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Abstract.  This study aims to figure out what the relationship of empowerment of SMEs through methods 

of zoning as marketing strategy of SMEs in two different markets (offline and online). The zoning strategy 

with information and communication system integrated brings together socialization and promotion in a 

market. This system can help the government in taking and formulating policies to unite SMEs in a new 

market by not leaving the old market. The method in this study uses qualitative descriptive. There are three 

propositions produced in this initial research, the first; Offline and online marketing is very relevant for 

SMEs in Indonesia. Second; marketing information system is access for SMEs to find out the demand or 

market needs both domestically and internationally. And third; The zoning system can be used as an online 

development strategy for SMEs to synchronize two different markets, namely offline and online. Further 

research is needed to validate the propositions found, to generate hypotheses and empirical evidence, we 

recommend using mix methods for future research. 
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1  Introduction 
The development of SMEs Go Online continues to be the government's attention to 

date. The report of Yasmin (2018) currently the condition of SMEs in Indonesia 

dominates the business units up to 99,9% of the total 57,89 million. This figure also 

contributes to employment, gross domestic product (GDP) to exports. On the other 

hand 8,2 million of  SMEs creative which grows and has the potential to expand its 

business. According to Head of Bank Indonesia SMEs Development Department, 

Yunita, in the report Fauzia (2018) states of a number 8,2 million of  SMEs creative in 

Indonesia combined in one platform online, then it can defeat the giant e-commerce 

china, Alibaba. But until now the government is still working on the concept of SMEs 

Go Online to combine existing potential. Whereas SMEs creative have the potential to 

continue to experience export increases until they touch 19,9 million US with 4.6 

percent growth in the year. While in global competition, especially in the Asia Pacific 

region, the contribution of Indonesian SMEs still reached 16 percent. This figure is still 

inferior to South Korea, Thailand, India and China (Primus, 2018). Whereas by 

switching to online, SMEs can avoid agents who play prices and strangle brokers 

(Momongan, 2018). 

One of the obstacles SMES Go online is that SMEs players do not have access to 

find information about the demands or needs of both domestic and foreign markets. 

Based on the report Nurmayanti (2018) in his interview with the Speaker of the House 

Bambang Soesatyo who referred to the results of the research Mckinsey Institute, said 



that by the end of 2017 there were 59.9 million business units of SMEs in Indonesia. 

However, of that number only 3.97 million units of SMES are currently utilizing the 

digital realm. While Nurrohmah & Alfanur (2016) stated that one of the obstacles of 

SMEs was marketing. The method that can be used is to use e-commerce. And using 

digital, SMEs can keep on going without having to shop (Sarkum, Pramuka, & Suroso, 

2017b). 

 

2. Literature Review 

2.1. Promotion of SMEs 

Socializing SME activities related to governance of costs and growth cycles that 

have passed the pioneering stage of the business and have had an increase in the market 

(Wu & Lu, 2012). That SMEs have gone through these phases will naturally face 

greater problems and challenges in achieving sustainability (Irjayanti and Azis, 2012). 

Therefore, the role of government and pioneering partners is needed to reduce the 

operational burden of SMEs in order to be competitive in a changing market 

(Sulistyowati, Pardian, Syamsyiah, & Deliana, 2018). According Jaswadi, Iqbal and 

Sumiadji (2015) in managing SME management in Indonesia, a collaboration between 

the supervisory board and management is needed to produce innovative ideas for 

SMEs. Joint arrangement will also affect earnings management (Muda, Maulana, 

Siregar, & Indra, 2018). The SMEs programs that have been planned by the 

government also need to be socialized and informed to SMEs so that the 

implementation of the program runs according to planning, such as seminars, training, 

exhibitions, capital assistance and other competitions that lack socialization to SMEs 

(Dhewanto, Lantu, Herliana, & Azzahra, 2018). For the socialization, a budget and 

experts are needed (Mizanti, Simatupang, & Larso, 2018).  

Thus, to build strong SMEs, socialization is needed to all stakeholder and society 

(Rosmery, 2018). Furthermore, SMEs also need promotion, according to Rapini, Farida 

and Santoso (2018) development efforts still need help for promotion needs and the 

formation of marketing networks. Whereas to penetrate certain markets, for example 

International markets, insights from predecessors have been successful (Dhewanto et 

al., 2018). Besides this, SMEs need to be aware of the ever-changing market. A 

dynamic strategy is needed to overcome it. This effort is useful for the sustainability 

and readiness of SMEs in competitiveness in the market. At present the market is 

divided into two, namely offline and online. Mechanisms in both markets are different, 

but mutually supportive to achieve the success and sustainability of the SMEs business, 

a strong attachment is needed from customers, employees and the supply chain to carry 

out operational marketing functions in two different markets (Sarkum, Pramuka, & 

Suroso, 2017a). The problem is the lack of SMEs that have a budget for marketing, still 

relying on conventional media and not realizing the importance a branding (Widyastuti, 

2018). Even though there are still many ways to anticipate this, one of them is by using 

social media as a marketing medium. According to Kumar and Pradhan (2018) using 

social media, businesses can find direct and easy communication mechanisms with 

customers.  

Ardyan and Sugiyarti (2018) suggest that choosing the right media can make 

interaction easier between SMEs and customers. Then by increasing shared 



information sharing activities will influence the improvement of product 

competitiveness and SMEs marketing performance. A final conclusion from Chan 

(2018) stated that the average corporate promotion strategy had been used in social 

media as the main strategy, but conventional media was still used. Thus the proposition 

can be drawn that offline and online marketing is very relevant for SMEs in Indonesia.

