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The Covid-19 pandemic, which began in early 2020 and was followed by
restrictions prohibiting community activities and imposing stringent oversight,
has severely impacted nearly all sectors of trade, particularly managers of micro
and small businesses, also known as MSMEs. This study is explanatory in nature.

The sampling method used was purposive sampling, selecting 74 MSME
managers. Paired t-test analysis of the differences shows that the probability of
increased sales volume through digital marketing media is greater than that of
conventional marketing media. Additionally, the level of consumer response to
MSMEs is higher when using digital marketing compared to conventional
methods, and the intensity of interaction between MSME marketers and
consumers is greater when using digital marketing media. The results of this
study also demonstrate that the opportunity for MSMEs to promote or re-market
products to potential consumers through digital marketing media is greater than
for MSMEs still relying on conventional marketing methods.
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1. INTRODUCTION

MSME:s is a form of micro and medium scale business and growing rapidly in Indonesia (Purba et
al, 2021). Central Statistics Agency recorded the number of MSMEs in Indonesia reached 64,194,057 units
in 2019, accounting for 99.9% of all industrial units. Based on these facts, it is clear that MSMEs can make a
significant contribution to accelerating the pace of the economy, as well as becoming a source of revenue
for the community and the best generator of jobs (Soetjipto, 2020). The government firmly supports MSMEs
as one of the economy's cornerstones through numerous empowerment initiatives and capital assistance
(Fadhilah & Pratiwi, 2021). The empowerment initiative is designed not only to stimulate development and
enhance output, but also to build product marketing capabilities, which have previously been difficult for
MSMEs to develop (Soetjipto, 2020). An inadequate approach and the utilization of traditional media are
two issues that become impediments in promoting MSME products (Helmalia & Afrinawati, 2018; Fadhilah
& Pratiwi, 2021; Suryanto, (2021); Chasanah, Jahroh, & Dewi, 2021). From 2018 to 2020, the marketing
process and marketing strategies for MSME items are categorized as still utilizing traditional media
(Fadhilah, & Pratiwi, 2021), and small enterprises are still using digital marketing media (Papadopoulos,
Baltas, & Balta, 2020).

The new normal life is intimately tied to the growth of information technology, and the new normal
is an indication of the consequences of digital technology advancements on all changes in business
operations and behavior (Mehdikhani & Valmohammadi, 2019; Soetjipto, 2020). Rana (2021) debated the
new normal as an explanation for the repercussions of the global economic crisis, which eventually became
popular to explain the effects of the global recession and the COVID-19 pandemic. All features that feel
abnormal in the lives of a new normal society become normal as a result of the strain of the circumstance
that compels them to change. Besides the meaning and concept of the new normal, it is a necessity that the
world community is being forced to implement and change behavior that was not usually done before the
COVID-19 era.

Digital marketing, often known as internet marketing, is a marketing method used to present items
to consumers more swiftly and on time (Diez, Blanco, & Prado, 2019). Nowadays, digital marketing media
are employed in the majority of the purchasing and selling transaction processes for goods and services
(Dwivedia et al, 2021; Gillpatrick, 2019), with the goal of making it simpler for customers or marketers to
present items and transactions. Although the use of digital media can reach a larger market and make it
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simpler for customers to compare costs (Nuseir, 2017; Blazheska, Ristovska, & Gramatnikovski, 2020),
there are still many MSMEs in Indonesia that use traditional media as a marketing strategy (Soetjipto, 2020).
Purwana, Rahmi, and Aditya (2017), argue that conceptually, digital marketing is the use of marketing
media that can reach a wider area such as television, radio and the internet where these media are able to
provide detailed information about a company's products (Fauzi & Sheng, 2022). Digital marketing is seen
as being able to reach every consumer, in various locations and for a time that can be done at any time
(Hendawan, et., al, 2019). Each marketing media that is used as a strategy in marketing certainly has a
different impact on MSME marketers.

