulsory asset to accomplish and improve intensity [53], 
[55]. Then again, the nonappearance of an advanced system prompts helpless choices and 
misuse of assets [56]. It can, therefore, be hypothesized: 
H3: Digital strategy positively relates to the digital marketing of MSMEs. 

 

 
 

 
 
 

 
 
 
 
 

Fig.1.  Research Model 
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3. Method 

Collecting contact information from the Department of Trade Industry of Cooperatives and 
UMKM (Disperindagkop-UMKM) Cirebon City, currently, there are 2.552 MSMEs in 
Cirebon City. From this number divided into various types of businesses, culinary businesses 
amounted to 1.404 MSMEs in the culinary field or about 55% of the population of the city of 
Cirebon MSMEs. The sample is part or representative of the population under study, To 
determine the size of the sample if the subject is less than 100, it is better to take all so that the 
research population research. If the subject is bigger, it can be taken between 20-25% [57] 
from this theory we took a sample of 351 respondents or equivalent to 25%, the research 
sample in this study used random sampling.  

The quantitative data was collected via an online survey, which was reviewed by two 
university academics and pre-tested by six university members. Comments on questions, 
sentence structure, wording, and consistency were considered for the final questionnaire to 
improve comprehensibility and validity. In March 2020, a link to the online survey was sent to 
351 randomly selected SMEs by google form, resulting in 193 fully and correctly completed 
questionnaires. The overall response rate of 4.65% was similar to related studies in SME 
research [58]. 

 
3.1 Measures 

Independent variables: The information technology variable (IT) was measured with the 

five-point Likert scale, ranging from 1 “strongly disagree” to 5 “strongly agree” as used by 

[50]. All items from the variable IT could be retained with factor loadings ranging from 0.739 

to 0.803 [59]. The employee skills variable (ES) was measured with a 5-Point Likert scale 

ranging from 1 “strongly disagree” to 5 “strongly agree”, adopted from [20], [50], [60]. The 

digital strategy variable (DS) was measured with a five-point Likert scale ranging from 1 

“strongly disagree” to 5 “strongly agree” as adapted from [50]. 

Dependent variable: Digital marketing. Adopting the scale from [61]. Digital marketing 

(DM) was measured with a five-point Likert scale ranging from 1 “strongly disagree” to 5 

“strongly agree”. 

 
3.2. Operational variable 

a) Information Technology (IT) 

IT1- To what extent does your organization use the following digital technologies? [43] 

IT2- Social Media and Collaborative Technologies [50] 

IT3- Mobile Technologies [41] 

IT4- Data and Analytics [62] 

IT5- Cloud Computing Services [63] 

b) Employee Skills (ES) 

ES1- We promote continuous learning of the unique properties of digital technologies [60]. 

ES2- The balance between overall digital skills & specialized digital roles is adequate [50]. 

ES3- We can assemble teams with the right combination of skills for each digital project 

[20]. 



 
 
 
 

ES4- My organization provides the employees with the resources or opportunities to obtain 

the right skills to take advantage of digital trends [50]. 

c) Digital Strategy (DS) 

DS1 - To what extent do you agree that the following are objectives of your organization’s 

digital strategy? [50]. 

DS2 - Fundamentally transform business processes and/or business models (e.g., grow new 

lines of business) [50]. 

DS3 - Improve customer experience and engagement  [50]. 

DS4 - Improve innovation  [50]. 

DS5 - Improve business decision making  [50]. 

DS6 - Increase efficiency (e.g., automation, timely access to expertise, and communities) 

[50]. 

d) Digital Marketing (DM) 

DM1- Using social media for advertising [61]. 

DM2- Branding that uses various web-based media such as blogs, websites, e-mail, 

AdWords [61]. 

