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Abstract

This study aims to describe and analyze survival strategies and online marketing strategies for small shoe businesses during the
COVID-19 pandemic in Bandung. This study uses a qualitative method with a case study approach. Data were obtained by
interviewing knitting business actors and related parties as key informants. The results showed that the COVID-19 pandemic had a
negative impact on small shoe businesses in the shoe center of Bandung city. As a strategic step in the midst of a pandemic, business
people use a survival strategy, by not increasing selling prices, but reducing profit targets, in the online marketing strategy of knitting
small businesses using strategies: e-commerce, digital marketing, improving product and service quality, and customer relations.
The implementation of this strategy is driven by an entrepreneurial spirit, flexibility, responsiveness to changes and technological
developments, and the ability to collaborate with various stakeholders. This research shows that small businesses that implement
survival strategies and online marketing are able to survive and improve business performance.
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1. Introduction

Small and medium enterprises (SMEs) play an essential role in economic development and growth (Keskin et al., 2010,
Abdurohim, 2021). They are considered the backbone of the national economy (Bhatt et al., 2020; Okofo-Darteh &
Asamoah, 2020), both in developing and developed countries. SMEs are important because these business groups
absorb the most labor (Chowdhury, 2011; Organisation for Economic Co-operation and Development (OECD)., 2020).
This is in line with what was stated (Palanimally, 2016); SMEs employ 59% of the workforce in Malaysia. In Indonesia
in 2018, the number of MSMEs and workers were 64,194,057 units and 116,978,631 employees, respectively, but only
293 units made export sales; this is because MSMEs are still faced with obstacles related to financing, marketing, and
raw materials. (Ministry of Cooperatives & SMEs, 2019). In addition, MSMEs are the most critical pillar in the
Indonesian economy, with a contribution to GDP of 61.07% or worth 8,573.89 trillion rupiah. Donations to the
Indonesian economy include the ability to absorb 97% of the total workforce and can collect up to 60.4% of the total
investment. The COVID-19 crisis has affected economic development and threatened companies worldwide (Gavurova
et al.,, 2020). The OECD further stated that the COVID-19 condition significantly impacted MSMEs (Lembaga
penelitian di Indonesia (LPI), 2019), and the MSME sector was most exposed to the outbreak's risks and primary victims
of the epidemic (Gavurova et al., 2020). In addition, MSMEs in Pakistan are also experiencing financial impacts, supply
chain disruptions, and decreased demand, sales, and profits (Shafi et al., 2020).

Shoe SMEs have contributed to the economy of the city of Bandung, which was founded in 1960 and is located in the
shoe center area; now, entering the third generation, almost 90% of the population as business actors are the backbone
of the local community. Society, where the existence of COVID 19 is currently making it difficult to run their business.
This is what the author pays attention to.

Due to these challenging conditions, MSMES must take strategic options to survive a pandemic (Rafzan. et al., 2019).
Therefore, a survival strategy is an option in difficulty in supplying raw materials and declining sales (Abdurohim,
2021). Shafi et al., (2020) stated that MSMES must adopt specific measures to help them get through the ongoing crisis).
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The use of digital technology is an essential issue in increasing the growth of SMEs. The practical and efficient use of
Information Technology can increase the productivity of SMESs, which can directly improve the performance of their
respective businesses. According to the (World Trade Organization (WTO), 2020), producers and customers must
consider online transactions (Yahaya, 2018). Using this strategy to deal with the current COVID-19 pandemic is the
best solution for MSMESs because the online promotion of goods and services makes it easy to reach customers by
introducing or selling these products without meeting in person (Mandasari & Pratama, 2020). Survival strategies and
online marketing are choices for achieving business goals and developing SME products or services so that they become
more competitive (Fitriasari, 2020).

A survival strategy is an effort that is managed in the hope of surviving an unfavorable situation and ensuring every
need is met while waiting for improvement (Bamidele, 2018) defined as all the means taken by a person or group of
business actors to maintain the existence of material and non-material values. Small businesses' survival strategy
depends on their adaptation level (Schindehutte & Morris, 2001). The concept of this strategy in a company is often
associated with the operational sector (Hitt & Ireland, 1997). Runaway, Za et al.,(2019) report that the survival strategy
is categorized into two, the survival strategy by increasing the selling price of products to respond to rising raw material
prices, and the strategy of not increasing the selling price of the product, is a survival strategy but lowers the quality of
raw materials. Online marketing strategy is advertising products or services on the internet to develop customer
relationships, create loyalty, build strong brands, and generate profits (Lammenett, (2014); Isoraite & Miniotiene,
2018). Online marketing strategies include e-commerce, digital marketing, product and service quality improvement,
and customer relationship marketing (Schwarz, & Grabowska, 2015).

E-commerce is a business process involving technology that connects companies, customers, and the public through
electronic transactions (Yadiati & Me-biryani, 2019). Therefore, online customer service allows buying and selling
goods and services. This model type is called electronic transaction, described as selling, buying, and marketing
products using electronics (Isoraite., & Miniotiene, 2018). E-commerce has a positive and significant effect on MSMEs'
marketing performance and income (Hariandi et al., 2019; Septyanto & Dewanto, 2016; Ramanathan et al., 2012).

Digital marketing means advertising activity on the internet, including social media or other devices. Hongshuang and
Kannan (2016). defines digital marketing as an adaptive process and enabling technology that enables companies to
collaborate or partner with clients to communicate, deliver and preserve the values of both parties. This way, customers
from anywhere in the world can access information about products and services at any time, thereby increasing the
probability of making a purchase (Cetina et al., 2012). It also increases sales revenue, especially when clients can read
reviews from other customers about specific products and comment on their personal experiences (Bala & Verma,
2018). In this context, marketing rules have been redefined worldwide, significantly changing how customers respond
to brands (Sheth, 2011). Digital marketing helps companies or businesses promote and advertise their products and
services, expanding new markets previously closed or restricted due to limited time, distance, and particular
communication methods (Gielens et al., 2019). This positively and significantly impacts MSME sales (Fawzeea et al.,
2019).