  

2.2. Market Information System of SMEs 

The present, SME information systems need to be adapted to the ability of users 

(Astuti, Setyowati, & Utama, 2018).  The results of empirical research Lisnawati, 

Wibowo and Andi (2018) For 170 consumers on online trading sites in Indonesia, the 

development of online information systems requires quality security and information 

because it can affect purchases. This needs to be understood by SMEs as sellers because 

it is related to customer purchasing decisions. And to build a business environment 

using internet instruments such as e-commerce, e-business, e-media, and e-

government. Analysis Pamungkas et al. (2018) shows that many potential regulations 

and policies are needed to develop the environment as a central means of the market to 

encourage digital economy and learning within organizations.   

The case studies conducted by Andriani et al. (2018) in the fashion industry 

companies that have grown on a national scale, the use of marketing media that 

collaborates on offline and online marketing development is more mature than that 

focused on offline. However, Amilia, Fatimatuzzahro and Choiron (2018) argued that 

the perspective and behavior of SMEs in running a business, building a marketing 

network and continuing existing cooperation are obstacles to business development. 

On the other hand, findings Rahman and Mawardi (2017) indicated that the inhibiting 

factor of SMEs was building a brand where the marketplace service was less than 

optimal, there was an official store, the difficulty of choosing products and suppliers, 

excessive consumer expectations, and man power. The same is found by Habyba, 

Djatna and Anggraeni (2018) in this case study stated the need for e-commerce website 

design. While Mercer (2016) Suggesting to enter the digital world of SMEs needs to 

learn how to start from choosing the right Web platform, the basics of internet 

marketing, email marketing, how to blog (specifically for business purposes) and 

marketing strategies as basic technical knowledge. 

Based on the report Ika (2018) explained that the digital market contribution to 

Indonesia's Gross Domestic Product (GDP) has continued to increase since 2016, based 

on data from the Central Statistics Agency. This increase is because Indonesia is a 

potential market for the digital economy. In 2018, the digital market contribution is 

estimated at 10 percent, according to research by the Center for Indonesian Policy 

Studies (CIPS). SMEs empowerment it self is based Undang-Undang Republik 

Indonesia Nomor 7 Tahun 2014 Tentang Perdagangan (2014) chapter X clause 73 

paragraph (2) states that the empowerment of micro, small and medium enterprises 

conducted by the Government and / or Regional Government can be in the form of, one 

of them is promotion and marketing assistance. Therefore the provision of information 

and market networks, easy access to funding and assistance and capacity building of 

information technology are some of the strategies to improve the competitiveness of 

Indonesian SMEs. Based on this, a proposition can be drawn that the marketing 



information system is an access for SMEs to find out the demand or market needs both 

domestically and internationally. 

 

 

2.3. The Zoning System of SMEs 

The Indonesian Wikipedia explains ‘Pemintakatan’ (2018) (English 

languange: zoning) is a land use planning method used by local governments in most 

developed countries (Lefcoe, 2005).  Cahaya, Nugroho and P (2016) explained that the 

pemintakatan system was used as a reference in structuring the room by taking into 

account several important considerations in its placement.. The Study Kupita and 

Bintoro (2012) in the implementation of traditional and modern market integration 

policies, it is found that there is a lack of synchronization between the two markets so 

that it is not beneficial and detrimental to traditional warriors. Likewise with the results 

of the study Dakhoir (2018) said it could threaten the resilience of traditional markets 

and small businesses of the same kind and could trigger social insecurity (disharmony).  

While the monitoring of mina and agro in a number of research evaluations stated 

that minapolitan pemintakatan still had problems with lack of market absorption (Rauf, 

2016; Sormin, Risambessy and Ferdinandus, 2016). Therefore, a space is needed for 

market integration for every SME from various products, especially regional superior 

products in order to absorb products and provide services to SMEs in improving and 

supporting business sustainability. Spatial planning activities are regulated according 

to Act No. 24 of 1992 concerning spatial planning, covering the entire process of spatial 

planning, spatial utilization, and control of spatial utilization. The main considerations 

in spatial planning include the criteria for cultivation and non-cultivation areas in land 

use, the socio-economic conditions of the region and 'interest' (interest in the 

development sector, regional aspirations, links between regions and so on) (“Konsep 

Minapolitan,” 2009). Based on this, a proposition can be drawn that the zoning system 

can be used as an online development strategy for SMEs to synchronize two different 

markets, namely offline and online. 

 

3. Methodology 

The method in this study uses qualitative descriptive. According to Kurniawan 

(2018) the aim of qualitative descriptive research is to describe what currently applies. 

In it there are efforts to describe, record, analyze and interpret conditions that currently 

occur or exist. In other words, this qualitative descriptive study aims to obtain 

information about the existing conditions. The collection of information and data is 

taken from documents related to research as a theoretical basis. 

 

4. Resulth & Conclusion 

There are three propositions produced in this initial research, first; Offline and online 

marketing is very relevant for SMEs in Indonesia. Second; marketing information 

system is access for SMEs to find out the demand or market needs both domestically 

and internationally. And third; The zoning system can be used as an online 

development strategy for SMEs to synchronize two different markets, namely offline 

and online. These three propositions become the basis for following up on further 

https://id.wikipedia.org/wiki/Bahasa_Inggris


research. To create a hypothesis and prove empirically, we recommend using metide 

mix-methods for future research. 
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