As a pilot project to compare the use of digital marketing media with traditional media, an example
of a study on MSMEs in Surabaya, East Java, which in the initial research explored the problem was that
there was a decrease in sales turnover before and during the Pandemic, and an increase in sales turnover
when MSMEs changed their marketing strategy by utilizing digital media, with examples as depicted in
Table 1.

Table 1. Comparison of Monthly Average Sales Volume

Average turnover

Sales Volume (in 10 IDR million)/ month Source
2019 2020 2021

Packaged Food Products 6,7 1,6 1,8 4 MSME

Music and sports product 2,6 0,8 1,2 2 MSME

Carpentry tools 12,5 5,6 6,6 6 MSME

Café and Resto 18,4 4,3 57 18 MSME
40,2 12,3 15,3

Average volume 30 MSME

0,69 -0,24

Table 1 shows that there is a decrease in MSME turnover from before and during the Covid
Pandemic to 69 percent, indicating that in the early to mid-2020 period, most MSMEs still rely on
conventional marketing, and from interviews with business actors, it is known that many MSME managers
as well as product marketers do not know much about the use of digital marketing promotion media other
than social media such as Facebook fans page, Instagram, and Twitter (Cartwright et al., 2021).

Some MSME managers who are attempting to shift traditional marketing patterns to digital have
taken many digital marketing courses and training, and some have even hired personnel who specialize in
handling digital marketing media. The usage of digital media had an effect from the end of 2020 to the end
of 2021, and from the general ledger reports, a considerable increase was acquired, and the average
increase in turnover reached 24 percent, which was still in a pandemic climate. Scholars (Helmalia &
Afrinawati, 2018; Bamini et al,, 2018; Setyorini, Nurhayati, & Rosmita, 2019; Hendrawan et al., 2019;
Papadopoulos, Baltas, Balta, 2020; Dwivedia et al., 2021; Chasanah, Jahroh, & Dewi, 2021; Raya et al., 2021;
Tolstoy et al,, 2022) provide an overview of the probability as an effect of using digital marketing media.

The existence of an increase in turnover after MSME managers made changes to their marketing
strategy and began to utilize digital marketing media is what is considered interesting to study, especially
aspects in it such as how the effect is felt directly by MSME business actors. For this reason, this research is
considered important to be carried out to analyze and create an overview of the process of changing
marketing media to digital as an effort to maintain business continuity, and the impacts that can be taken
directly by MSME managers during the Pandemic.

Despite the fact that digital marketing is a popular media and marketing strategy owing to its
affordability and low cost, many organizations, particularly small businesses, continue to employ traditional
media (Surip, Prihasti, & Burhan, 2020). According to Shimp (2020), today's marketing strategies that blend
traditional and digital aspects essentially leverage more of the potential of digital as a means of promotion.
Marketers re-promote the trend of promotion through traditional media in digital media (Rakshit et al.,
2021).

Digital marketing media is a style of product promotion that makes use of the internet (Mulyono,
2021). In the business sector, the usage of digital marketing is viewed as playing a big part as a door to
success, where the promotion strategy used is considered as being capable of gaining a lot of benefits for
the firm (Sumartias & Hafizni, 2017). Furthermore, digital marketing is regarded as a reasonably simple
strategy with several advantages (Ramdhan & Kurhi, 2021).

There is a movement in marketing strategies and promotional media from traditional promotional
models to promotions using digital media, which is done while keeping effectiveness and finance in mind
(Chasanabh, Jahroh, & Dewi, 2021). Many firms have proved that media promotion and digital marketing are
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significantly cheaper and more successful in reaching a large number of individuals as compared to
traditional marketing (Bamini, et,, al, 2018; Papadopoulos, Baltas & Balta, 2020).

