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ABSTRACT 

Objectives: Entrepreneurs experienced a decline in sales during Covid-19. Digital marketing strategies could 
identify the desired products and services of their potential customers. Therefore, the objective of this study was 
to generate a market 4.0 model by integrating conventional and digital marketing with the 4C market mix, 
customer behavior, and the 5A approach (aware, appeal, asked, acted, advocate). 
Methodology: Descriptive and qualitative methods were used with atlas.ti software for data analysis. The study 
focused on mango farmers and entrepreneurs producing derived products in Indramayu Regency, Indonesia. In-
depth interviews and participant observations were used to collect data. 
Finding: The research results showed that farmers and entrepreneurs who applied marketing 4.0 were able to 
survive during the COVID-19 pandemic, and were interested in continuing to develop the market in the future 
Conclusion: The use of digital technology in marketing activities is still at an early stage, which is limited to 
WhatsApp groups and websites. The use of marketing 4.0 has resulted in a wider marketing reach for Indramayu 
mangoes. 
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INTRODUCTION  
 
Innovation is crucial for success in global competition. However, micro, small, and medium-
sized enterprises (MSMEs) only sometimes need to learn how to manage the creative 
component of the innovation process and how to stimulate creativity within the company 
(Arenhardt et al., 2018). Marketing's primary focus is to meet human needs, but technology has 
changed the game in modern marketing. The Internet impacts cultural, economic, and social 
changes, which affects businesses like digital marketing. The Internet is the most essential 
medium for marketing strategies (Ghazie & Dolah, 2019). The Internet enables producer to 
expand and develop their markets using digital technology. There is a shift in the relationship 
between producers and customers to one mutually beneficial. This feature lets customers obtain 
information quickly and choose the appropriate product that meets their needs. In addition, 
producers can acquire insights into customer demands and competitor offerings and adjust their 
marketing strategies based on the market segment they seek to serve. 
 

Five generations coexist, each with distinct attitudes, inclinations, and tendencies. Research 
conducted by (Adwan et al., 2019) has demonstrated that individuals in the Y/Millennial age 
bracket (ages 22-35) have effectively utilized digital marketing as a cost-efficient and 
streamlined means of procuring goods and services. Older generations hesitated to adopt digital 
marketing due to a lack of familiarity with and distrust of online purchases. By contrast, the 
prevalence of social media platforms, email, blogs, and search engines has led to a decline in 
traditional marketing strategies. The growth of the digital economy is heavily reliant on digital 
marketing because of its capacity to (1) connect with consumers, (2) monitor consumer 
behavior, (3) expand market share, (4) decrease traditional marketing expenses, (5) and increase 
competitiveness in the digital era (Komalasari et al., 2021). Business opportunities can be 
assessed and observed through social media which can provide the required information 
(Berlilana & Wahyuningsih, 2021; Lutfie & Marcelino, 2020). Even so, local offline stores 
remain attractive, as shown by the growth of the retail market in Indonesia (Soelton et al., 2021). 

The issues of mango marketing in Indonesia. Digital marketing plays an essential role in the 
continued growth of the digital economy. According to Krasnov et al. (2018), there are three 
pillars of digital marketing: (1) regulating consumer interaction, (2) utilizing digital methods 
for marketing information analysis, and (3) executing automated marketing activities through 
planning. Then, Flaherty et al.(2021) stated that digital technology's use by marketers is shifting 
from communication and promotion to supporting design, content, and personalized behavior 
interventions. The rapid evolution of digital technology has transformed it from solely a 
communication mechanism into a valuable marketing tool. These technologies enable 
exchanging information, research, collaboration, co-creation, and delivery of goods and 
services, offering greater segmentation and targeting possibilities. 
 
Furthermore, Obeidat (2021) found that e-marketing affects competitive advantage. Likewise, 
Nikbin et al.(2021) discovered that the COVID-19 pandemic has caused a significant shift in 
customer demand and behavior, causing novel marketing practices and survival techniques. 
Previous studies proved that e-marketing, innovative marketing practices, and survival 
strategies impact competitive advantages. This condition is typically a complex problem when 
managers must progressively implement new decision-making styles, processes, and behaviors 
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to place the company competitively and acquire an advantage in entering new markets (Okoi et 
al., 2022). 
 