4. Result And Discussion 

The data sample consisted of simultaneous self-reported data from the same informants to 
assess the independent and dependent variables and as such it could represent a potential 
source of common method bias [64]. We conducted Harman's one-factor test where all items 
were subject to an EFA [64]. Common method variance was given if a single factor emerged 
from an unrotated factor solution or if the first factor explained more than 50% of the 
computed variance [64]. The analysis produced 17 factors above an eigenvalue of 1, 
explaining 96.86% of the total variance. The first factor explained 36.01% of the variance. No 
single factor emerged, so a common method variance was not a major issue 

[57] stated that FL> 0.5 is acceptable, while [65] wants FL of at least 0.7. This time we use 
the opinion of Hair et al. (2006). It appears that all three variables have met the minimum FL 
requirements. The question is, are the four variables (Total_IT, Total_ES, and Total_DS) valid 
because minimum FL requirements have been met? Hair et al (2006) state that FL is not 
sufficiently used for validity testing. Two other criteria needed are average variance extracted 
and composite reliability. One more condition, namely discriminant validity is an additional 
requirement, but most researchers do not use it.  The average variance extracted (AVE) is the 
average variance extracted by the program. Based on the extraction analysis results obtained 
an average of AVE of 0.648. 

 
Table 1. Average variance extracted (AVE) 

Var FL VE AVE 

Total_IT 0.849 0.72 

0.615 
Total_ES 0.736 0.541 

Total_DS 0.827 0.683 

Total_DM 0.718 0.515 



 
 
 
 

The minimum AVE value that can be tolerated is 0.5 (Hair et al., 2006; Wijanto, 2008). 
Therefore, AVE = 0.615 meets the requirements. 

Validity Test conducted by looking against Pearson (Pearson Correlation) compares with 
r-table with a significance of 5%. And if the sample we use amounts to 193 correspondents, 
then the r-value is 0.1191. Where this value is obtained from df = n-4, df = 193-4 = 189. And 
if r-table <rcount then accepted it is considered valid. Based on the results of statistical 
calculations each variable can be announced (in the Correction Item-Total Correlation 
column) ≥ 0.1191 means that the data is valid. The highest validity on item question DS5 is 
0.727, and the lowest validity on item question ES3 is 0.496. 

Reliability testing used in this study is the Cronbach Alpha formula, while to find out the 
reliability test results to the statement plus the total score of each variable can be seen in the 
output. A research instrument has sufficient reliability if Cronbach's alpha coefficient is 
greater or equal to 0.70. 

Table 2. Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha 

Based on 

Standardized 

Items N of Items 

.914 .915 17 

 
From the table above, it can be seen that the value of Cronbach’s Alpha 0.914> 0.70 means 

that the data is reliable data. 
 

4.1. Hypothesis testing 

T-test or partial test is used to test how the influence of each independent variable 
individually on the dependent variable. In this study the t-test is used to prove the hypothesis 
can be seen in the table below: 

 
Tabel 4. Hypothesis testing 

Variable 
Value of 

Tcount 

Value of 

Ttable 

a significance 

level of α  
Result 

Information 
Technology (IT) 

2.044 0.67576 5% 
Ho is rejected and 

Ha is accepted 
Employee Skills 

(ES) 
2.256 0.67576 5% 

Ho is rejected and 
Ha is accepted 

Digital Strategy 
(DS) 

5.33 0.67576 5% 
Ho is rejected and 

Ha is accepted 

 
F Test or Anova Test is a test to see how the influence of all independent variables 

together - the dependent variable. 
 

 

 

 

 

 



 
 
 
 

Tabel 5. F Test 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 104.319 3 34.773 51.577 .000b 

Residual 127.422 189 .674   

Total 231.741 192    

a. Dependent Variable: Total_DM 

b. Predictors: (Constant), Total_DS, Total_ES, Total_IT 

 
Judging from the results of the above table, we can know that the F test of the two 

independent variables is 51.577 > F table 2,86 or there is a relationship because the Sig level is 
0,000 or smaller than 0.05 (p <0.05). 
 
4.2 Discussion 

This study contributes to a better understanding of the Digital marketing on micro small 
and Medium Enterprises (MSMEs) exactly inspecting the connection between the three key 
SME assets of IT, representative aptitudes, and advanced system, and digitalization, just as the 
effect of these assets and digitalization on budgetary execution. IT positively affects 
digitalization (H1). This proposes IT assets including portable innovations [66] web-based life 
[42], [43] shared advances, distributed computing administrations, and examination 
apparatuses add to the digitalization of SMEs. Expanding this discovering, [67] contend that 
remotely situated IT-based capacities greatly affect execution than inside IT-put together 
abilities which center concerning proficiency.  

