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Abstract: The food and beverage industry should be excellent for small-medium enterprises (SMEs) in 

Indonesia. The digital economy that has swiftly entered the SMEs in Indonesia has also become a new driver for the 

economy. Digital companies have made innovations to take advantage of the potential market of SMEs. This article 

brings an insight into how SMEs can benefit from leveraging the creative work of digital companies. Specifically, 

this study investigated the effect of online market orientation, online service innovation, and online service 

creativity on the marketing performance of SMEs of food stalls. Data were collected by distributing questionnaires 

to SME owners, which were the samples for this study. Multiple linear regression tested the influence of online 

market orientation, online service innovation, and online service creativity variables on the marketing performance 

of processed food SMEs. The results showed that most SMEs ran their business for less than three years, but they 

have an online sales turnover of less than IDR 10 million per month. The multiple linear regression analysis results 

showed that online market orientation variables, online service innovation, and online service creativity created by 

digital companies affected the marketing performance of SMEs. This research provided novelty in digital 

companies’ creative innovations for food stall SMEs' marketing performance. 

Keywords: digital company, food stall, marketing performance, partnership. 

 

在线订单创新提升中小食档企业营销绩效 

 

摘要：食品和饮料行业应该非常适合印度尼西亚的中小企业。迅速进入印尼中小企业的

数字经济也成为了经济的新动力。数字公司进行创新以利用中小企业的潜在市场。本文深入

探讨了中小企业如何从利用数字公司的创造性工作中受益。具体而言，本研究调查了在线市

场导向、在线服务创新和在线服务创意对大排档中小企业营销绩效的影响。通过向中小企业

所有者分发调查问卷来收集数据，这些调查问卷是本研究的样本。多元线性回归测试了在线

市场导向、在线服务创新和在线服务创意变量对加工食品中小企业营销绩效的影响。结果显

示，大多数中小企业的业务经营时间不到三年，但其在线销售额每月不到 1000 万印尼盾。

多元线性回归分析结果表明，数字化公司创造的在线市场导向变量、在线服务创新和在线服

务创意影响了中小企业的营销绩效。 

关键词：数字公司、大排档、营销业绩、合作伙伴关系。 

 
 

1. Introduction 

Small-medium enterprises (SMEs)  have a 

significant role in the Indonesian national economy. 

The business from this sector reached 3.4 million units 

in 2013, 90% of the total business unit of national 

industries. Indonesian SMEs absorbed more than 9.7 

million workforces, about 65.4% of the workforce 

employed in the non-oil & gas industrial sector, which 

significantly influenced poverty reduction [1]. In 2011–

2015, SMEs grew at 2.4, while the employment rate 

also increased by 5.9% [2]. The digital economy has 

greatly influenced SMEs in Indonesia. In 2018, a total 

of 9.6 million SMEs began conducting their business 

online [3]. The Indonesian Internet Service Providers 
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Association survey showed that 74.9% of medium-

sized entrepreneurs and 57.1% of small traders were 

internet users [4].  

The potential of online marketing products in 

Indonesia was enormous. Internet users in 2018 were 

171.17 million people, an increase of 10.12% from the 

previous year [5]. The growth of internet users was a 

force that drove online commerce growth. Merchant 

Machine research institute released that Indonesia was 

the country with the fastest online trade growth in 

2018. Indonesian people’s average spending on online 

shopping sites reached the US $ 228 per person or 

around IDR 3.19 million per person in 2018 [6]. 

The most frequent purchases online were made 

mostly by youths. As many as 45% of online market 

consumers were between 18–24 years old, followed by 

25–34 years old (41%), and the remaining 14% were 

consumers aged over 35 years [7]. Over 80% of the 

individuals in this age group were internet users [4]. 

Furthermore, students contribute to the Special Region 

of Yogyakarta’s economy. The Indonesian Young 

Entrepreneurs Association of the Special Region of 

Yogyakarta (DIY) estimated all DIY students’ 

economic potential to reach IDR 600 billion per month 

or IDR. 7.2 trillion per year [8].  

One of the most popular online purchases was food 

deliveries [7]. Business in the food and beverage 

industry continued to be excellent. However, SMEs 

still face obstacles in marketing their products. SMEs’ 

ability to read market needs was still not sharp, so it did 

not carefully capture the market’s requirements. 

