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ABSTRACT

Small Medium Entreprise (SMEs) contribute not only to the improvement of job vacancy and
decrease poverty, but they also serve as the source of growth for export and gross domestic product
(GDB). The development of industrial revolution reaches to the 4.0 industrial era. The Trade Ministry’s
Strategy of Making Indonesia 4.0 illustrates the trend and strategy of Indonesian SMEs in involving
in the 4.0 Industry so that they can be competitive among other countries. To know and analyze the
influences of digital marketing towards business performance that is mediated by customer relation
management (CRM). It was qualitative one research. The research population was SMEs of creative
industries producing batik crafts as excellent products in Bangkalan dan Pamekasan towns, East
Java Province, Indonesia. Sample consisted of seventy (70) Small Medium Entreprise (SMESs).
Sample was taken with proportional random sampling and purposive sampling. Data collection used
guestionnaire. Data were analyzed with Structural Equation Modeling (SEM) PLS. The result of model
test of the digital-marketing influences towards business performance with the mediation of Customer
Relationship Management (CRM). Implication the research result can be recommended as the
consideration for the central and local governments in the empowering program for SMEs in the
creative industry; and it can the consideration for SMEs in managing their business.
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INTRODUCTION

The COVID-19 pandemic has had an impact on SMEs. This was shown by the fact that
82.9% MMSBs had got a negative impact and 5.9% of them experienced positive growth
in their business activities (Limanseto, 2021; Hadiyati, E; Hendrasto, 2021; Ihza 2020). The
shock of COVID-19 to economic conditions was different between small companies and
large companies. Smaller businesses have got an impact because they lacked the ability
to seize opportunities created by the crisis. This was according to Maksim Belitski et all
(2021).

The current industrial revolution has come to the industry 4.0 (Vaidya, Ambad and Bhosle,
2018). Industry 4.0 has provided benefits; on the otherhand it has challenges that should
be faced by SMEs. The development of the digital economy in the industrial revolution 4.0
has given a positive impact on businessmen, consumers and society. For businessmen,
the positive impact was shown by the reducing operational costs so that companies were
able to expand market share, get maximum profits and make it easier for them to develop
their business (Murdiana and Hajaoui, 2020).

Economic digitalization then became one of the concrete evidences in the Industrial
Revolution 4.0 Era, including the use of social media to support the growth of digital
marketing (Rahman, Hadiyati, et al 2020; Sunardi; Sarwani; E. Nurzaman AM.; Pranoto; R.
Boedi Hasmanto (2020). MMSBs need business resilience in a situation of intense
competition and changes in market demand based on innovation and technology (Adhi
Putra Alfian, 2014). This condition requires a way for SMEs to maintain their business
performance, namely by managing relationship to customers (customer relationship
marketing-CRM) (Indah & Devie, 2013; Mozaheb et al., 2015; Hoque et al., 2017a). CRM
in SMEs is a way of corporate communication to find out customer needs (Amir Mozaheb
et all.,, 2015). Companies today need technology to build innovations to attract the
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customers. Taherpor & Taibi Toolo, (2010) research result stated that there is a strong
relationship between market performance and CRM. The purposes of the study is to identify
and analyze the effect of digital marketing on business performance through customer
relationship management (CRM) mediation.

LITERATURE REVIEW

Digital Marketing

Digital marketing is a marketing effort and business practice using technology to market
services , goods, information, and ideas from the Internet, display ads, cell phones, and
other of electronic medias (Pradhan, P.; Nigam, D.; Ck, T, 2018; Wilson, V.; Macau, C.,
2018). From a customer perspective, one can explain that the use of technology has
influenced consumer behavior and decision making (Chinje, N.B. Harnessing, 2015;
Voramontri, D.; Klieb, L.(2019). The use of technology encourages businesses to adopts
technology of digital to focus more on customers on business growth (Nagy, J.; Olah, J.;
Erdei, E.; Maté, D.; Popp, J., 2018). Customers gain access to services and goods through
information where shared on digital platforms such as email, affiliate marketing, social
media, search engines, mobile marketing, and digital advertising ( Saura, J.R. et all.,(
2021); Ahene Djan, V. (, 2022); Colomo-Palacios, R.; Soto-Acosta, P.; Ramayah, T.; Russ,
M, 2013) The importances of digital marketing serves as a tool to reach the target audience,
to increasing sales turnover and brand loyalty (Hudak, M.; Kianickova, E.; Madle "nak, R.,
2017); and this can improve the performance of SMEs (Mechman Ali et al, 2021). Utomo
et al (2021) explain that digital marketing is a key to retaining customers, competitiveness,
and sustainable business performance.