Changes in marketing media and marketing strategy due to the usage of digital technology are
inextricably linked to the issue of finance efficiency, which is thought to be capable of saving companies up
to 40% of their expenses (Novita, Herwanto, & Nurchaeran, 2019). The potential of digital media to reach a
large number of people, as the number of digital media users grows fast each year, is used as a reference for
marketing research to infer that the usage of digital media is more successful (Chasanah, Jahroh, & Dewi,
2021). Another benefit is the speed and breadth with which information is delivered (Bamini, et., al, 2018).
Benjamin (2021), explains that the strategic implications of digital marketing can be measured accurately
using a real-time approach, and the advantage of digital marketing is that it makes it easy to evaluate, so
that the results of the entire marketing process can be evaluated. In addition, Kim & Mauborgne (2018) and
Benjamin (2021), explains that the use of digital marketing has advantages in the form of collecting
customer information that is needed and can be used for marketing purposes, identifying the periodization
of marketed products, product duration in promotional displays, percentage of sales conversion data in
each advertisement and many more data needs. that can be taken from digital media as a marketing tool.

2. METHODS

This research belongs to explanatory research, who consider to explain the relationship between
variables. The sampling method were purposive sampling to select 74 managers of micro, small, and
medium enterprises (MSMEs), namely small business actors with a maximum net capital of 50 million
rupiah, excluding land and buildings of business premises; and an annual turnover of up to 300 million
rupiah, employing between 1 and 20 people (Law No. 20 of 2008, concerning Micro, Small and Medium
Enterprises). MSME managers are beginning to shift their marketing approach from offline to digital or
online media in 2020 as a criterion for supporting purposive sampling.

Table 2. MSMEs Actors

Enterprises Number %
Agro-industry 8 11
Packages food and beverages 7 9
Cafe and Resto 21 28
Stationary 7 9
Carpentry equipment 5 7
Health and beauty product 8 11
Construction material 7 9
Music and sports equipment 11 15
Total 74 100

Table 2 provides an overview of the research sample, of which 28 percent are MSMEs engaged in
café and restaurant services, 15 percent are MSMEs engaged in the production of musical equipment and
sports equipment, and 11 percent are MSMEs engaged in the agricultural and plantation sectors or Agro-
industry, specifically in the form of companies that produce organic fertilizers, and 11 percent are MSMEs
engaged in the production of beauty care goods and services. The rest include MSMEs in the food and
beverage industry in the form of home industries, makers of office stationery, and suppliers of construction
supplies.

This study collects primary data through questionnaires given directly to MSME managers and
observations and document literacy from MSME ledgers in the form of sales reports are carried out to
support data deemed relevant. The questionnaire data was compiled with an attitude scale model, and the
data were analyzed through descriptive analysis and hypothesis testing through a paired t test. The analysis
uses Paired Samples T-Test because the sampling in this study is the same subject (Sugiyono, 2020). After
define the samples, the next step is data collection using questionnaire. Therefore, the data processing
method using statistic descriptive and paired t test to know the differences between variables.

3. RESULTS AND DISCUSSIONS

It can be shown from the primary data obtained that the marketing media employed by MSMEs
prior to 2020. Most MSMEs continue to utilize traditional marketing media, while in 2018 several MSMEs
attempted to employ online methods such as social media Facebook, but managers are unfamiliar with the
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technical elements of utilizing digital marketing media. Several MSME managers have attended digital
marketing courses and training but have not been able to fully implement digital marketing to market their
products, and the majority of MSME managers are still focused on digital media, websites, and blogger
systems, which are considered complicated and managers feel unaccustomed to using internet technology.

In the initial data, it is known that 28% of MSME managers use marketing media in the form of
brochures, banners and participate in exhibitions, and 23% MSME managers use brochures, distribute
business cards, place advertisements in local and regional print media, and utilize SMS blasts. Based on the
explanation of the MSME manager's and data analysis from the general ledger, it is also known about the
relatively substantial traditional marketing expenditures, which are included in the variable cost of up to
5% of the cost of products sold. Furthermore, there is fixed cost financing available for marketing and sales
staff with at least two (two) employees earning the area minimum wage.