Improving the Quality of Products and Services is described as the product’s ability to meet customers’ needs and desires
(Kotler & Armstrong, 2012). According to Kotler and Keller (2016), it is the totality of features and characteristics of
a product or service that depend on its ability to meet stated or implied needs. Kotler and Keller (2016) define this
quality as a feature or characteristic of a product or service that affects the ability to satisfy tangible and intangible
needs. Razak et al., (2016) stated that product quality is the extent to which the product meets its respective
specifications and the ability of a particular brand or product to perform its intended function. This quality indicates the
power of a product to perform its function, including overall durability, reliability, accuracy, ease of operation, and
repair, as well as other attributes (Kotler & Armstrong, 2012). Product quality means a dynamic condition related to
products, people or labor, processes, tasks, and environments that meet or exceed customer expectations (William et
al., 2016). Widowati (2017) states that the product's condition is based on an assessment of its conformity with the
measurement standards that have been set. Russel (1996) says that the benefits of product quality include improving
the company's reputation, reducing costs, increasing market share, global impact, responsibility, and product
appearance. Product quality is defined as the product's ability to meet customer needs and desires (Kotler & Armstrong,
2012). Meanwhile, service quality is defined as a dynamic condition related to products, people, processes, and the
environment that meet or exceed customer expectations (Yuwita & Nugroho, 2020). Wali and Nwokah (2018) report
that service quality meets customer needs and desires, including excellent delivery to match their expectations.
Furthermore, Wali and Nwokah (2018) state that service quality controls the expected level of excellence or service
efficiency to meet customer desires and expectations. The quality of products and services significantly affects
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purchases and increases customer satisfaction, thus leading to customer loyalty (Razak et al., 2016; Chattopadhyay,
2019).

Customer Relationship Marketing offers opportunities for successful competition and ways to learn about customers
(Mohamud, 2019). They maintain positive customer relationships to satisfy customers and create value for the business
(Hassan et al., 2015; Kebede & Tegegne, 2018). Customer relationship marketing is one aspect that strengthens generic
business strategies to gain a sustainable competitive advantage (Jamart & Kupka, 2009). Ngala and Orwa, 2016; Indra
and Ervina, 2020, stated that a marketing strategy aims to establish long-term relationships or maintain solid and
mutually beneficial relationships between service providers and customers, thus leading to repeat transactions and
customer loyalty. Furthermore, customer relationship marketing means understanding each customer closely by
creating two-way communication and managing mutually beneficial relationships between clients and companies
(Soliman, 2011). This strategy aims to create, maintain, and enhance strong relationships with customers (Kotler &
Armstrong, 2012). It further ensures that customers are satisfied and helps companies attract new clients, retain existing
ones, and maintain their loyalty (Ahadmotlaghi & Pawar, 2012; Kumudha & Bhunia, 2016). The main goal of customer
relationship marketing is the process of transitioning from focusing on a single transaction to developing long-term
profitable customer relationships (Kampani, 2020). Customer relationship marketing is designed to build and retain
committed customers who benefit the company and, at the same time, minimize the time and effort spent on them (Aka
et al., 2016). It is a business orientation that focuses on maintaining good relationships with existing customers and
building close and mutually beneficial relationships between these businesses and their clients to recreate transactions
and build customer loyalty (Kotler & Armstrong, 2012). Nurmartiani et al., 2020; Hadiyati and Lukiyanto, 2019,
reported that customer relationship marketing has a positive and significant effect on improving marketing performance.

This research will elaborate on survival strategies and online marketing during the COVID-19 pandemic. Several
studies have reviewed some survival strategies SMEs have switched to using digital technology, including social media,
to survive. (Harianto & Sari, 2021; Klyver, & Nielsen, 2021; Kumar, et al 2021; Nadyan, Selvia & Fauzan, 2021).
While this research is more on efforts to strengthen survival and online marketing strategies during the COVID-19
pandemic through; e-commerce, digital marketing, product, and service quality improvement, and customer relations,
which focuses on small shoe businesses in the city of Bandung. This study aims to describe and analyze survival
strategies and online marketing strategies implemented by small shoe businesses in the face of the COVID-19 pandemic
in the city of Bandung.

2. Research Method and Materials

The approach in this research is a descriptive and exploratory study using qualitative methods. The research was
conducted descriptively to obtain an overview, while exploratory analysis was carried out by exploring the phenomenon
by the research objectives. A case study approach is used to carefully investigate a particular program, event, activity,
process, or group of individuals, with the investigation limited by time and activities. In addition, complete information
is collected using various data collection procedures based on a predetermined time (Creswell, 2010). The research
objectives are 1) survival strategies that include increasing and not increasing product prices, 2) online marketing
strategies, namely e-commerce, digital marketing, improving product and service quality, and customer relationship
marketing. The choice of location in the city was carried out by considering three relevant factors, namely 1) data
richness, 2) ignorance, and 3) suitability (Neuman, 1997). Sources of information include small shoe businesses,
stakeholders, and key informants. Furthermore, data were collected from 10 key informants involved in the Shoe
Business Center and seven stakeholders, including one respondent from the Office of Cooperatives, Micro, Small, and
Medium Enterprises in the Bandung City Office, namely the Head of the Office. In addition, one informant came from
a small shoe business association, the other partnered with a small business (agent or raw material supplier), one from
Shipping Services, and three customers. Data was obtained through observation, interviews, and document review by
the research objectives. Data validity using three of the eight strategies proposed by Creswell (2010). While the process
data analysis table is described in the table 1.

This research is planned to be carried out for 8 (months) to answer problems and achieve research objectives. The
following is the research flow chart in the figure 1.
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Table 1. Data analysis table

1. Data Reduction The data obtained from interviews, surveys of craftsmen, direct observations in the
field, and so on certainly have a complex form. All data obtained are grouped into
very important, less important, and unimportant data. Data in the insignificant data
group is then safe to be discarded or not used. So that the remaining data that is
important and less important. Researchers can also discard less critical data, which
only leaves essential data. According to research needs, this data becomes more
straightforward and is considered capable of representing all the data obtained. So
that it is easier to be processed to the next stage so that it becomes round, clear
information, and answers a problem.

After completing the reduction stage, it enters the data presentation stage or data
display. As the name implies, at this stage, the researcher can present data that has
been reduced or simplified in the previous step. The data presentation is shown in
the form of a descriptive narrative. So that the data set can be more easily conveyed
to others; it also contains explicit information, and readers can quickly get that
information.

Data compiled and grouped is then presented with a technique or pattern that can
be concluded. This conclusion becomes information shown in the research report
and placed in the closing section. Namely, in the conclusion section, the readers of
the research report can also find these conclusions. The process of concluding can
only be done when all the varied data is simplified, compiled, or displayed using
certain media; then, it can be understood easily.