The discoveries additionally affirm surviving exploration [42] which shows that advanced 
explanatory devices permit SMEs to gauge bits of knowledge and streamline existing business 
forms [41], [68]. Versatile advances permit client connections to be created and offer new 
cooperation capacities [66]. Thus, [68] found that advanced diagnostic capacities decidedly 
identify with firm execution.  

Worker abilities positively affect digitalization (H2), which affirms the discoveries of 
relatively late examinations showing that digitalization relies upon human capital just as 
mechanical assets [49], [69]. The appropriation of new computerized advancements regularly 
requires accomplished workers and the current writing recommends that gifted representatives 
are fundamental for troublesome digitalization [49]. Moreover, and dependent on a common 
excitement and advanced character [70] those representatives are integral to remaking 
esteems, standards, and authoritative conduct during the change procedure [23], [54]. 

Computerized methodology positively affects digitalization (H3), which is under earlier 
examination proposing that MSMEs experiencing a change procedure are bound to follow an 
arrangement, though not a proper system [51]. Digitalization influences the association on 
various levels: First, the personality of the association may change, with new standards and 
qualities that need to meet the desires for the various crowds of the changed endeavor [23], 
[54]; Second, digitalization challenges the ebb and flow plan of action and offer and goes 
about as a driver of further development [23], [71]. At long last, computerized advancements 
[48], upgrade the client experience, lead to business enhancements, and a positive change of 
the plan of action [71]. Digitalization additionally positively affects the money related 
execution of MSMEs (H4). Building new abilities through digitalization, in a business domain 



 
 
 
 

described by quick innovative change, can be a higher priority than planning. The capacity to 
incorporate, form, and reconfigure capabilities energizes new types of upper hand [72]. 

5. Conclusion 

This study contributes adds as far as anyone is concerned about Digital Marketing on 
smaller scale little and Medium Enterprises (MSMEs) the assets that should be arranged for 
this change procedure to succeed. IT appropriation, worker aptitudes, and an advanced 
procedure essentially drive digitalization, and, thusly, digitalization drives the monetary 
exhibition of MSMEs. IT is legitimately and in a roundabout way recognized as a key factor 
affecting monetary execution employing digitalization. Earlier investigations have discovered 
IT as emphatically identifying with budgetary execution [19], [73], supporting our discoveries 
for the smaller scale little and Medium Enterprises setting. Be that as it may, MSMEs 
proprietor directors can likewise acquire an upper hand through both embracing IT and 
building computerized capacities to improve the viable organization of IT [74]. Information 
handling innovations, distributed computing administrations, versatile advances, and internet-
based life channels are proper computerized advances that broaden, make, or change existing 
items and administrations for MSMEs, helping them arrive at a more extensive client base 
[47]. SME directors need to help and train representatives to get the fundamental digitalization 
aptitudes [49].  

This will normally change their current jobs and influence the personalities of 
representatives and the character of the association in general [70]. Supervisors need to help 
workers to grow in like manner [75] and to make a personality and job inside the association 
identified with digitalization [71]. Administrators also need to put resources into computerized 
advancements to meet future client desires, for example, computerized administrations or 
items [76]. MSMEs chiefs will explicitly need to build up a computerized system with solid 
key execution pointers and activities to screen the change procedure. As the information 
proposes, digitalization doesn't bolster money related execution on each level, so a point by a 
point system and estimation plan will be valuable in recognizing unwanted turns of events. 

This study has several limitations. Of all information gathered in have limited the 
speculation of the discovery. Carrying out this inspection in the city of Cirebon with the scope 
of culinary industry research, other topography will improve the quality and legitimacy of an 
unwavering estimation model. Relatedly extra examinations may likewise explore the 
exhibition result of various digitalization appropriation situations. a computerized showcasing 
basic given the development in the number of uses and advances accessible to MSMEs which 
computerized advances make the best commitment to money related execution? At last, as this 
dynamic marvel turns out to be progressively unpredictable and heterogeneous, future 
research could research what worker abilities are essential for the advanced change of 
MSMEs. 
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