The process of changing conventional marketing media to digital is mostly carried out after the
Pandemic period which forced all MSME managers to survive and strengthen marketing and sales. So digital
marketing is the most promising alternative. For this reason, the efforts made are to take online courses
and training on digital marketing, and to hire special employees to manage online marketing with a WFH
(work for home) work pattern.

Table 3 provides an overview of the use of digital media as a marketing medium by MSMEs. The
transition process from conventional media to digital media is generally carried out in stages, starting from
trial and error since 2017 through social media. The process of change is slow, and the peak is in the early
2020s when almost most MSMEs have difficulty surviving and almost go bankrupt. So digital marketing is
an alternative that gives hope to survive and increase sales after a fall during the Pandemic. Table 4 presents
an overview of several MSMEs that continue to utilize free digital media, which might show MSMEs'
willingness to adapt their marketing methods, which are still not particularly consistent and tend to be trial
and error. The rationale for utilizing free digital marketing media is not fully trial and error, but according
to MSME management, social media and community groups are effective enough to promote their business
items that MSME managers do not feel the need to employ media and paid digital marketing. When
compared with the use of conventional marketing media with digital marketing media which can be directly
felt by MSME managers since mid-2020, it can be seen as follows.

Table 3. Marketing Media since 2020

Marketing media f %
Local TV& Google Ads. (paid) 9 12
Social media & Online Group Community (free) 16 22
Social media & Marketplace (free) 13 18
Marketplace (paid) 19 26
Marketplace (free) & Group Community 10 14
Social media (FB, IG, Twitter, & Blog) (free) 7 9
Total 74 100

Table 4. Marketing Media and Consumer Behaviors

Marketing media Mean Di;\f/faizrrllce SD
Response level g?;‘tlzln riz;liitrir;lagketing 1(6):17}?}5 13,588 3,896
Interaction g‘i’;‘t’zf‘rtrilzrr‘ﬁl?:gkw“g EZZZS 13,568 2,888
Back offer g‘l’;‘t’;nrtrg?il tri“rf‘;keting ;gzg; 15,696 5,398
Sales volume g‘l’;‘t’;ni;’?il trinrfgketing ;;ig 2,736 1,013

Based on Table 4, the difference in buyer reaction between traditional and digital marketing is
13,588 on average, with online marketing out performing conventional marketing. This demonstrates that
when MSMEs utilize digital marketing as opposed to traditional marketing, buyer reactions are stronger or
have more intensity and rise. The engagement between sellers or MSMEs with prospective buyers or
consumers and customers reveals that on average, digital marketing outperforms traditional marketing by
13,568 points, implying that the intensity of interaction between MSME managers and consumers has
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grown on a daily basis. From the results of the analysis of the average difference test above, then a different
test is carried out which describes the differences and correlations between the use of conventional media
and digital marketing media from several important aspects in the marketing process.

Based on Table 6, the analysis of the difference in sales volume obtained by MSME managers
between the use of conventional marketing media and digital marketing media yielded -17,178 with a
significance value of 0.000 (p 0.01), indicating a very significant difference in sales volume between
marketing using conventional media and digital marketing media. digital. The negative number shows that
digital marketing media generates more sales than traditional marketing media. The level of customer
response is -42.003 with a significance value of 0.000 (p 0.01), indicating that there is a highly significant
difference in the degree of consumer response between marketing using traditional media and marketing
using digital marketing medium. The negative value shows that consumers respond more positively to
digital marketing media than to traditional marketing media. The intensity of interaction between sellers
or MSMEs and consumers obtained a value of -56.762 with a significance value of 0.000 (p 0.01), indicating
that there is a very significant difference in the intensity of interaction between MSMEs and consumers
when marketing using traditional media versus marketing using digital marketing media. The negative
value shows that the intensity of contact between MSMEs and consumers who use digital marketing media
is greater than the intensity of interaction between MSMEs and customers who use traditional marketing
media. Opportunities to promote or re-offer products to consumers obtained a value of -34.950 with a
significance value of 0.000 (p 0.01), indicating that there is a very significant difference in the opportunity
to offer products back to consumers between the use of traditional marketing media and digital marketing.
The negative number implies that the possibility to re-offer is larger when utilizing digital marketing media
than when using traditional marketing media.