2. Data Presentation

3 Conclusion Drawing

Analysis of the Impact of the

Mapping the Impact of
the Covid-19 Pandemic
and the Leading Small
Business Survival
Strategy at the Cibaduyut
Shoe Center:

1. Preliminary Study
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»
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2. Conclusion and

3. Recommendations

Development of
Defensive Strategies and
Online  Marketing  of
Leading Small Businesses
at the Cibaduyut Shoe
Center, Bandung City,
West Java

Figure 1. Research flowchart
3. Results and Discussion

3.1. Analysis of the Impact of the COVID-19 Pandemic and Analysis of Survival Strategies during the COVID-19
Eradication Period on Leading Small Businesses at the Cibaduyut Shoe Center

3.1.1. Survival Strategy

The COVID-19 pandemic has made it difficult for small shoe businesses to get raw materials. The price of raw materials
also continues to increase. Most small shoe businesses experienced a 50% decline in sales; some even stopped operating
because their capital was used to meet their daily needs. Some of them sell hand sanitizers or other medical devices.
This is in line with the results of research conducted by Milzam (2020). The impact of the pandemic led to a 53.5%
decline in MSME income, mass layoffs, and business closures (Fitriasari, 2020). According to Raffles et al. (2020), the
challenges faced by SMEs during quarantine are characterized by operational (i.e., working and supply chain
disruptions, difficulties in predicting the future direction of the business) and financial problems (such as cash flow
problems access to stimulus packages, and bankruptcy risk). These problematic conditions forced small shoe business
actors to be flexible and adaptive to changes in the external environment, thereby accelerating action by implementing
asurvival strategy to ensure the continuity and profitability of their business. This is in line with Sutisna (2018) research,
which states that flexibility is the dominant factor in the shoe business. Risnawati, Za. at al (2019) categorizes survival
strategies into two: increasing and not increasing product selling prices. Harari (2020) also stated that the COVID-19
pandemic is a big crisis for this generation and is expected to take years to recover. For these reasons, it is necessary to
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make efforts to respond to this crisis, both internally and externally. Regarding this, Ifekwem and Adedamola (2016)
state that SMEs are considered sustainable when they can overcome challenges in both the internal and external business
environment.

The results showed that increased raw material prices led to different decisions regarding implementing survival
strategies in small shoe businesses. However, this is to research conducted by Harari (2020), which states that a
company's findings must be made based on existing conditions, as reported by Store, Parida, and Wincent (2018).
Defensive strategies refer to several different efforts, and in situations such as the COVID-19 pandemic, SMEs need to
adapt and improve their system (Garcia-Vidal et al., 2020). A small number of business actors implement a survival
strategy by increasing the selling price of their products to respond to the increase in the price of yarn raw materials. It
is known that most small shoe business actors choose not to increase the selling price of their products but instead
decide to lower the quality of raw materials from level one to level two, which causes a decrease in operating profit.
This is in line with research conducted by Risnawati, Za. at al (2019), who reported that the survival strategy was
categorized into two, namely increasing and not increasing the selling price of the product. Business actors stated that
they had to focus on the problems (Sugianto et al., 2020; Official et al., 2020). The strategy adopted by most SMEs in
dealing with the COVID-19 pandemic, especially in Indonesia, is cost reduction (Shafi, 2020). Sugiyanto and Prayer
(2020) stated that the pandemic had forced business actors to make specific changes. Sarasvathy (2001) also reports
that survival strategies should focus on problem-solving actions.

Bandung is the capital city of West Java province and is located close to Jakarta (Rosyidie et al., 2012). The city is
known as the center of Indonesian fashion because of its many boutiques, distributions, and fashion industry. Bandung
is one of the largest cities in Indonesia, which tends to develop towards a metropolitan city like Jakarta. Bandung has
many potentials, which is also the city's identity compared to other cities. One of them is the Cibaduyur area, known as
the shoe industry's center.

Furthermore, the development of the Cibaduyut area has resulted in the growth of the Cibaduyut road as a trading area
in line with the community's need for the products produced. The emergence of Cibaduyu road as a commercial area
has caused the place to be turned into an active open space with various activities within the region. Historically,
Cibaduyut's footwear industry and trade have been developing for a long time. Initially started around 1920, some
residents who work daily in a shoe factory in Bandung City; after having skills in making shoes, they stopped as
workers.

Based on the results of interviews with prominent figures, Cibaduyut footwear entrepreneurs, before the Japanese
occupation in 1940, had developed several shoe artisans in Cibaduyut, as many as 89 people. This is inseparable from
the increasing orders because it is considered that Cibaduyur shoe products have excellent quality to meet consumers'
tastes at that time. After Indonesia became independent in the 1950s, the number of footwear business units grew to
250. With this large number of business units, the Cibaduyut area has become known as a footwear production center.
In 1978, the central government, through the Ministry of Industry in collaboration with the Research Institute for
Economic and Social Information Education (LP3ES), conducted an assessment for the guidance and development of
the Cibaduyut shoe center.

The results of the study recommended the construction of a service center for coaching facilities or the so-called Center
Service Facility (CSF) and better known to the shoe business community with shoes from the Technical Service Unit
(UPT) for leather goods. In the 1980s, with the BIPIK project being rolled out from the Ministry of Industry, various
facilities and infrastructure were provided to UPT Shoes in Cibaduyur in the form of building facilities, machinery, and
equipment as training programs to develop Cibaduyut shoe artisans.

3.2. Analysis of the Development of Defensive Strategies and Online Marketing of Leading Small Businesses at the Cibaduyut Shoe
Center, Bandung City, West Java

3.2.1. Online Marketing Strategy

Based on the study's results, small shoe businesses experienced a 50% decrease in sales turnover by an average of 50%
due to the crisis. Syafi (2020) stated that the decline in sales was more significant, relatively above 60%. This is due to
fewer external activities and difficulties obtaining raw materials due to transportation constraints. As is known, the
small shoe business is one of the pillars of the economy of Bandung because it tends to create jobs and contribute to
the gross domestic product of the local government. Of the spread of COVID-19, small businesses have been severely
affected, as shown by the decline in sales and delays in the production process, layoffs of employees, and business
closures (Shafi, 2020). The pandemic also causes financial problems, supply chain disruptions, and decreased demand,
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sales, and profits (Fitriasari, 2020; Mirzam., 2020; Sahoo & Ashwani, 2020; lvanov, 2020). In addition, more than two-
thirds of SMEs stated that they could not survive if the restrictions lasted more than two months. The findings show
that not all tiny shoe businesses experienced a 50% decrease in sales because some were relatively stable in achieving
turnover due to adjusting to conditions and demands related to handling the pandemic. Given the current pandemic
conditions, SMEs need to change their offline marketing strategy to online (Donthu, & Gustafsson, 2020; Patma et al.,
2020). Furthermore, they must take advantage of this condition by strengthening their online marketing policies
(Sugiyanto, 2020). Promotion through online media makes it easy to reach customers by introducing or selling products
without meeting them in person (Mandasari & Pratama, 2020). MSMEs also need to implement online marketing
strategies such as e-commerce, digital, and customer relationship marketing, as well as improve the quality of products
and services to survive (Numartiani et al., 2020; Schwarz & Grabowska, 2020).