Customer Relationship Management (CRM)

Strengthening customer relationships can help SMEs to maintain their performances
(Indah et al.,, 2013; Mozaheb et al.,, 2015; Hoque et al.,, 2017). The Customer of
relationship-oriented sales requires sellers to gather customers' information to create of
value toward for profitability (Reijonen & Laukkanen, 2010). Kocoglu and Kirmaci (2012),
Mozaheb et al. (2015) explain that business can sustain by having loyal customers and
building customer relationship management (CRM). Siti Hajar Mohamad et al (2014) state
that customer relationship management is determined by: customer focus, knowledge
management, relationship marketing, technological resources. CRM has focused on the
establishment, maintenance, and enhancement of long-term relationships with customers
(Srivastava et al., 1999).

Customer relationship management functions to create long-term business performance
and customer loyalty by combining digital technology and marketing strategy (Clay and
Maite, 1999). CRM is a company's way of understanding and influencing customer
behavior by carrying out effective interactions in an effort to increase customer attraction,
retention, loyalty (Al-Weshah, et al., 2018; Soltani, et al., 2018; Ngai, 2005). The CRM
process in MMSBs will encourage company to be successful in achieving goals and
improving performance of organizational (Al-Weshah, et al., 2018; Rafiki, et al., 2019).

Business Performance

The business performance illustrates a company's potential when adapting to changes the
market of environment consisting of competitors, customers, and other forces witch can
change the direction of business activities (Rekarti and Doktoralina, 2017). Factors that
support good business performance are proper management, marketing strategy and good
financial planning (Halim et al., 2011). The assessment of the performance of SMEs covers
three aspects: profitability, productivity, and market according to Sanchez & Marin (2003).
Business performance of the aspect of profitability can be seen from point view of achieving
financial goals, while the aspect of productivity is based on business activities to meet the
needs and wants of customers, as well as the level of employee productivity. Business
performance from the market aspect can be seen from the achievement of product sales,
market position and market share. Rajesh K Singh and Suresh K. Garg (2008) define that
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the performance of SMEs includes: level of sales; creating of jobs; level of business
stability; level of profit; contribution to development or improvement of society;
organizational growth; industrial leadership or market control; income for the family; low
operational expenses. Septiani, Sarma, Limbong (2013); Hajar (2015) in measuring
business performance use indicators: profit growth, sales growth, revenue growth , asset
growth, and increased customer focus.

METHODS

This research used quantitative methods, hamely research that focuses on the analysis of
numerical data (numbers) from respondents' answers, which was processed with a
statistical approach. Quantitative research was carried out in inferential research as the
basis for a decision to accept or reject the research hypothesis.

The research population was SMEs of batik craft in Bangkalan and Pamekasan regions in
East Java Province, Indonesia. The research sample was determined by Slovin (Yamane,
Taro, 1967), with total number of 70 entrepreneurs, and the sample was determined by
purposive sampling. Digital marketing was measured by indicators: information, image
display, visualization, helping consumers go online, communication, payment systems,
visitor records, product search. CRM was measured by: focus on customers, knowledge
management, marketing relations, and technological resources. Business performance
was measured by: sales growth, growth in the number of customers, growth in work force
absorption, profit growth.

The measuring of respondents' answers was done with a Likert scale using a range of the
answers, namely: (1) strongly disagree, (2) disagree, (3) neutral, (4) agree, and (5) strongly
agree. Data analysis used PLS Structural Equation Modeling (SEM) represented by Smarth
PLS and PLS Graph software. Solimun, Achmad, Adji. RF, Nurjannah. (2017) explain that
the criteria to select the SEM-PLS analysis tool are: (1) Research is in the nature of
expanding theory, identifying the main determining variables or predicting certain
constructs; (2) There is a formative construct; (3) There is no reciprocal relationship; (4) It
does not require a large sample size; and (5) The scale of data measurement can be
nominal, ordinal, interval and ratio. (6) carried out by resampling methodA , and v, 8 for
Hypothesis testing (bootstrap).