Table 5 also shows that the impact of changes in marketing strategies using traditional marketing
media with digital marketing dominating is the aspect of interaction between MSME managers and larger
consumers, as well as the level of consumer response to higher product promotions through digital media.
Furthermore, the degree of difference in each area to assess the level of relationship and the amount of
contribution made to changes in marketing strategy and usage of marketing medium is as follows.

Table 5. Hypothesis Test

Paired Mean SD t Sig.

Marketing media - sales volume -1,236 0,876 -17,178 0,000
Marketing media - response level -12,088 3,501 -42,003 0,000
Marketing media - interaction -12,068 2,586 -56,762 0,000
Marketing media - back offer -14,196 4,941 -34,950 0,000

Based on Table 6, the difference between marketing media and sales volume has ary, value of 0.502
and a significance value of 0.000 (p 0.01), indicating that the difference in marketing media has a
relationship with sales volume, and the coefficient determination shows that the difference in marketing
media provides an effective contribution to sales volume of up to 25%. The results of the different marketing
media test and its correlation with the level of consumer response to marketing have a ry, value of 0.813
and a significance value of 0.000 (p 0.01), indicating that the difference in marketing media has a
relationship with the level of consumer response, and the coefficient of determination shows that the
difference in marketing media provides an effective contribution to the consumer response rate of 66%.
The results of the marketing media and their correlation with the intensity of interaction between
consumers and MSMEs obtained a ryy value of 0.657 and a significance value of 0.000 (p 0.01), indicating
that the difference in marketing media has a relationship with the intensity of interaction between
consumers and MSME managers, while the value of 0.000 (p 0.01). According to the coefficient of
determination, the difference in marketing medium contributes 43.2 percent effectively to the connection
between customers and MSMEs. The results of the various marketing media tests and their correlation with
the opportunity for MSMEs to offer their products back to consumers obtained a ryy value of 0.918 and a
significance value of 0.000 (p 0.01), indicating that the difference in marketing media has a relationship
with the opportunity to offer the product back, and the coefficient of determination demonstrates that the
difference in marketing media provides an effective contribution to the opportunity.

The results of the correlation test, which is part of the verification process of the difference test in
the paired t test, illustrates that all aspects tested are observed phenomena and places differences in
marketing media as predictor variables that have a probability of less than one percent. This can illustrate
that the difference in marketing media has a positive impact on sales volume, intensity of interaction,
consumer response and the opportunity for MSMEs to re-offer their products. The value of the coefficient
of determination shows that sequentially the impact that can be directly observed from the difference in
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marketing media, namely between conventional marketing media and digital marketing is on the aspect of
the opportunity for MSMEs to re-offer their products to the same consumers, or potential customers, then
consumer responses to the promotion of the same product. relatively high, and the interaction between
MSME managers and consumers, as well as sales volume.

Table 6. Correlation test

Paired Samples Correlations Txy r2 Sig.

Marketing media with sales volume 0,502 0,252 0,000
Marketing media with response level 0,813 0,660 0,000
Marketing media with interaction 0,657 0,432 0,000
Marketing media with back offer 0,918 0,843 0,000

The process of changing conventional marketing media to digital is mostly carried out after the
Pandemic period which forced all MSME managers to survive and strengthen marketing and sales. So digital
marketing is the most promising alternative. For this reason, the efforts made are to take online courses
and training on digital marketing, and to hire special employees to manage online marketing with a WFH
(work for home) work pattern.