Product marketing still relied on simple marketing as 

word-of-mouth and did not create social media or 

internet networks [9]. The development of start-ups, 

unicorns, and decacorns increases its business partners’ 

economy. 

Indonesia’s digital economy has become a new 

driver for SME partners’ economies. Achieving unicorn 

and decacorn status must be followed by technology 

transfer and small business partners’ skills. Initiation, 

innovation, and pioneering of digital companies can 

answer their consumers’ lifestyle demands. Thus, the 

creativity and innovation of digital company services 

were attractive to consumers of digital companies and 

consumers of their partner products [10]. The rapid 

development of technology provides new facilities for 

processed food SMEs to offer their consumers service. 

The specific feature of digital companies that SMEs 

widely used for food deliveries was enabling online 

orders. The use of smartphones that are easy to run 

makes this digital technology innovation attractive for 

processed food SMEs to partner with digital 

companies. Moreover, this online food order has a 

broad target audience supported by a partner motorbike 

fleet that delivers food to consumers. 

There is extensive research on applying and using 

information technology in SMEs. SMEs in the City of 

Jambi, Indonesia, had used the internet to explore 

product excellence information and find ways to 

improve the quality of the products produced [11]. 

Many SMEs in Malaysia have emphasized the adoption 

of information and communication technology (ICT). 

However, ICT was used only for basic functionalities, 

not to activate new information services or improve 

Malaysian SMEs’ communication [12]. The application 

of ICT has a diverse impact on SMEs. The adoption of 

information technology in SMEs has not improved the 

business performance of Rural Credit Banks [13]. 

However, another research showed that investment in 

information technology positively affected 

SMEs’business performance in East Java, Indonesia 

[14]. Conceptually, information technology integration 

would enhance relations between stakeholders more 

effectively [15].  

Marketing performance has gained much attention 

from several studies. Some variables that influence 

marketing performance included market orientation 

[16], product innovation [17], and creativity variable 

[18], and all variables had a positive effect on 

marketing performance. All previous research showed 

that business actors themselves carried out the results 

of creative processing. The development of technology 

has encouraged digital companies to share their 

creative processing results with their business partners.  

One way to increase companies’ competitiveness 

was by using information technology [19]. Better 

market knowledge encouraged traders to improve their 

performance [20]. Some digital companies have 

produced creative works utilized by other businesses 

with mutually beneficial partnerships in the digital 

economy. Online food orders provided by application 

companies were able to enhance the development of 

SMEs. This research provided novelty in the aspects of 

digital companies’ creative innovations on the 

marketing performance of food stall SMEs partners. 

Specifically, this study aims to analyze the impact of 

online market orientation, online service innovation, 

and online service creativity on food stall SMEs’ 

marketing performance. 

 

2. Research Methods 

The problem discussed in this study was online 

orders provided by a digital company, namely Gojek. 

In this study, the subjects were food stall SMEsthat 

used the online food order system provided by the 

digital company of Gojekin, the Special Region of 

Yogyakarta, for at least two months. There was no 

preliminary data about SMEs who had used food online 

orders, so the samples in this study were taken 

accidentally. A sample of 50 food stall SMEslocated 

around the university campus was studied for this 

research. 

The selected food stall SMEs filled out the 

questionnaires. The questionnaire consisted of five 



3 

 

 

parts: the respondent’s personal and business data, 

SMEs’ marketing performance, online market 

orientation, online service innovation, and online 

service creativity. Indicators that measured the online 

market orientation variable were (i) customer 

orientation, (ii) competitor orientation, and (iii) 

function orientation among actors. Indicators that 

measured the online service innovation variable were(i) 

service renewal, (ii) service excellence, and (iii) 

support service renewal. Indicators that measured the 

online service creativity variable were (i) service 

authenticity, (ii) attracts attention, and (iii) inspires user 

interest. Indicators that measured marketing 

performance variables were (i) sales volume growth, 

(ii) increase in the reach of target markets, (iii) increase 

in customers, and (iv) increase in revenue. A Likert 

scale measured each indicator with a score of one for 

"strongly disagree" and five for "strongly agree" 

responses. The linear regression tested the effect of 

online market orientation variables (X1), online service 

innovation (X2), and online service creativity (X3) on 

the SMEs’ marketing performance (Y). The model used 

was: 

Y = a + b1X1 + b2X2 + b3 X3  

The F-test was used to test the independent 

variables’ effect on the dependent variable. The t-test 

examined each independent variable’s impact on the 

dependent variable [21]. 