RESULTS

Respondent Characteristics

The characteristics of the respondents by gender showed that there were 34 (48.6%) male
persons and 36 (51.4%) who were female persons. Characteristics of respondents viewed
from the age factor show that respondents aged 25-30 years were amounted to 2 (2.9%)
people; people aged 31-35 years were total 11 (15.7%) people, people aged 36-40 years
were total 20 (28.6) people, people aged 41-45 years were amounted to 15 (21.4%) people;
people aged 45-50 years were amounted to 17 (24.3%) people; and people aged more
than 50 years were amounted to 1 (1.4%) person. Characteristics of respondents that were
seen from their last education showed that 21 (30.0%) of respondents had primary school
education, 20 (28.6%) of junior high school, 24 (34.3%) of high school/vocational school, 2
(2.9%) D3 people and S1 amounted to 3 (4.3%) people. The characteristics of the
respondents as seen from the length of business indicated that 10 respondents (14.3%)
had owned a business for less than 5 years. and those who were more than 5 years
amounted to 60 (85.7%) people.

Result of SEM Analysis

This study conducted measurement of structural model testing (inner model) and model
testing (outer model). The measurement model tests to ensure of the measured
construction is valid and reliable.
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Analysis of measurement model (outer model)

Evaluation of measurement model (outer model) according to the results of calculating
construct validity (convergent test), which is known from the value of the reliability and the
loading factor of a construct, each test result is explained as follows:

Construct Validity Test (Convergent Test)

Evaluation of the results of construct validity used convergent validity test. The results of
convergent validity can be seen from the value of loading factor. If loading factor are above
0.5 or the p-value is less than 0.05, it means, the convergent validity of the instrument is
met.

Table 1. Convergent Validity Test Results

After invalid
All Indicators indicators were
Latent Variable Obs_erved : Qeleted
Variable Loading p-value | Loading p-value
Factor Factor

Digital Marketing X1 0.620 0.000 0.621 0.000
X2 0.536 0.000 0.536 0.000
X3 0.562 0.000 0.563 0.000
X4 0.564 0.000 0.566 0.000
X5 0.505 0.000 0.507 0.000
X6 0.584 0.000 0.585 0.000
X7 0.708 0.000 0.709 0.000
X8 0.669 0.000 0.669 0.000
X9 0.684 0.000 0.683 0.000
X10 0.680 0.000 0.679 0.000
X11 0.676 0.000 0.675 0.000
X12 0.779 0.000 0.778 0.000
Customer Z1 0.385 0.005 0.385 0.005
Relationship Z2 0.490 0.003 0.490 0.002
Management Z3 0.542 0.000 0.543 0.001
(CRM) Z4 0.533 0.001 0.532 0.002
Z5 0.694 0.000 0.694 0.000
Z6 0.793 0.000 0.794 0.000

7 0.108 0.530

Z8 0.200 0.291
Z9 0.578 0.000 0.579 0.000
Z10 0.554 0.000 0.553 0.000
Z11 0.634 0.000 0.635 0.000
Z12 0.548 0.000 0.547 0.000
Performance Y1l 0.784 0.000 0.783 0.000
Y2 0.755 0.000 0.756 0.000
Y3 0.812 0.000 0.812 0.000
Y4 0.875 0.000 0.875 0.000

Source: processed data

The testing results of the validity of the indicators/constructs with the convergent test (Table
1), one can know through the value of loading factor, and the indicators of a research
variable are declared statistically significant or valid in forming or measuring variables if the
loading factor is = 0.5 or p-value <0.05. In Table 1 there are indicators that are invalid
because the p-value > 0.05, namely the 7th and 8th indicators of the Customer Relationship
Management (CRM) variable. To get test results for all valid indicators, the two indicators
need to be removed and tested for validity again.
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b. Reliability Test

The reliability test will obtain the results of the indicators reliability value on a variable tested
through composite reliability. The Cronbach's alpha and composite reliability values of the
research variables are listed in Table 2 as follows:

Table 2. Result of The Reliability Test

Latent Variable Cronbach’s Alpha Composite
Reliability

Digital Marketing 0.869 0.889

Customer Relation Management 0.778 0.834

Performance 0.823 0.882

Source: processed data

A variable indicator is said reliable if the Cronbach's Alpha and composite reliability are
met. In Table 2 above, the reliability test on latent variables shows that the Cronbach's
alpha and composite reliability values of all variables are > 0.6. Then the indicators of all
variables are said to be reliable and can be continued to the next analysis.

2. Analysis Structural Model (inner model)

Analysis or evaluation of the structural model is carried out by evaluating the
coefficient of determination and testing the hypothesis. The following is the structural model
in this study.