Technical
Service Unit
{UPT) for leather
goads

Figure 2. Research findings, analysis of the impact of the COVID-19 pandemic and analysis of survival strategies during the
COVID-19 pandemic

3.2.2. E-Commerce

This research shows that about 20% or 34 small shoe business actors use e-commerce platforms such as Shopee, Lazada,
Buka, Tokopedia, and Blibli. This is also by research conducted by Mandasari and Pratama (2020). The use of e-
commerce media is currently the best solution for MSMESs because it makes it easier for customers and producers to
make transactions. Most business actors who do not use e-commerce say they don't have time because they usually
focus on the production process. They also say offline transactions are more convenient because customers generally
order products in person. The OECD (2020) states that another reason for the reluctance of SMEs to use e-commerce
tools is the lack of technical knowledge because they find it difficult to access and adopt the technology.

Similarly, Elia et al. (2019) reported that SMEs fail to use online sales transactions because of their inability to use
available online trading channels and their difficulties communicating well. Based on this, Patma et al. (2020) stated
that due to the reluctance of SMEs to adopt e-commerce in their business systems, universities need to provide
comprehensive training and assistance through information technology support to encourage financial reporting and
marketing of IT-based products and services. Small shoe businesses using e-commerce platforms report that sales made
through e-commerce have allowed them to learn a lot, including how to improve the quality of their products,
packaging, and equipment or product accessories. Therefore, it is expected to improve their business performance in
the future and increase their income. Tolstoy et al. (2020); Alderete (2020); and Septyanto & De-wanto (2016) stated
that e-commerce has a positive and significant effect on the performance and income of MSMEs.

Further research shows that business actors who use e-commerce always think positively, work hard through
independent learning, and collaborate with other parties. This is also to a study conducted by Sugiyanto (2020). In a
situation like a pandemic, business people need to work hard and collaborate. Furthermore, it also shows that utilizing
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e-commerce is a good choice because it serves as a learning process to improve product quality and quantity, reach new
markets or customers and create new networks and relationships, as As'ad, Ahmad, and Sentosa. (2012). The adoption
of e-commerce in SMEs contributes to increasing revenue and reducing costs; therefore, it is an efficient and effective
tool used to promote business and attract more customers (As'ad, Ahmad, & Sen-tosa, 2012). It is recommended that
the use of e-commerce platforms such as Shopee tends to create efficient transactions and effective promotions, so it is
the right strategy to survive the COVID-19 pandemic.

3.2.3. Digital Marketing

The study results show that an average of 80% or 136 small shoe business actors use digital marketing, such as
Facebook, Instagram, and Twitter, to promote their products. However, most do not regularly promote their products,
such as updating photos and price information. For example, some Facebook and Instagram accounts use personal
identities rather than product or business names. Other results show that out of 136 small business actors, only 20% or
27 have adopted digital marketing. They include business people with a high entrepreneurial attitude, such as daring to
try, taking risks, and solid determination to develop their businesses during the COVID-19 pandemic. They also
regularly promote their products by honing their creativity and innovation to update product photos and price
information constantly. The findings of this study show that only a few small shoe business owners already have a
website and business profile. In addition to online transactions, they already have an online store that requires a digital
marketing implementation process assisted by administrators to monitor and share any information or transactions made
by customers. In contrast, some small businesses have hired someone to handle the design. And photography. Some
even have mini photo studios equipped with various equipment and accessories. Erlanitasari et al. (2019) stated that
36% of SMEs in Indonesia are still struggling with conventional marketing, while 37% only have essential online
marketing capacities such as computers and broadband access, and the remaining 18% use websites. And social media.
However, only 9% have advanced digital marketing capacity. Generally, SMEs use traditional digital technology
(Castagna et al., 2020). One of the reasons is that the Bandung City government only provides little assistance in training
on the use of IT-based management systems (Raharja & Nurasa, 2020; Patma et al., 2020). moreover, these companies
(SMEs) do not grow alone (Wach, 2020).

The results of this study indicate that digital marketing positively impacts small shoe businesses, namely increasing
customer reach, sales, and income, apart from being a learning process in improving their business performance. This
is also to research conducted by Fawzeea et al. (2019), which states that digital marketing has a positive and significant
effect on the sales performance of MSMEs. According to Nuseir and Aljumah (2020), it affects the performance of
SMEs. The use of digital marketing helps achieve business growth and sustainability (Dumitriu, 2019). However, this
study shows that most small shoe business actors have not been able to promote their products and services through
digital marketing.

On the other hand, only 20% or 27 of them use digital marketing intensively and seriously in dealing with the COVID-
19 crisis. The results also show that product sales increase by implementing digital marketing, while growth and
sustainability are also achieved. This is in line with research (Fawzeea et al., 2019), which states that digital marketing
positively and significantly affects MSME sales.

3.2.4. Product and Service Quality

In carrying out their business activities during the COVID-19 pandemic, small shoe businesses must implement e-
commerce and promotion through digital marketing. On the other hand, they also need to improve the quality of their
products and services to increase customer satisfaction and loyalty to the company (Letitia, 2015; Khan & Ghouri,
2018); Kotler & Armstrong (2012) stated that product quality is the ability of a product to meet customer needs and
desires. While Wali and Nook-ah (2018) state that service quality is the level of excellence expected and its control to
meet customer desires or expectations. The results showed small shoe business actors claimed to sell products based
on orders from customers, including colors, sizes, quantities, and prices; after receiving orders, these business actors
first designed the product and showed it to the customer. Once there is an agreement, the next step is the production
process. Small shoe business actors stated that producing quality products is always customer-oriented to meet their
needs and desires. This is in line with research conducted by Fitriani et al. (2020); Prihartono and Ali (2020) stated that
producing quality products is a business strategy to achieve customer loyalty, thus causing them to repurchase the
product because of its quality. Product quality has a significant effect on customer loyalty in seaweed processing
centers. This is dominantly influenced by product quality (Rukaiyah, 2020).
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Small shoe businesses admit that they rarely get complaints from their customers. However, they will replace the
product ordered when there is a complaint and it is the company's fault. They also state that their customers are satisfied
with the quality of their products. They have diverse customers, individuals, government agencies, and the private
sector, and they have two product classes, standard, and premium. Unfortunately, not all small businesses produce
premium products because they require computer-based machines to create various color and pattern combinations,
such as batik patterns. Another way to improve product quality is to have a supervisor who oversees all activities, from
purchasing and using raw materials to the production process and product quality control, to minimize errors or
deficiencies in the production process. This is also following research conducted by Soundararajan & Reddy (2020).
Quality control is to achieve productivity and quality improvement in SMEs.