 

3. Results 
The object used in this study was an online food 

order from the digital company of Gojek. The digital 

company of Gojekinitially designated the bike-rider 

booking through the call center and then added various 

services, one of which was a food delivery order named 

Gofood. This service allowed application users to order 

food from various restaurants located around them. 

This feature was a development of the motorcycle taxi 

named by Gojek [22]. The food delivery courier was 

the Gojek motorcycle taxi driver. The Gofoodonline 

food orders claimed to serve food orders within 60 

minutes from ordering through this application. 

The development of technology provides new 

facilities for SME food stall entrepreneurs to deliver 

products to a broader range of consumers efficiently. 

These online orders of Gofood helped the food stall 

SMEs. Requirements to cooperate with the digital 

company of Gojek were not complicated. SMEs owner 

registered and followed the procedures given by 

Gojekdigital company, then Gofooddisplayed all 

SMEs’ menus on consumer’s smartphones. 

Approximately two million motorcycle drivers in 

Indonesia were tasked with delivering consumer orders 

[22]. This condition was an opportunity for food stall 

SMEs to enhance their business. 

Table 1 shows that the monthly sales of SMEs’ food 

stalls in partnership with the Gojek digital company 

with the most significant percentage are up to IDR 

10,000,000, which was as much as 60%. However, 

24% of food stall SMEs, whose monthly sales were 

more than IDR 25,000,000, also used the Gofood 

application. This study indicates that the Gofood 

application attracted various scale groups of food stall 

SMEs to establish partnerships. It was caused by the 

SMEs transferring the cost of the order to consumers. 

 
Table 1 The number of monthly sales of participant SMEs 

Number of Sales Per Month (IDR) Total Percentage 

5,000,000 or less 11 22% 

5,000,001 - 10,000,000 19 38% 

10,000,001 - 15,000,000 1 2% 

15,000,001 - 20,000,000 5 10% 

20,000,001 - 25,000,000 2 4% 

 

The digital company Gojekcharged some fees from 

SMEs to utilize, based on sales value, a certain 

percentage of the sales value. In general, SMEs 

increased the selling price for consumers who bought 

through this application. The consumer also bore food 

transportation costs. This application integrated SMEs 

and motorcycle taxi drivers to serve food consumers. 

Integrating e-marketing and market orientation 

concepts opens a new way to gain competitive 

advantages through serious attention to implementing 

marketing activities [23]. 

Running a business inspired food stall SMEs to take 

advantage of various opportunities to develop their 

business further. Table 2 presents study results of 

SMEs’distribution based on the business duration. 

Table 2 shows that the food stall SMEswith 

partnerships with Gojek digital company had varied 

business experiences. Even though the food stall SMEs 

with running business spanning 1–3 years were 44% 

more than other groups, the percentage of actors with 

business experience of less than one year and more 

than three years was also quite large, namely 26% and 

30%, respectively. Opportunities opened by Gojek 

digital company for food stall SMEs to develop the 

marketing of their products have been captured by food 

stall SMEs, even though their business was not long-

established. Some owners’ food stall SMEs started their 

business because they knew marketing opportunities 

from collaboration with Gojek digital company would 

benefit their business. Gojek digital company did not 

provide requirements regarding the length of doing 

business for prospective business partners. Marketing 

cooperation with Gojek digital company reduced 

marketing risk, which lifted marketing sales when the 

number of product requests was at a low point. 