Figure 1. Result of Research Structural Model
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a. Coefficient of Determination (R2)

The determination coefficient or (R2) was used to measure ability of observational variables
to explain the diversity of latent variables. R square was used for endogenous variables
that are influenced by variable of one exogenous. Adjusted R Square was used for
endogenous variables that are influenced by more than one exogenous variable. According
to Chin W. W (1998), if R2 > 0.19 means the strength of the model is less or weak, if R2 >
0.33 means the strength of the model is medium or moderate and if R2 > 0.67 means the
model is strong. The results of R2 are showed at Table 3 as follows:
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Table 3. Coefficient of The Determination (R2)

Model R R Adjusted
Square Square
Customer Relation Management (CRM) 0.235 0.224
( Digital Marketing > CRM)
Performance 0.298 0.277
(Digital Marketing, CRM - Performance)

Source: processed data

In Table 3, one can see the CRM variables diversity can be explained by all Digital
Marketing variables of 23.5% and the remaining 76.5% is the contribution of other variables
are not included in model. Second, the diversity of Business Performance variables are
explained in the overall Digital Marketing and Customer Relations Management (CRM)
variables of 27.7% and the remaining 72.3% is the contribution of other variables are not
in the research model. The results of the adjusted R-square test show that the strength of
all models is in the less strong category (R2 > 0.19). This is due to other variables not
discussed in this research model which actually also affect Customer Relation
Management and business performance.

b. Hypothesis Test

The significance test was used to test about whether there was influence of the
independent variables on the dependent variable. The testing criterion used alpha or an
error rate of 5% that if that the T-statistics value is = T-table (1.96), or the P-Value is <0.05,
then it is stated, there is significant influence of the independent variables on the dependent
variable. The following are the results of the hypothesis test for direct and indirect effects.

Table 4. Result of Direct Effect and Indirect Effect

Direct Effect Coefficient T tatistics P Explanation
values
DigitalMarketing >
Customer  Relation 0.485 6.006 0.000 | Significant Influent
Management (CRM)
Digital Marketing > Insianificant
Business 0.010 0.081 0.935 Infglluence
Performance
Customer Relation
Management ((_:RM) 0.541 5.139 0.000 Significant
> Business Influence
Performance
Indirect Effect
Digital Marketing >
Customer Relation Significant
Management 0.262 3.452 0.001 In?‘luence
( CRM) - Business
Performance
Source: processed data
DISCUSSION

This study aims to analyze and find out the direct and indirect the relationship variables
effects. The direct effect results of the hypothesis test are as follows:

Hypothesis 1, namely the influence of digital marketing on Customer Relation Management
(CRM). The test results showed in Table 4 can be seen that T statistics (6.006) > 1.96 and
p-value (0.000) < alpha (0.05). This can be explained, there is a significant influence
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between digital marketing on Customer Relation Management (CRM) in SMEs. The
coefficient of the digital marketing variable on Customer Relation Management (CRM) is
0.485, this means that digital marketing has a positive also significant effect of Customer
Relation Management (CRM). If digital marketing is getting better, the management of
relationships with customers is getting better. The results of this study are in line with the
research of Chotipong Sansern, Supaprawat Siripipatthanakul, Bordin Phayaphrom (2022)
who conducted research on SMEs in Thailand explaining that digital marketing has positive
effect on business performance.

Hypothesis 2, namely the effect digital marketing on business performance. From the test
results in Table 4, it can be seen that T statistics (0.081) < 1.96 and p-value (0.935) > alpha
(0.05). This means that there is no significant influence between digital marketing on SMEs
business performance. The study results aren’t in line with research of Mohammed T.
Nuseira, Ahmad Aljumahb (2020) who conducted research on SMEs in the United Arab
Emirates explaining that digital marketing have a positive effect on business performance.
Yongvongphaiboon, P.; Chantamas, M. (2021), from the results of his research on SMEs
in Thailand, explains that digital marketing communications can improve business
performance. But the study results are in line with research Bade Sudarshan Chakravarthy,
Uma Rani, K. Karunakaran (2022) explains that digital marketing has no effect on business
performance. MMSB entrepreneurs in this study have not optimally applied digital
marketing to market their products. This is because the lack of knowledge of technology or
social media will have an impact on digital marketing that has not had an impact on
business performance.