The findings show that around 20% or 27 small business actors have responded to the pandemic by improving the
quality of their services, including online sales using a hotline that is easily accessible to customers, delivery using
online transportation, and courier service applications, namely Gojek and Grab, and delivery services such as JNE.
According to business owners, service quality is an essential factor that must be achieved because customer satisfaction
and loyalty are valuable assets in developing a business, especially during the COVID-19 pandemic. Therefore, this
quality improvement needs to be prioritized. This finding is in line with research conducted by Letitia (2015), Khan
and Ghouri (2018); Kotler and Armstrong (2012); and Wali and Noah (2018). It also shows that customers are satisfied
with the quality of products and services. Some customers say they are loyal because they get excellent service and
products that meet their expectations. Many new customers order the product because existing ones recommend it.
Also, word-of-mouth publicity through digital media leads to strategic and financial advantages (Camilleri, 2018).

This study is similar to the research conducted by Chattopadhyay (2019) and Razak et al. (2016), which stated that
improving the quality of products and services has a positive and significant effect on shaping customer satisfaction
and loyalty in the MSME sector. Puspaningrum (2020) also reports that it affects business performance. Furthermore,
Nugraheni et al. (2020) stated that SMEs have implemented specific strategies in dealing with the pandemic. Among
them are improving the quality of products and services and utilizing technology to support their business activities.

3.2.5. Customer Relationship Marketing

The results of this study indicate that about 20% or about 27 small shoe business actors not only focus on creating new
customers but also try to maintain and build good relationships with their clients and other parties, such as delivery
service providers. This is in line with research conducted by Kotler and Armstrong (2012) and Tien et al. (2006), which
states that for SMEs to increase their competitive advantage, strengthening customer management needs to be done
effectively, primarily by increasing customer satisfaction and maintaining good relationships. with them. During the
current COVID-19 crisis, small shoe businesses stated that increasing online sales or a modern business must be
complemented by good customer relations to prevent them from looking for other companies. Nugraheni et al. (2020)
reported that SMEs must use technology to support their business performance to survive the pandemic. Meanwhile,
Rosalina et al. (2017) stated that one of the modern business approaches is to consider customers before and after the
transaction.

Research findings show that some shoe businesses specifically assign administrative staff to maintain and build online
communication and respond quickly to complaints, questions, or other information that customers need, even though
the features are relatively simple. This is in line with Rosalina et al. (2017), which state that the characteristics of MSME
customer relationship marketing modeling in Banten do not require features like those of large companies. However,
they need simple features that suit the needs of MSMEs and local languages to present a user-friendly impression to
MSME actors. Furthermore, the study results show that several small shoe businesses have built and maintained good
relationships with customers and other parties, online and offline, and building trust in other activities. This aims to
increase satisfaction, strengthen customer loyalty, and of course, be able to achieve the sales targets that have been set.
This is in line with research conducted by Farida and Yuniawan (2017), which states that customer relationship
marketing has a positive and significant effect on improving the marketing performance of MSMESs. This strategy
increases customer loyalty, serves as the most effective marketing activity targeted to retain the best customers,
increases efficiency, reduces costs, and is a compelling investment to improve internal and external business processes
(Gil-Gomez., 2020). In line with that, Tien and Chiu., (2006) stated that to increase the competitive advantage of SMEs,
strengthening customer management needs to be done effectively, primarily by increasing customer satisfaction and
maintaining good relationships with clients. The study further found that those with stable businesses implemented
online survival and marketing strategies. These actors have an entrepreneurial attitude characterized by enthusiasm,
hard work, flexibility, responsiveness to changes and technological developments, and the ability to collaborate.
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Table 2. Research findings analysis of the development of leading small business survival strategies and
online marketing

No Finding Description of Research Findings
Promotion through online media makes it easier to reach
1 Online Marketing Strategy customers in terms of introducing or selling products without

meeting in person.

20% or 34 small shoe businesses use e-commerce platforms such

as Shopee, Lazada, Buka, Tokopedia, and Blibli

Digital marketing has a positive impact on small shoe businesses,

3 Digital Marketing namely increasing customer reach, sales, and revenue, apart from
being a learning process in improving business performance.
20% or 27 small business actors responded to the pandemic by
improving the quality of their services, including online sales

4 Product and Service Quality using a hotline that is easily accessible to customers, delivery
using online transportation, and courier service applications,
namely Gojek and Grab, and delivery services such as JNE.
The shoe business actor specifically assigns his administrative
staff to maintain and build online communication and respond

5 Customer Relationship Marketing quickly to complaints, questions, or other information that
customers need, despite the fact that the features are relatively
simple.

2 E-Commerce

4. Conclusion

The small shoe business in Bandung City has contributed and played an essential role in the regional economy.
However, the current COVID-19 pandemic has hurt SMEs, as indicated by a decline in sales turnover. The government's
social distancing rules have forced SMEs to formulate and adopt survival strategies. This shows that most small shoe
businesses that adopt a survival strategy are a choice amid the scarcity of raw materials, where they need to adapt to
the external environment to ensure their business continuity. It also refers to business continuity measures that focus
on solving problems by not increasing the selling price of the product and reducing the profit target. In addition, they
also implement online marketing strategies, including e-commerce, digital marketing, improving product and service
quality, and customer relationship marketing, which positively impact small businesses' resilience during the COVID-
19 crisis. The findings of this study indicate that most small businesses fail to implement this strategy due to limited
facilitation, knowledge, and assistance from related parties. On the other hand, those who implement the system are
driven by an entrepreneurial spirit, flexibility, responsiveness to changes and technological developments, and the
ability to collaborate with various stakeholders. This research is limited because it only focuses on small-scale shoe
businesses and does not examine the full scale of MSMEs. However, it provides valuable information regarding the
implementation of survival strategies and online marketing during the COVID-19 pandemic. It is recommended that
relevant stakeholders such as local governments and universities are advised to use the results of this study as a reference
for further research and implementation of IT-based Small Business development programs through training, technical
guidance, and business assistance, as well as facilitation needed by MSMEs in dealing with the pandemic. And it is
recommended that more comprehensive research on MSMEs in the city of Bandung and local government policies in
overcoming the limitations of raw materials and the application of information technology and online marketing for
small businesses is recommended.