 

 

 



4 

 

 

Table 2 The business experience of participant SMEs 

Business experience Total Percentage 

Less than one year 13 26% 

1– 3 years 22 44% 

More than three years 15 30% 

Total 50 100% 

 

With the increasingly fierce business competition 

and the increasingly popular news of business 

disruption, some businesses finessed the available 

market opportunities. Businesses from small to large 

scale started to learn the patterns offered by application 

companies, including Gojekdigitalcompany. When 

many transportation companies went out of business 

because they could not resist the disruption of their 

business by the Gojek application, many other such 

companies began to ponder that their companies would 

suffer the same fate as those that went out of business. 

However, the lack of a combination of e-commerce 

with traditional industry was also why many of 

Beijing’s SMEs withdrew from e-commerce practice. 

Conventional enterprises need to start online marketing 

to exploit the market [24]. The processed food SMEs, 

aware of this strategy, used Gofood application orders 

to improve their business. Table 3 shows the duration 

that SMEs have used food online orders. 

 
Table 3 The duration of using online orders of participant SMEs’ 

Duration of utilizing online orders Total Percentage 

At most 3 months 6 12% 

3 to 6 months 9 18% 

More than 6 months 35 70% 

Total 50 100% 

 

Based on the results of the research shown in Table 

3, a majority of 70% of respondents have used the 

Gofoodonline food ordering service for more than six 

months, the remaining 18% have used it between 3 to 6 

months, and 12% have been used it for no more than 3 

months. The results indicate that some SMEs of food 

stalls in the Special Region of Yogyakarta have long 

been using Gofoodonline food orders to increase their 

product sales. Many SMEs operated traditional 

businesses and combined them with online marketing 

orders using social media. When e-commerce emerged 

as a new trigger for expanding markets, several SMEs 

in Beijing also combined traditional marketing and e-

commerce [24]. A process model for Enterprise 

Information Technology Application (EITA) 

implantation in medium-sized enterprises has emerged. 

EITA covers three main phases (pre-implantation, 

implantation, and post-implantation), besides cross-

cutting concerns (leadership & communication, change 

management, and project management) [25]. 

Table 4 presents the results of multiple linear 

regression analyses of the influence of online market 

orientation variables, online service innovation, and 

online service creativity on processed food 

SMEs’marketing performance. 

 
Table 4 Results of multiple linear regression tests 

Variable Regression 

Coefficient 

t-count Sig. 

Online market 

orientation 

0.418 3.302 0.002 

Online service 

innovation 

0.309 1.812 0.077 

Online service 

creativity 

0.639 5.307 0.000 

A constant -1.823   

R2 = 0.715F-count = 37.550   

 

Simultaneous testing of the independent variables 

presented in Table 4 shows that online market 

orientation, online service innovation, and online 

service creativity in the food delivery service 

simultaneously have a positive and significant effect on 

processed food SMEs’ marketing performance in the 

Special Region of Yogyakarta. The magnitude of 

variations in SMEs’ marketing performance could be 

explained by online market orientation, online service 

innovation, and online service creativity, which was 

71.5%. Individually, online market orientation, online 

service innovation, and online service creativity 

significantly influenced processed food SMEs’ 

marketing performance. 

Table 4. shows that the online market orientation of 

online food orders has a positive and significant effect 

on the marketing performance of food stall SMEsin the 

Special Region of Yogyakarta. The findings in this 

study indicated that the market orientation managed by 

Gojek digital company manifested in several inter-food 

order service features, which could improve the 

marketing performance of food stall SMEs managed by 

partners. 

 

4. Discussions 
Market orientation is a culture developed by 

companies that make all their resources sustainably 

committed to creating the best value for their 

customers. Companies can take two approaches to 

build market orientation: a planned approach and a 

market back approach [26]. Companies use educational 

plans and organizational change to implement norms 

that continuously produce the best value for customers 

in a planned approach. A market back approach is a 

trial-and-error approach made by the company by 

studying, evaluating, developing, and continuously 
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adjusting to provide the best value for consumers. In 

companies that partner with several stakeholders, the 

best customer service culture must encourage 

collaborative approaches, pointing toward the 

importance of actively managing market orientation 

[27], [28]. The promotion and maintenance of 

successful cultural change require strong leadership to 

collaborate all resources [26]. 