Hypothesis 3 is the influence of the Customer Relations Management (CRM) on business
performance. In the test results on t Table 4, one can see that T statistics (5.139) > 1.96
and p-value (0.000) < 0.05. This can be explained that there is a significant influence
between Customer Relation Management (CRM) on business performance in SMEs. The
coefficient of the variable Customer Relations Management (CRM) on performance is
0.541, this means that Customer Relations Management (CRM) have positive effect on
business performance in the SMEs. If the management of relationships with customers is
getting better, it will make business performance increase. The study results are in
accordance with Amir Mozahab's research; Ardakani & Alamolhodaei; (2015) explains that
CRM has a positive and significant effect on business performance. And also in line with
Algershi's et al (2020), Al-Weshah et al., (2018) explains that implementing CRM effectively
and efficiently will significantly improve company performance, especially financial,
marketing or operational performance.

Hypothesis 4, namely the effect of digital marketing on performance through Customer
Relation Management (CRM). The test results on table 4 can be seen that T statistics
(8.452) is >1.96 and p-value (0.001) < 0.05. This can be explained that there is a significant
influence between digital marketing on performance through Customer Relation
Management (CRM) in SMEs. The coefficient of digital marketing variables on business
performance through Customer Relation Management (CRM) is 0.262, this means that
digital marketing have a positive effect in performance through Customer Relation
Management (CRM) in SMEs. If digital marketing is getting better, the management of
relationships with customers is getting better, which has an impact on performance that is
also getting better. The study results are in line with research of Nuseir and Refae (2022)
that digital marketing has a significant effect on business performance through Customer
Relation Management (CRM).
CONCLUSION

According to the results of data analysis research using the Structural Equation Model
(SEM), one can conclude that: first, there is a direct effect of Digital Marketing on Customer
Relation Management (CRM) and Customer Relation Management (CRM) on Business
Performance. Second, there is an indirect effect of digital marketing on business
performance through Customer Relation Management (CRM) for SMEs.
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LIMITATION

This study has limited generalization of research results for creative industry SMESs in
general because the research population is limited to SMEs in the creative industry of batik
crafts in a limited area.

REFERENCES

Adhi Putra Alfian. (2014). Kementerian Perencanaan Pembangunan Nasional Badan
Perencanaan Pembangunan Nasional (BAPENAS). Laporan Analisis Daya Saing
UMKM . https://perpustakaan.bappenas.go.id/e-library/file_upload/koleksi/migrasi-
data-
publikasi/file/Unit_Kerja/Deputi_Bidang_Kependudukan_dan_Ketenagakerjaan/Dir
ektorat-Pengembangan-Usaha-Kecil-Menengah-dan-
Koperasi/Laporan%20Analisis%20Daya%20Saing%20UMKM%20di%20Indonesia.
pdf

Ahene Djan, V. (2022). The Effect of Digital Marketing on Consumer Buying Behaviour: A
Case Study of Fan Milk Ghana Limited; Ghana Institute of Journalism: Accra, Ghana,
2021; Available online: https://repository.gij.edu.gh/xmlui’/handle/gijdr/190
(accessed on 14 November 2022).

Amir Mozaheb; Sayyed Mohammad Ali Alamolhodaei; Mohammad Fotouhi Ardakani
(2015). Effect of Customer Relationship Management (CRM) on Performance of
Small-Medium Sized Enterprises (SMEs) Using Structural Equations Model (SEM).
International Journal of Academic Research in Accounting Finance and
Management Sciences 5(2)

Al-Weshah, G.A.; Al-Manasrah, E.; Al-Qatawneh, M. (2018). Customer relationship
management systems and organizational performance: Quantitative evidence from
the Jordanian telecommunication industry. J. Mark. Commun, 25, 799-819.

Bade Sudarshan Chakravarthy, Uma Rani, K. Karunakaran (2022). Impact of digital
marketing in the business performance of ecommerce companies. Journal of
Positive School Psychology, 2022, Vol. 6, No. 4, 6980 — 6986

Chinje, N.B. Harnessing (2015). Digital marketing to access markets: Opportunities for
Africa’s SMEs. Afr. Growth Agenda 2015, 14-18.

Colomo-Palacios, R.; Soto-Acosta, P.; Ramayah, T.; Russ, M. (2013). Electronic markets
and the future internet: From clouds to semantics. Electron. Mark. 2013, 3, 89-91.

Clay, D., & Maite, T. (1999). A New Customer Relationship Management Approach:
Enterprise 360. Database: Master FILE Premier, Lodging Hospitality, 55(6).