Discussions

The usage of digital marketing media, such as online social media, has demonstrated its ability to
give ease and smoothness for many enterprises, both in the sphere of selling products and services. The
advantages are also felt immediately by entrepreneurs at all levels, from large corporations to tiny firms
(Dwivedia, et., al, 2021; Papadopoulos, Baltas, & Balta, 2020). Several marketing studies have examined and
demonstrated that marketing via internet media is extremely relevant, effective, and cost-efficient, as well
as capable of increasing sales volume (Gillpatrick, 2019; Nuseir, 2017; Setyorini, Nurhayati, & Rosmita,
2019). As a result of the study, this research has also tested and demonstrated that the usage of digital
marketing media is capable of increasing sales volume and maintaining marketing during the pandemic.
The results of this study also agree with several studies reported by Chen & Yang, (2021); Fadhilah and
Pratiwi (2021); Rudyanto (2018); Kembang, Mahmud, and Samsumar (2021) and Suarmaja et al., (2021)
that digital marketing media is very effective in increasing sales volume.

Many digital media users, both in the form of communication tools and computers, have been drawn
to the success of employing digital marketing media as a promotional medium. Users of online digital
channels visit a disproportionate number of promotional sites, and internet users are characterized as
frequent browsers, with some even witnessing the advertising of the items provided many times. Similarly,
the researches by Soetjipto (2020), Kahveci (2023), Hardilawati (2020), Sulasih and Adawiya (2020), Crick
& Crick, (2020) and Rana (2021), concluded that there is a need for changes in marketing strategies for
small and medium-sized entrepreneurs, particularly the use of marketing media that are more capable of
accessing many audiences quickly, easily, and interactively. At the moment, only digital technology
possesses these properties (Junusi, 2020; Rizaldi & Hidayat, 2020).

The use of digital media as a marketing instrument used by SMEs is able to overcome the distance
and time constraints between potential consumers and sellers to be an easy thing to solve (Prijadi et al,,
2022, Soetjipto, 2020). Erkisi & Boga (2019) suggests that nowadays people tend to shop Online shopping
is a business to business (B2B) and business to consumer (B2C) activity, namely the consumer shopping
process because the shopping activity is a transaction process that is used by consumers themselves and is
not resold. Shopping activity as a response to promotions in digital media is a form of retail transaction with
individual buyers, so that the online shopping process has become a buying decision made by individuals
(Blazheska, Ristovska, & Gramatnikovski, 2020).

The shift in marketing strategy by business players, particularly MSMEs, from traditional media to
digital media is a progression of traditional marketing methods. Marketing has traditionally been defined
as a process of promotion and sales carried out through offline communication means such as the
distribution of brochures, television and radio ads, and so on (Alalwan, 2018). There has been a change in
marketing strategy by employing digital media, particularly for MSME managers, that has begun to flower
since 2016 (Mulyono, 2021), with many business players, such as MSMEs, changing their marketing media
as aresult of the increase of internet media and ease of communication (Rudyanto, 2018).

According to Fantini, Sofyan, & Suryana (2021), an effective marketing strategy to increase sales
volume and an effective strategy to survive is marketing that uses media that facilitates access and
assistance and has interaction capabilities. According to Shimp (2020) and Benjamin (2021), the use of
digital media as a marketing tool, such as social media, is characterized as having the ability to expand
growing market share in small business units.
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According to Rudyanto (2018) and Kembang, Mahmud, and Samsumar (2021), MSMEs' ability to
deliver various products is currently carried out through two marketing models, namely offline marketing
or still using conventional media in finding buyers, namely face-to-face meetings, offering their products
with face-to-face method to attract buyers as much as possible. Another marketing technique, known as
online marketing, makes use of digital marketing media. However, there are still MSMEs and huge
corporations that employ both traditional and digital marketing approaches (Redjeki & Affandi, 2021).

This study's findings also separated traditional sales volume from marketing via digital media. In this
study, the difference in media use also measures market response (consumers), the intensity of interaction
between sellers and consumers, the opportunity for sellers to offer back to potential consumers because
sellers have consumer data, and the ease for MSME entrepreneurs to call back potential buyers (Table 6).
According to the findings of this study, the difference in marketing media employed by MSME managers has
a substantial association with sales volume, as well as a higher customer reaction than the usage of
traditional media (Table 5).