References

Abdurohim, D. (2021). Pengembangan UMKM “Kebijakan, Strategi, Digital Marketing dan Model Bisnis UMKM”.
Penerbit Refika Aditama - Bandung.

Abdurohim, D. (2020). Strategi Pengembangan Produk Unggulan Berbasis One Village One Product (Ovop) Di Sentra
Industri Dan Perdagangan Kota Bandung. WIRAUSAHA : Jurnal limu Administrasi Bisnis, 4 (3) : 338-360.

Abdurohim, D., & Susila, Y. (2018). SME’s development indicators and organizational capability. International
Journal. Human Systems Management, 37(2):249-253.

952



Abdurohim et.al | Quantitative Economics and Management Studies (QEMS), 2022, 3(6): 944-957

Ahadmotlaghi, E., & Pawar, P. (2012). Analysis of crm programs practiced by passengers airline industry of india and
its impact on customer satisfaction and loyalty. Journal of Arts, Science & Commerce, 3(2),2-5.

Aka, D.O., Kehinde, O.J., & Ogunnaike, O.0. (2016). Relationship marketing and customer satisfac-tion:a conceptual
perspective. Binus Business Review, 7(2):185-190.

Alderete, M.V. (2020). Electronic commerce contribution to the sme performance in manufacturing firms: a structural
equation model. Contaduria y Administracion, Accounting & Management, 64(4):1-24.

As’ad, 1., Ahmad,F., & Sentosa, 1. (2012). An empirical study of e-commerce implementation among sme in indonesia.
International Journal of Independent Research and Studies. 1(1):13-19.

Bala, M., & Verma, D. (2018). A critical review of digital marketing. International Journal of Management, IT, &
Engineering, 8(10): 321-339.

Bamidele, A. (2018). Understanding survival strategies in micro and small enterprises in nigeria: A Brief Review of
the Literature. Covenant Journal of Entrepreneurship, 2(1): 72-78.

Bhatt, A., Rehman, S.U., & Rumman, J.B.A. (2020). Organizational capabilities mediates be-tween organizational
culture, entrepreneurial orientation, and organizational performance of SMEs in pakistan. Entrepreneurial
Business and Economics Review, 8 (4):85-103.

Camilleri, M,A. (2018). The SMEs’ technology acceptance of digital media for stakeholder engagement, Journal of
Small Business and Enterprise Development, 26(1):1-26.

Castagna, F., Centobelli, P., & Cerchione, R. (2020). Customer knowledge management in smes facing digital
transformation castagna. Sustainability, 2(9):1-16.

Ceting, L., Munthiu, M.C., & Radulescu, V. (2012). Psychological and social factors that influence online consumer
behavior. Procedia - Social and Behavioral Sciences, 62:184 -188.

Chatterjee, R., Shiwaku, K., Gupta, R.D., Nakano, G., & Shaw, R. (2015). Bangkok to sendai and beyond: implications
for disaster risk reduction in asia. International Journal of Disaster Risk Science, 6(2): 177-188.

Chattopadhyay, P. (2019). A study on the impact of service quality on customer satisfaction and customer loyalty with
reference to service marketing context: Theoretical Approach. International Research Journal of Engineering
and Technology, 3(1):89-96.

Chowdhury, S.R. (2011). Impact of global crisis on small and medium enterprises. Global Business Review, 12(3):
377-399.

Creswell, J.W. (2010). Research Design: Pendekatan Kualitatif, Kuantitatif dan Mixed. Translated: Achmad Fawald,
Yogyakarta : Pustaka Pelajar.

Donthu, N., & Gustafsson, A. (2020). Effects Of COVID-19 on business and research. Journal of Business Research.
117, 284-289.

Dumitriu, D. (2019). A perspective over modern smes: Managing Brand Equity, Growth and Sustainability Through
Digital Marketing Tools And Techniques. Sustainability. 11(7):1-24.

Elia, S., Giuffrida, M., & Piscitello, L. (2019). Does e-commerce facilitate or complicate smes’ inter-nationalisation?.
Multinacionales En Un Cambiante Contexto Internacional. Informacion Comercial Espanola, Revista de
economia, 61-73.

Erlanitasari,Y., Rahmanto, A., & Wijaya, M. (2019). Digital economic literacy micro, small and medi-um enterprises
(smes) go online. Journal Informasi, 49(2):145-156.

Farida, N.N.A., & Yuniawan, A. (2017). Model of relationship marketing and e-commerce in improv-ing marketing
performance of batik smes. Jurnal Dinamika Manajemen, 8(1): 20-29.

Fitriani, S., Wahjusaputri, S., & Diponegoro, A. (2020). Triple helix as a model of a knowledge-based  economy for
small and medium-sized enterprises: The Indonesian Case. International Journal of Innovation, Creativity and
Change, 11(8):369-386.

Gavurova, D.J.B., Cepel, M., & Cervinka, M. (2020). The impact of the COVID-19 crisis on the percep-tion of business
risk in the sme segment. Journal of International Studies, Foundation of International Studies, 13(3):248-263.

953



Abdurohim et.al | Quantitative Economics and Management Studies (QEMS), 2022, 3(6): 944-957

Gielens, K., Jan-Benedict E.M., & Steenkamp. (2019). Branding in the era of digital intermediation. International
Journal of Research in Marketing, 36(3):367-384.

Gil-Gomez, H., Guerola-Navarro, V., Oltra-Badenes, R.,& Lozano-Quilis, J. (2020). Customer rela-tionship
management: Digital Transformation and Sustainable Business Model Innovation, Journal Economic Research,
33(1):2733-2750.

Hadiyati, E., & Lukiyanto, K. (2019). The effect of entrepreneurial marketing dimensions on micro, small and medium
enterprise performance in indonesia. International Journal of Scientific & Technology Research, 8(10):106-112.

Hariandi, M.S.1., Gumanti, T.A., & Wahyudi, E. (2019). E-commerce, competitive advantage and business performance
of banyuwangi small and medium-sized enterprises. International Journal of Scientific & Technology Research,
8(8):1216-1220.

Harianto, R.A., & Sari, P.N. (2021). Strategic digitalization of UMKM business as an alternative to survive the COVID-
19 pandemic. Journal Linguistics and Culture Review (LingCuRe). 5(1); 1- 7.

Hitt, M.A., & Ireland, R.D. (1997). Performance strategies for high — growth entrepreneurial firms, in reynolds et al.
(eds), Frontiers of Entrepreneuship Research, 90-104.

