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Abstract : This study aims to determine the benefits of e-commerce for creative economic
actors, especially to market their products. The research method uses is qualitative with an
analytical and explorative descriptive approach. From the research conducted, the results
shows that the use of e-commerce has a positive impact on both producers and consumers.
While the benefits for producers are that promotional costs can be reduced so that the selling
price can be more competitive. However, the limited ability of human resources to utilize
information technology and capital is a major obstacle for micro-entrepreneurs. The role of
the regional government, especially the related institutions, is expected to be able to provide
guidance and solutions for the development of the creative economy in the region.

Keywords : e-commerce; marketing; creative industries

I. Introduction

The creative economy in Indonesia is an economic sector that can increase people's
incomes, especially from trade, services, and the processing industry. [1] creative and useful
for the survival of the local community. One industry that is in great demand by millennials is
the snack food industry in the form of spicy chips.

With the advancement of information technology, to facilitate producers to market their
products by utilizing e-commerce by using internet networks and consumers it is easy to get
the products they need [2], [3]. Sukrat and Papasratorn [4] argue, that the use of information
technology using e-commerce benefits both producers and consumers. This opinion is in line
with what Sukrat et al. [5] and Saroja [6] that by shopping online it is hoped that consumers
can obtain more improved services and producers can increase sales of the products they
produce.

How important the use of information technology for the business world, especially for
creative economic actors, the authors are interested in knowing more deeply related to the
role of e-commerce in marketing creative industrial products, especially snacks. With this
research, it is expected to be able to find evidence about the benefits of e-commerce for
creative economic activities.

I1. Review of Literature

2.1. E-Commerce

The rapid growth of information technology creates opportunities for businesses to
conduct their business online (e-commerce) in an effort to increase customer retention and
reduce promotional costs in order to achieve competitive advantage, especially in the retail
industry [7], [8]. By utilizing e-commerce, service to consumers will be better especially with
regard to information on a product and for producers it will be easier to innovate through
web-based internet applications [9], [10], [11]. The results of empirical research conducted
by Hommerova & Kralova [12] and Pilik [13] show that the use of information technology to
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market production through e-commerce is very supportive, especially to reduce the cost of
promotion and increase business income.

2.2. Marketing

For the business sector, marketing management is one strategy that must be prioritized
in addition to the quality of production. This is a basic principle that must be obeyed and
implemented by all business actors that are universally applicable. Management of marketing
strategies in the era of globalization is very important, especially the use of e-commerce to
reach the market widely in the framework of industrial development. [14] This is reinforced
by the opinion expressed by Kahn [16], Tsai [17], and Cant et al. [18] that marketing
management today must be an integrated part of the company's identity, especially by
utilizing facilities from information technology.

From the results of empirical research conducted by Hamill & Gregory [19] and Poon
& Swatman [20] it can be concluded that the use of e-commerce in a business activity allows
the business organization to be able to directly market its products and obtain good new
customers from from domestic and international markets.

I11. Research Methods

This study uses qualitative methods with a descriptive verification approach. The object
of research is the processed food industry under the brand @Kidas (Spicy Deliveries) which
is located at Jalan Sadang N0.99A RT.03RW.16 Margahayu Tengah Margahayu Bandung
West Java 40225, while the research subject is the owner of "@Kidas" which is key
informant and employees and researchers as informants.

The types of data collected are primary data obtained through in-depth interviews with
information sources (key informants and informants) and supported by secondary data in the
form of books and other literature. The data analysis technique uses an interactive qualitative
descriptive model in the form of data collection, meaning the data obtained is then analyzed,
verified, and explored and conclusions are made.

IV. Results and Discussion

From the results of the research in the field, the data related to the object of the research
are obtained as shown in the picture below:

From Figure 1 above, it can be explained, that the creative economy business @Kidas
(Spicy Kiriman) is a populist economy that uses information technology through Tokopedia,
Bukalapak, Shopee, youtube, and deskgram as a media for promotion and marketing of the
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products it produces. While the number of business transactions after using e-commerce can
be seen in the table below.
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Graph 1. Comparison of Busmess Transactions @ Kidas
Period January-March 2018 and January-March 2019

From graph 1 above, it can be explained that the use of e-commerce is very supportive
and has a positive and significant impact on increasing the value of @Kidas business
transactions with its customers.

Based on data from research results in the field it can be explained that the benefits of
e-commerce for business people, especially creative industries, are very useful and supportive
for the development of their business. This is in accordance with the opinion expressed by
Aribawa [7] and Kabango et al. [8] that by utilizing e-commerce, creative economic actors
can create a positive climate for their business, especially to develop their product marketing
and to increase their competitive advantage to be attractive to their customers. While e-
commerce for business actors @Kidas is very helpful for increasing business transactions and
this can be seen in graph 1. With the increase in this business transaction, this is in
accordance with the opinion expressed by Veronika [14] and Mohapatra [15] that marketing
creative economic products must be able to use the right marketing strategies to be widely
accepted by consumers in this digital era.

However, some constraints are faced by business people, especially in the mastery of
information technology (internet) by their employees and the lack of role of the regional
government in relation to guidance and ease in obtaining additional capital from banks.

V. Conclusion
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