The results of data analysis drawn from observations and documentation of MSME business players
in this study also show that not all social media may have a substantial influence on the sales of MSME items,
due to a variety of circumstances. During the Covid Pandemic, non-essential products such as work
equipment and items related to interests and sports were particularly vulnerable, but secondary needs such
as work equipment and items related to interests and sports were able to survive and experience an
increase in sales after changing the use of marketing media.

MSME managers' usage of social media as a marketing tool is still not ideal for use as a digital business
marketing media (Prabowo, 2018; Setyorini, Nurhayati, & Rosmita, 2019; Gillpatrick, 2019); (Ahmed et al,,
2022). This is due to MSME managers' inadequate ability to handle material and arrange apps offered in
digital marketing features. In addition to the inadequate abilities of MSME managers, which can be an
impediment to using digital marketing media to enhance sales, there are network issues in marketing media
between paid and unpaid or free. There are changes in the manner MSME profiles are shown, the reach of
sharing information, the intensity of presentation, and the utilization of digital marketing media between
paid and free. The use of digital marketing media between paid and free of course there are differences in
the way of displaying MSME profiles, reach in sharing information, intensity of appearance or appearance
and ease of communicating on the same media site (Dwivedia, et,, al, 2021; Papadopoulos, Baltas, & Balta,
2020).

Because digital media, particularly social networks, can be used as a communication tool in terms
of community, common interests, and interactions (Shankar et al, 2022; Blazheska, Ristovska,
Gramatnikovski, 2020; Rizaldi & Hidayat, 2020), the use of digital marketing media eventually becomes
something that can bind people's activities. Apart from the necessity of shifting marketing tactics from
traditional to digital media, numerous studies have clearly demonstrated its influence on sales volume, and
digital media is also employed in the education and training process. Consumer participation is
incorporated in the business sector's strategy of keeping and paying attention to consumers who are
regarded capable of continuing business and enhancing business outcomes. In the business sector,
consumer involvement is included in the strategy of maintaining and paying attention to customers who
are considered capable of maintaining business and increasing business results. The most effective
promotional media and consumer relations at the present time are still digital marketing media (Sulasih &
Adawiya, 2020). Based on the four things mentioned above, both in terms of consumer participation,
consumer involvement, consumer relations, and as a promotional medium, it is evident that digital media
provides many advantages compared to traditional methods. so that the use of digital media is expected to
be used as effectively as possible to increase business.

4. CONCLUSION

The findings of this study demonstrate that the usage of traditional marketing media is becoming
less important as a method for increasing business growth, particularly during a pandemic in which nearly
every social activity is restricted. As a result, digital marketing media is a viable choice for maintaining
business or taking important actions to improve sales volume. The analysis of the difference in sales volume
between conventional and digital marketing media yielded a negative result with a probability suggesting
a very substantial difference in sales volume. This study also demonstrates that the level of consumer
response from traditional marketing is lower than the response from digital marketing media. The
difference in interaction between MSMEs and consumers shows that MSMEs and consumers who use
traditional marketing media are much lower than MSMEs who use digital marketing media. The results of
this study also prove that the opportunity for MSMEs to promote or re-offer products to potential

I[JSSB. P-ISSN: 2614-6533 E-ISSN: 2549-6409



International Journal of Social Science and Business, Vol. 8, No. 2, 2024, pp. 290-299 297

consumers who use digital marketing media is greater than MSMEs who still use conventional marketing
media.

The shift in MSME managers' usage of traditional media to digital marketing media is intended not
only to increase sales volume, but also as a strategic strategy to protect their businesses from insolvency
during the Pandemic. Because conventional product advertising cannot overcome the loss in sales volume
owing to the reach and pandemic condition, the important step that is believed possible is the employment
of digital media. MSME managers have demonstrated the direct benefits of adopting marketing media and
digital transactions while modifying their marketing approach. Meanwhile, experts are still concerned
about MSME managers' limits in producing goods and leveraging digital marketing features.
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