Hongshuang, L., & Kannan, P.K. (2016). Digital marketing: a framework, review and research agenda. International
Journal of Research in Marketing, 34(1):22-45.

Indra, D., & Ervina, E. (2020). The impact of customer relationship management component on guest loyalty toward
starred hotel in yogyakarta. International Journal of Applied Sciences in Tourism and Events, 4(1), 37-47.
http://dx.doi.org/10.31940/ijaste.v4i1.1647

Isoraite, M., & Miniotiene, N. (2018). Electronic commerce: theory and practice. Integrated Journal of Business and
Economics, 2(2):73-79.

Jamart, T., & Kupka, S. (2009). Does the customer really matter? the achievement of sustainable competitive advantage
through relationship marketing: A Case Study Of European Low Cost Airlines, International Marketing.
Retreived from http://hh.diva-portal.org/smash /get/diva /FULLTEXTO1 on January 3, 2021.

Kampani, N., & Jhamb, D. (2020). Analyzing the role of e-crm in managing customer relations: a critical review of the
literature. Journal of Critical Reviews, 7(4):221-226.

Kashif, M., Asif, M. U., Ali, A., Asad, M., Chethiyar, S. D. M., & Vedamanikam, M. (2020). Managing and
implementing change successfully with respect to COVID-19: A Way Forward For SMES. International
Journal of Social Sciences, 6(2):609-624.

Kebede, A.M., & Tegegne,Z.L. (2018).The effect of customer relationship management on bank performance: In
Context Of Commercial Banks In Amhara Region, Ethiopia. Journal Cogent Business & Management, 5(1):1-
9.

Keskin, H., Sentiirk,C., Sungur,O., & Kirig, H.M. (2010). The importance of smes in developing econ-omies, 2nd
International Symposium on Sustainable Development, June 2010, Sarajevo. Re-treived from
https://core.ac.uk/download/pdf/153446896.pdf on January 3, 2021.

Khan, M.A., & Ghouri. (2018). Enhancing customer satisfaction and loyalty through customer-defined market
orientation and customer inspiration: A Critical Literature Review. International Business Education Journal,
11(1):25-39.

Klyver, K., & Nielsen, S.L. (2021). Which crisis strategies are (expectedly) effective among SMEs during COVID-
19?. Journal of Business Venturing Insights. 16; 1- 9.

Kotler, P., & Keller, K.L.(2016). Marketing Management (15th Edition). England: Pearson Education Limited.

Kumar. N., & et al. 2021. A Case Study on Domino’s Business Survival Strategy During the COVID-19 Pandemic.
International Journal of Tourism and Hospitality (IJTHAP), 4(2); 28 - 41.

Kumudha, A., & Bhunia, A.2016. Customer relationship management and marketing practices in airlines industry-
An empirical study. International Journal of Applied Research, 2(11):39-43.

Lammenett, Erwin. 2014. Praxiswissen Online-Marketing. Springer Gabler

954



Abdurohim et.al | Quantitative Economics and Management Studies (QEMS), 2022, 3(6): 944-957

Letitia, F. 2015. Customer satisfaction: A Key To Survival For SMEs?. Journal Problems and Per-spectives in
Management, 13(3):181-188.

Lembaga penelitian di Indonesia (LPI). 2019. Perekonomian Terkini Prospek. Laporan Tahunan Perekonomian
Indonesia. diakses dari https://www.bi.go.id/id/ publikasi/laporan/ Documents/9_LP12019.pdf. Pada 3 Januari,
2021.

Mandasari, C. S., & Pratama, G.S. 2020. The use of e-commerce during COVID-19 pandemic to-wards revenue and
volume of msmes sales. International Research Journal of Management, IT & Social Sciences. 7(6):124-130.

Mahmoud, M.A. 2020. Impacts of marketing automation on business performance. Journal of Theoretical and Applied
Information Technology,98(11):1957-1969.

Nadyan, A.F, Selvia.E,, & Fauzan, S. 2021. The Survival Strategies of Micro, Small and Medium Enterprises in The
New Normal Era. Dinamika Ekonomi: Jurnal Ekonomi dan Pembangunan. 12(2) ; 142 -149.

Neuman, W. L. 1997. Social Research Methods: Qualitative and Quantitative Approaches (9th Edition). England
: Pearson Education Limited.

Ngala, M., & Orwa, B.H. 2020. Customer relationship management strategies and organizational performancea case of
insurance company of east africa lion of Kenya (icealion) mombasa. In-ternational Journal of Education and
Research, 4(1):155-168.

Nugraheni., Octavia., & Sunaningsih. 2020. Strategy Of Smes In The COVID-19 Pandemic Period, Jurnal Akuntansi
& Perpajakan Jayakarta. 2(1):45-52.

Nurmartiani, E., Sucherly., Hasan,M., & Komaladewi,R., & Huda, M. 2020. marketing mix perfor-mance and customer
relationship in improving trust of indihome customer: A Case Fromwest Java indonesia. Journal of Critical
Reviews, 7(2):275-282.

Nuseir, M.T., & Aljumah, A. 2020. The role of digital marketing in business performance with the moderating effect
of environment factors among smes of uae. International Journal of Inno-vation, Creativity and Change,
11(3):310-324.

Organisation for Economic Co-operation and Development (OECD). 2020. Corona virus (COVID-19): SME Policy
Responses. Paris; OECD Publishing. Retreived from https://www.oecd.org/coronavirus/en/ policy-responses on
January 3, 2021.

Okofo-Darteh, D., & Asamoah,E.S. 2020. Does the presence of governance structure affect small and medium-sized
enterprise performance? Evidence from an emerging market. Entrepre-neurial Business and Economics Review,
8(3):118-133.

Palanimally. Y.R. 2016. The Growth Of Small And Medium Enterprises In Malaysia: A Study On Private Limited
Companies In Perak Malaysia. IOSR Journal of Economics and Finance (IOSR-JEF), 7(3) : 55-60.

Prihartono, K. A.H., & Ali, A. 2020. Competitive advantages of helix triple model based on the performance of small
and medium micro enterprises (survey on msme’s in bandung). Interna-tional Journal of Grid and Distributed
Computing, 13(2):750 -755.

Purnamasari, S.R. 2018. Studi study of small medium enterprises business ecosystem (sme’s) value network analysis
approach case study industrial center of knitting in binong jati (ickbj) ban-dung. Proceedings Of The
International Seminar Global Academics Roundup For Digital Ad-vancement In Business. 1, 10-13.

Puspaningrum, A.2020. Market orientation, competitive advantage and marketing performance of small medium
enterprises (SMEs). Journal of Economics, Business, & Accountancy, Ventura, 23(1):19-27.