This online market orientation study focused on 

customers, competitors, and functions among 

stakeholders [26]. Customer focus includes awareness 

of customer complaints and statements and regular 

reviews to develop the best service for consumers. The 

competitor’s focus comprises various efforts to monitor 

its marketing actions. In contrast, the inter-function 

focus is an action to ensure that all parties involved in 

marketing through online ordering have acted under 

established procedures. Several studies showed the 

positive influence of market orientation on marketing 

performance, e.g., on hotel services in the UK [29] and 

the batik business inJombang, Indonesia [16].  

The results of this online market orientation study 

on online food orders developed by Gojek digital 

company also proved an increase in other processed 

food SMEs’ marketing performance. Thus, food stall 

SMEs that did not carry out market orientation 

activities also benefited in improved marketing 

performance by partnering with Gojek digital company, 

which provided the online food ordering application. 

This study’s results enrich previous research where a 

company can only benefit from developing market 

orientation itself. 

The online service innovation variable on online 

food orders had a positive and significant effect on 

food stall SMEs’ marketing performance in the Special 

Region of Yogyakarta. With higher innovation, the 

competitive advantage of companies was increasing. 

Competitive advantage can be built, including product 

innovation and technical innovation [17]. The 

perception of the innovation itself determined the 

diffusion of innovation by an SME and the interest of 

SME owners to take advantage of the innovation [23]. 

The adoption of innovation is also related to perceived 

ease of use and perceived complexity. In general, if 

innovation is easy to use and less complicated, users 

require less effort, thus increasing the likelihood of 

adoption and usage [30]. 

Innovation should be an activity that every person 

in business continuously carries out. If the owners of 

SMEsdo not clearly define their companies' 

modernization, they can not take advantage of the 

technological and other resources [31]. The 

improvement in marketing performance due to 

information technology has primarily come from 

reducing transaction costs for buyers [32]. In addition, 

new and more advanced services will increase 

productivity and ultimately increase competitiveness 

[31]. Various companies invest in information 

technology to increase competitive advantage and to 

improve customer satisfaction [33]. 

Innovations from the information and technology 

sector that focus on specific consumers require 

substantial investment and cooperation [34], 

characterized short life span and high research and 

development costs [35]. SMEs must collaborate to 

utilize the technology. Gojek digital company has 

successfully developed many innovations in food 

online orders. These innovations included service 

updates, breakthroughs in online food orders, and other 

support service updates. The owners of food stall SMEs 

could take advantage of these innovative services by 

sharing benefits. In addition to the online food ordering 

process, Gojek digital company could still compete 

with other similar companies and improve their 

marketing performance for processed food SME 

partners. 

The online service creativity variable had a positive 

and significant effect on food stall SMEs’ marketing 

performance in the Special Region of Yogyakarta. 

Creativity is the beginning of an innovation that is 

essential for better performance and competitiveness of 

companies. Utilizing creativity in collaboration with 

digital companies will produce services that match the 

customers’ needs [36], which will increase customer 

interest in conducting transactions. 

In online marketing, service creativity is developed 

in response to complaints and suggestions submitted by 

customers. Based on these customers’ complaints and 

recommendations, the company carefully designs 

creative activities to produce interesting innovations for 

all customers. This response shows that a company’s 

investment in marketing communications can pay off 

with improved brand awareness, reduced negative 

electronic word-of-mouth, and intrusive and irritating 

online brand presence [37]. 

Creativity produces a unique service that constrains 

competitors from doing the same service. Creative 

effort is essential for creating a new economic structure 

and destroying an established system. Gojek digital 

company presented a payment method in the 

Gofoodonline food orders using Gopayelectronic 

wallet. With promotions as discounted prices for 

customers who used this electronic wallet, they 

increased customer interest to shop through the 

application. This study’s results provided evidence that 

creativity carried out by a digital company could be a 

direct advocate for the development of partner 

businesses in the digital economy. In a conventional 

economy, creativity must be carried out by the business 

owners themselves. The Kudus Regency findings 

showed that the merchant’s creativity had a positive 

and significant influence on the company's 

performance [18]. 