Chotipong Sansern, Supaprawat Siripipatthanakul, Bordin Phayaphrom (2022). The
Relationship Between Digital Marketing, Customer Relationship Marketing (Crm),
And Online Purchase Intention : The Case of Facebook Live in Thailand. Proceeding
of 2nd International Conference on Research and Development (ICORAD) 2022
Indonesia, November 05-06, 2022 ISSN:2828-4925 DOI:
https://doi.org/10.47841/icorad.v1i2.47 Page:97-109.

Hajar ( 2015). The Effect of Business Strategy on Innovation and Firm Performance in the
Small Industrial Sector. The International Journal Of Engineering And Science (IJES)
.Volume 4 , Issue 2 PP.01-09.ISSN (e): 2319 — 1813 ISSN (p): 2319 — 1805

Halim, M.A.S.A., Mat, A.C., and Aziz, W.AW.A., (2011). The impact of enterpreunerial
motivation toward business performance among SMEs in creative industry. Elixir
Marketing Management. Vol.35 No.1. pp. 2764-2767

Hadiyati, E, Gunadi, Arwani | (2018). Pelatihan Tata Kelola Pemasaran Produk Berbasis
Mobile Marketing UKM Industri Perak. Jurnal ABDIMAS Unmer Malang Vol. 3,
Nomor 2,

Hoque, A.S.M.M., Awang, Z., & Salam, S. (2017a). The Effects of Relationship Marketing
on Firm Performance: Small and Medium Enterprises (SMEs) in Bangladesh,
1st International Conference on Business and Management (ICBM-2017), BRAC
Business School (BBS), BRAC University, Dhaka, Bangladesh, September 21-22

International Conference of Islamic Economics and Business 9th 2023 | 494


https://perpustakaan.bappenas.go.id/e-library/file_upload/koleksi/migrasi-data-publikasi/file/Unit_Kerja/Deputi_Bidang_Kependudukan_dan_Ketenagakerjaan/Direktorat-Pengembangan-Usaha-Kecil-Menengah-dan-Koperasi/Laporan%20Analisis%20Daya%20Saing%20UMKM%20di%20Indonesia.pdf
https://perpustakaan.bappenas.go.id/e-library/file_upload/koleksi/migrasi-data-publikasi/file/Unit_Kerja/Deputi_Bidang_Kependudukan_dan_Ketenagakerjaan/Direktorat-Pengembangan-Usaha-Kecil-Menengah-dan-Koperasi/Laporan%20Analisis%20Daya%20Saing%20UMKM%20di%20Indonesia.pdf
https://perpustakaan.bappenas.go.id/e-library/file_upload/koleksi/migrasi-data-publikasi/file/Unit_Kerja/Deputi_Bidang_Kependudukan_dan_Ketenagakerjaan/Direktorat-Pengembangan-Usaha-Kecil-Menengah-dan-Koperasi/Laporan%20Analisis%20Daya%20Saing%20UMKM%20di%20Indonesia.pdf
https://perpustakaan.bappenas.go.id/e-library/file_upload/koleksi/migrasi-data-publikasi/file/Unit_Kerja/Deputi_Bidang_Kependudukan_dan_Ketenagakerjaan/Direktorat-Pengembangan-Usaha-Kecil-Menengah-dan-Koperasi/Laporan%20Analisis%20Daya%20Saing%20UMKM%20di%20Indonesia.pdf
https://perpustakaan.bappenas.go.id/e-library/file_upload/koleksi/migrasi-data-publikasi/file/Unit_Kerja/Deputi_Bidang_Kependudukan_dan_Ketenagakerjaan/Direktorat-Pengembangan-Usaha-Kecil-Menengah-dan-Koperasi/Laporan%20Analisis%20Daya%20Saing%20UMKM%20di%20Indonesia.pdf
https://perpustakaan.bappenas.go.id/e-library/file_upload/koleksi/migrasi-data-publikasi/file/Unit_Kerja/Deputi_Bidang_Kependudukan_dan_Ketenagakerjaan/Direktorat-Pengembangan-Usaha-Kecil-Menengah-dan-Koperasi/Laporan%20Analisis%20Daya%20Saing%20UMKM%20di%20Indonesia.pdf