Raflis, A., Ishak,S., & Jusoh,M.A. 2020. The impact of COVID-19 movement control order on SMEs’ businesses and
survival strate-gies, Malaysian Journal Of Society And Space, 16(2),139-150. https://doi.org/10.17576/geo-
2020-1602-11

Raharja, S.J., & Nurasa, H. 2020. Development of creative industries policy in bandung city, indonesia. International
Journal Public Sector Performance Management, 6(3):1-13.

Ramanathana, R., Ramanathana, U., & Hsiao, H. 2012. The impact of e-commerce on taiwanese smes: Marketing and
Operations Effects. International Journal of Production Economics, 140(2):934-943.

955


https://www.bi.go.id/id/%20publikasi/laporan/
https://www.oecd.org/coronavirus/en/

Abdurohim et.al | Quantitative Economics and Management Studies (QEMS), 2022, 3(6): 944-957

Ramdan, M. R. et al. 2020. Meneroka faktor-faktor yang mempengaruhi penggunaan platform digital oleh perusahaan
mikro dan kecil. Jurnal Pengurusan 59 : 1-17

Razak, I., Nirwanto, N., & Triatmanto, B. 2016. The impact of product quality and price on cus-tomer satisfaction with
the mediator of customer value. Journal of Marketing and Consumer Research, 30 : 59-68.

Risnawati, Za. at al. 2019. Innovation and marketing strategy for batik products in the industrial age 4.0. International
Journal of Recent Technology and Engineering, 8(2) ; 554 — 561.

Rukaiyah. 2020. Effect of product quality and product value on customer loyalty: Empirical Study on Seaweed sme.
Journal Point of View Research Management, 1(4),144 — 153.

Rosalina, V.,& Mulyanah., Malik, A. 2017. Electronic customer relationship management (E-CRM) modelingon micro,
small and medium enterprises (msmes) banten. International Journal of Computer Applications, 175(3):28-33.

Rosyidie, A., Leksono, R.B., & Adriani,Y. 2012. Scientific tourism potential in Bandung City. ASEAN Journal On
Hospitality And Tourism, 11(2):129-149.

Sheth, J.N. (2011). Impact of emerging markets on marketing: rethinking existing perspectives and practices. Journal
of Marketing, 75, 166-182.

Schindehutte, M., & Morris, M.H. 2001. Understanding strategic adaptation in small firms. Inter-national Journal of
Entrepreneurial Behaviour & Research, 7 (3): 84 — 107.

Schwarz, S., & Grabowska, M. 2015. Online marketing strategies: The Future Is Here. Journal of International Studies,
8(2):187-196.

Septyanto. D., & Dewanto, 1.J. 2016. E-marketing strategies msmesin Indonesia. International Journal of Applied
Business and Economic Research, 14(14):1129-1137.

Shafi, M., Liu, J., & Ren, W. 2020. Impact of COVID-19 pandemic on micro, small, and medium-sized enterprises
operating in pakistan. Journal ELSEVIER, Research in Globalization, 2(1):1-14.

Sugiyanto, D.S., & Prayeki, P. 2020. Positive value of COVID 19 pandemic for msmes: a case study in yogyakarta.
International Journal of Economics, Business and Accounting Research, 4(3):229-241.

Sutisna, D., Setiadi, N.J., & Yustim, B. 2018. Revitalization of creative industries and city branding: competitiveness
and productivity in knitted industry perspective. MIMBAR Jurnal, 34(1):166-175.

Soliman, H.S. 2011. Customer relationship managementandits relationship to the marketing per-formance. International
Journal of Business and Social Science, 2(10), 166-182.

Soundararajan, K., & Reddy, K.J. 2020. Productivity and quality improvement through dmaic in sme. International
Journal of Productivity and Quality Management,31(2):271-294.

Tan, Y.C., Mavondo, F., & Worthington, S. 2011. Organisational Capabilities and Relationship Quality Performance
Implications for Palm Oil Processors in Malaysia. Asia Pacific Journal of Marketing and Logistics, 23(2):152-
164.

Tien, S., Chiu, C., Chung., Y., Tsai, C., & Lin,Y. 2006. A study on service demand in customer rela-tionship
management for taiwan’s small and medium-sized enterprise. Asian Journal on Quali-ty. 7(2):19-49.

Tolstoy, D., Nordman, E.R., Hanell, S. M., & Ozbek, N. 2020. The development of international e-commerce in retail
smes: An Effectuation Perspective. Journal of World Business, 12:1-15.

Yadiati, W., & Meiryani. 2019. The role of information technology in e-commerce. International Journal Of Scientific
& Technology Research. 8(1):173-178.

Wach, K. 2020. A typology of small business growth modelling: A Critical Literature Review. Entrepreneurial
Business and Economics Review, 8(1):159-184.

Wali, A.F., & Nwokah, N.G. 2018. Understanding customers' expectations for delivering satisfac-tory and competitive
services experience. International Journal of Electronic Marketing and Retailing, 9(3):254-268.

William, O., Appiah, E.E., & Botchway, E.A. 2016. Assessment of customer expectation and per-ception of service
quality delivery in ghana commercial bank. Journal of Humanity, 4(1):81-91.

956



Abdurohim et.al | Quantitative Economics and Management Studies (QEMS), 2022, 3(6): 944-957

Windarti, Y. 2016. Local government attitudes toward sustainable tourism development (case of bandung city,
indonesia), International Journal Of Social Science And Humanity, 6(7) :551-556.

Widowati, S.Y. 2017. Analysis of effect of service quality, quality products, and prices on customer satisfaction.
Economics & Business Solutions Journal, 1(1) : 35-44.

World Trade Organization(WTO). 2020. WTO report looks at role of e-commerce during the COVID-19 pandemic.
The World Trade Organization, Work Programme. Economic Research And Anal-ysis. Retrieved from
https://www.wto.org/english/ news_e/news 20 _e/rese_04may20 _e.htm on December 20, 2020

Yahaya, J.H.et al. 2018. Model kesediaan pelaksanaan teknologi maklumat untuk perusahaan kecil dan sederhana ke
arah era revolusi industri 4.0. Jurnal Pengurusan 54 :189-203.

Yuwita, E.R., & Nugroho, A. 2020. Effect of service quality and relationship marketing on custom-er satisfaction and
its impact on loyalty service on wisma soewarna brach office (kcp) of bni of Tangerang. Dinasti International
Journal of Digital Business Management,1(2):154 -164.

957


https://www.wto.org/english/