A rapidly evolving and growing digital economy 
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creates overall prospects for national economic 

development [38], [39] and environmental performance 

[40]. Digitalization contributes to economic growth 

[41] and protects rural areas from depopulation [42]. It 

also generates a deep impact on consumption, 

communication, and work style [43]. Digital 

transformation can create new jobs, although it does 

not further close the economic divide in creating new 

jobs [42]. Traditional occupations vanish through time, 

and new others replace them [44]. Applying 

information technology guarantees a transparent data 

exchange among the members [45]. 

Businesses can create value by requiring less 

material in this age of information [46]. Start-ups have 

been the drivers of much radical innovation in the 

transition to a digital economy [47]. Web of businesses 

that integrate links in a value chain gained market share 

advantage, and the bigger the market share, the more it 

grows. Aggregation and integration feed increasing 

returns [45]. Traders benefited from applying social 

media for marketing communication activities [48]. 

However, the emerging trend is that markets are 

dominated by foreign rather than local investments 

[38]. The creation of knowledge and its adaptation to 

product designs and production techniques are crucial 

for commercial competitiveness in a digital economy 

[46]. 

SMEs were challenged to adopt a new working 

method and improve their competitiveness based on 

ICTs [12]. This study indicated that information 

technology innovations developed by Gojek digital 

company could increase the marketing efficiency of 

their partner SMEs. A study showed that SMEs’ 

growing opportunities could promote economic 

growth, create jobs, and alleviate poverty [49]. The 

study strongly suggested a partnership scheme among 

information technology start-up companies and SMEs 

to promote the latter growth. Pro-entrepreneurship 

policies should facilitate the emergence of start-up 

entrepreneurs and the transition of start-up 

entrepreneurs in ICT to small, medium, and even large 

entrepreneurs [49]. Furthermore, it is important to 

provide a productive ICT business climate so that start-

up entrepreneurs can receive sufficient protection from 

open competition with established foreign 

entrepreneurs. 

 

5. Conclusion 
The potential of marketing products online in 

Indonesia is enormous. Internet users increase by 

10.12%; this drives online commerce growth, while 

Indonesian people’s average money on online shopping 

sites reached the US $ 228 per person. One of the most 

popular online consumer trends was food delivery that 

continued to be excellent, including for SMEs. 

However, SMEs still face obstacles in online 

marketing. 

The rapid development of technology by start-ups 

provides new facilities for food stall SMEsto provide 

service to consumers. Initiation, innovation, and 

pioneering of digital companies were attractive to 

consumers of digital companies and consumers of their 

partner products of SMEs. This study analyzed the 

influence of online market orientation, online service 

innovation, and online service creativity on food stall 

SMEs’ marketing performance. 

In this study, the subjects were SMEs that provided 

food through online food orders provided by Gojek 

digital company in the Special Region of Yogyakarta 

for at least two months. No preliminary data were 

obtained about SMEs who had used food online orders, 

so the samples in this study were taken accidentally. 

The linear regression was applied to test the effect of 

online market orientation variables, online service 

innovation, and online service creativity on processed 

food SMEs’ marketing performance variables. 

The results showed that most food stall SMEsran 

businesses for less than three years and had less than 

IDR 10 million online sales per month. The multiple 

linear regression analysis results showed that variables 

of online market orientation, online service innovation, 

and online service creativity improved the marketing 

performance of processed food SMEs. Any invention 

or innovation developed by a digital company could 

advocate for partner business in the digital economy. 

Therefore, the government is recommended to provide 

a good business climate for establishing and 

developing start-up companies with SMEs. 

In conventional marketing, a company’s marketing 

innovation process should be carried out to provide the 

best service for its consumers. Various complaints and 

suggestions from customers that are given through the 

company’s website are valuable inputs to improve the 

company’s online marketing services. However, SMEs 

cannot develop online marketing services because they 

are constrained by a lack of capital, human resources, 

and technology. Digital companies develop online 

marketing services by developing marketing 

innovations for their partners. This research provided 

new insight into the marketing performance of SMEs 

as an impact of marketing innovations carried out by 

digital company core partners. 

Our research has limitations, especially concerning 

the methodology to generalize the results. The 

limitation on the number of samples, the sample 

selection, and the subject of food stall SMEs could 

have limited the validity of our results. Future studies 

could evaluate our findings by extending the research 

to a more diverse geographical zone and various other 

kinds of SMEs to reduce this problem. 
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