— . : , ()K_ ENIES
Hadiyati et al: Digital Marketing as Business ... ISR,

Hadiyati, E; Hendrasto (2021). Entrepreneurial Marketing Strategy of Micro, Small and
Medium Enterprises in Pandemic Covid-19 Era. International Journal of Economics
and Business Administration. : 1X, (2): 178-191

lhza (2020). Dampak Covid-19 Terhadap Usaha Mikro Kecil Dan Menengah (UMKM) (
Studi Kasus UMKM lkhwan Comp Desa Watesprojo, Kemlagi, Mojokerto). Jurnal
Inovasi Penelitian. 1( 7): 1325-1330. DOI: https://doi.org/10.47492/jip.v1i7.268

Indah, D. P., & Devie. (2013). Analisa Pengaruh Customer Relationship Management
Terhadap Keunggulan Bersaing Dan Kinerja Perusahaan. Business Accounting
Review, 1(2), 50-60.

Kocoglu, D., & Kirmaci, S. (2012). Customer Relationship Management and Customer
Loyalty; A Survey in The Sector of Banking. International Journal of Business and
Social Science, 3(3), 282-291. doi: DOI: 10.30845/ijbss

Limanseto (2021). Dukungan Pemerintah Bagi UMKM Agar Pulih di Masa Pandemi..
ttps://www.ekon.go.id/publikasi/detail/2939/dukungan-pemerintah-bagi-umkm-agar-
pulih-di-masa-pandemi.

Maksim Belitski, Christina Guenther, Alexander S. Kritikos and Roy Thurik (2021).
Economic Effects of the COVID-19 Pandemic on Entrepreneurship and Small
Businesses. DIW Berlin German Institute for Economic Research Mohrenstr. 58
10117 Berlin.

Murdiana and Hajaoui (2020). E-commerce marketing strategies in industry 4.0.
International Journal of Business Ecosystem & Strategy, 2(1) 30-41.

Mozaheb, A., Alamolhodaei, S. M. A., & Ardakani, M. F. (2015). Effect of Customer
Relationship Management (CRM) on Performance of Small-Medium Sized
Enterprises (SMEs) Using Structural Equations Model (SEM). International Journal
of Academic Research in Accounting, Finance and Management Sciences, 5(2), 42-
52. doi:http://dx.doi.org/10.6007/IJARAFMS/v5-i2/1600.

Mechman, Ali, etal (2021). The Moderating Effect Of Digital Marketing Between It Business
Alignment Factors And Smes Performance In Irag. Psychology And Education
(2021) 58(2): 6635-6654

Mohammed T. Nuseira, Ahmad Aljumahb (2020). The Role of Digital Marketing in Business
Performance with the Moderating Effect of Environment Factors among

SMEs of UAE. International Journal of Innovation, Creativity and Change. Volume 11, Issue
3, 2020

Nagwan Algershi; Sany Sanuri Mohd Mokhtar; Zakaria Abas (2020). Innovative CRM and
Performance of SMEs: The Moderating Role of Relational Capital November 2020.
Journal of Open Innovation Technology Market and Complexity 6(4):155

DOI:10.3390/joitmc6040155 . Journal of Open Innovation Technology Market and
Complexity 6(4):155 DOI:10.3390/joitmc6040155

Nuseir, M dan Refae, G.E. (2022). The Effect Of Digital Marketing Capabilities On Business
Performance Enhancement: Mediating The Role Of Customer

Relationship Management (CRM). International Journal of Data and Network Science, 6,
pp. 295-304.

Ngai, E.W (2005). Customer relationship management research (1992-2002): An
academic literature review and classification. Mark. Intell. Plan. 2005, 23, 582—605.

Nagy, J.; Olah, J.; Erdei, E.; Maté, D.; Popp, J. (2018). The role and impact of Industry 4.0
and the internet of things on the business strategy of the value chain—The case of
Hungary. Sustainability, 2018, 10, 3491.

Pradhan, P.; Nigam, D.; Ck, T (2018) Digital marketing and SMES: An identification of
research gap via archives of past research. J. Internet Bank. Commer. 23, 1-14.

Rafiki, A.; Hidayat, S.E.; Razzaq, D.A.A. CRM and organizational performance. Int. J.
Organ. Anal. 2019, 27, 187-205.

Rajesh K. Singh and Suresh K. Garg. Strategy development by SMEs for competitiveness:
a review. Benchmarking: An International Journal. 2008:15(5);

2008525-547 Emerald Group Publishing Limited 1463-5771 DOI
10.1108/14635770810903132

International Conference of Islamic Economics and Business 9th 2023 | 495


https://doi.org/10.47492/jip.v1i7.268

Hadiyati et al: Digital Marketing as Business ...

Rekarti, Endi.,Doktoralina, C.M., (2017), Improving Business Performance: A Proposed
Model for SMEs. European Research Studies Journal. Volume XX, Issue 3A. pp.
613-623. https://ersj.eu/journal/732

Reijonen, H., & Laukkanen, T. (2010). Customer relationship oriented marketing practices
in  SMEs. Marketing Intelligence &  Planning, 28(2), 115-136.
doi:https://doi.org/10.1108/02634501011029646

Rahman, Hadiyati, Martaleni, Ahmad (2020). Studi Penerapan Digital Marketing Pada UKM
Makanan Khas di Kota Malang. Jurnal Pendidikan dan Budaya Warta Pendidikan.
2020 IV (40): 46-50. DOI: https://doi.org/10.0503/wp.v4i9

Sunardi ; Sarwani ; E. Nurzaman AM.; Pranoto ; R. Boedi Hasmanto (2020). Peran Digital
Marketing dalam Upaya Meningkatkan Pendapatan UKM yang Berdampak pada
Kesejahteraan Masyarakat di Kab. Purwakata di Tengah Pandemi Covid-19.Jurnal
Abdi Masyarakat Humanis : 20(1); 58-67.

Septiani, Sarma, Limbong (2013). Pengaruh Entrepreneurial Marketing dan Kebijakan
Pemerintah terhadap Daya Saing Industri Alas Kaki di Bogor. Jurnal Manajemen dan
Organisasi. 2013 : 1V( 2); 92-111

Solimun, Achmad, Adji. RF, Nurjannah. (2017). Metode Statistika Multivariat Pemodelan
Persamaan Struktural (SEM) Pendekatan WarpPLS. Malang: UB Press.

Saura, J.R.; Palacios-Marqués, D.; Ribeiro-Soriano, D (2021). Digital marketing in SMEs
via data-driven strategies: Reviewing the current state of research. J. Small Bus.
Manag. 2021, 1-36.

Shane, S., Locke, E.A., and Collins, C.T. (2003). Entrepreneurial Motivation, Human
Resources Management Review, 13(2),pp.25-279

Soltani, Z.; Zareie, B.; Milani, F.S.; Navimipour, N.J. (2018). The impact of the customer
relationship management on the organization performance. J. High Technol. Manag.
Res. 2018, 29, 237-246.

Siti Hajar Mohamad et al (2014). The Impact Of Customer Relationship Management On
Small And Medium Enterprises Performance. Journal Of Technology Management
And Technopreneurship Vol. 2 No. 2 July - December 2014, pp. 11-26.

Srivastava, R. K., Shervani, T. A., & Fahey, L. (1999). Marketing, business processes and
shareholder value: an organizationally embedded view of marketing activities.
Journal of Marketing, 63, 168—179, (Special Issue). doi:10.2307/1252110

Taherpor Kalantari, H., Tayebi Toolu, A. (2010). CRM with marketing performance;
business management landscape. No. 1, 109-122.

Utomo, et al (2021). Strategies for Maintaining SMEs Performance During Covid19
Pandemic. International Journal of Social Science and Business. Volume 5, Number
1, Tahun 2021, pp. 34-43 P-ISSN: 2614-6533 E-ISSN: 2549-6409

Vaidya, Ambad and Bhosle, (2018). "Industry 4.0 - A Glimpse," Procedia Manufacturing,
2nd International Conference on Materials Manufacturing and Design Engineering :
20 :233-238. DOI:10.1016/j.promfg.2018.02.034

Voramontri, D.; Klieb, L.(2019). Impact of social media on consumer behaviour. Int. J. Inf.
Decis. Sci. Indersci. Publ. (IEL), 11, 209-233.

Wilson, V.; Makau, C. (2018). Online marketing use: Small and medium enterprises (SMES)
experience from Kenya. Orsea J., 7, 63—77

Yamane, Taro. (1967). Statistics, An Introductory Analysis, 2nd Ed., New York: Harper and
Row.

Yongvongphaiboon, P.; Chantamas, M.(2021). Influence of digital marketing
communication and performance effectiveness between b2b companies and clients
in Thailand. Utopia y Praxis Latinoamericana, vol. 26, no. Esp.2, 2021
https://www.redalyc.org/journal/279/27966514014/html/

International Conference of Islamic Economics and Business 9th 2023 | 496


https://ersj.eu/journal/732
https://doi.org/10.0503/wp.v4i9