A challenging issue in the Indramayu region's mango marketing is the control of intermediaries 
who sell to exporters, modern or traditional markets, or derivative product manufacturers. The 
farmers' role mainly focused on planting, fertilizing, insecticide spraying, tending, and 
harvesting. Additionally, they can be categorized into landowners, tenants, and tree tenants. 
The income level of farmers is positively correlated with their land ownership status 
(Rasmikayati et al., 2019) 
 
Mango farmers and intermediaries are interested in marketing in modern markets such as 
supermarkets, exporters, and marketplaces, as markets can often provide higher prices but 
demand superior quality. Smallholder farmers and intermediaries need more confidence to enter 
the modern market because they have small farms, low production volume, and more skills and 
information to access current markets (Ashari et al., 2021). While the price of mangoes declines 
during harvest, middle and upper-class consumers continue to require labels and packaging 
when shopping in supermarkets. Labels and packaging remain essential to convince consumers 
of product quality. Packaging contents range from 22 pounds for inter-city shipment to 11 
pounds and 5 pounds for the final consumer (Deliana et al., 2017). 

 
Research Gap. A study by Purnama et al. (2014) SWOT and AHP analysis showed that the 
competitive position of mangoes (magnivera indica L. var, Gedong Gincu, and Harumanis) in 
Indonesia requires the implementation of recommendations on key strategic priorities. These 
include (1) strengthening mango marketing, (2) conducting standardization of mango orchards,  
(3) strengthening cooperation between exporters and farmers, and (4) building a one-stop 
service to produce and ensure the availability of high-quality fruit that meets international 
standards. 
 
Agricultural market development is an essential source of profits, productivity, inputs, and labor 
for economic diversification and helps people living in poverty to increase their incomes (Sinha 
et al., 2013). There was a need to diversify downstream products, such as post-harvest 
processing requirements, activate village and urban nodes as linkages to potential marketing 
areas, and expand downstream marketing areas for broader market penetration  (Purnomo et 
al., 2020). 
 
Previous research was conducted on the weak marketing of mangoes and presented several 
suggestions to improve it. This study analyzed the theoretical gaps, where the study was to 
explore empirical studies according to environmental and methodological observations. This 
research is based on the construction that marketing needs to be done using marketing 4.0, 
which combines offline and online so that customer communication with producers determines 
the marketing mix. Our research aims to find an answer to this challenging problem of (1) the 
current marketing of mangoes in the Indramayu regency, (2) the utilization of marketing 4.0 in 
mango marketing, and (3) market development opportunities by utilizing marketing 4.0.  
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LITERATURE REVIEW  
Marketing 4.0. This research constitutes a relatively new area that has emerged because of 
digital transformation. Digital transformation enhances business operations by incorporating 
digital technology into products, services, and market demands. Thus, A digital marketing 
strategy leverages digital media to promote products and services online, thereby expanding 
consumer reach (Musnaini et al., 2020). According to Komalasari, Pebrianggara, and Outarjo 
(2021), business professionals should implement a digital marketing strategy to optimize 
existing digital marketing initiatives. Additionally, the steps of an essential digital marketing 
strategy consist of (1) creating digital assets, (2) driving website traffic, (3) optimizing social 
media accounts, (4) conducting email marketing campaigns, and (5) broadcasting messages. 
 
Digital marketing promotes products or services through digital technology to enhance brand 
recognition, boost engagement, and increase sales. Digital marketing includes websites, social 
media, search engines, email, and online advertising (Wati et al., 2020). The business 
development advantages are (1) attracting a broad audience, (2) boosting sales, (3) redirecting 
competition, and (4) requiring no substantial material or financial resources (Bizhanova et al., 
2019). In addition, Rapitasari (2016) argues that the main objective of digital marketing strategy 
is to foster brand trust and customer loyalty through communicating with brands. 
 
Digital marketing entails leveraging technology for marketing via the Internet, mobile devices, 
advertisements, and other electronic media (Pradhan et al., 2018). Furthermore, digital 
marketing represents a creative and efficient approach to obtaining, expanding, and sustaining 
customer relationships. The use of the Internet in business sellers and consumers not to meet 
physically to make transactions (Nurjannah et al., 2022). Online platforms, such as industry-
specific websites, outlets, and forums, have been identified as highly valuable for MSMEs 
(Arobo, 2022). To expand and integrate networks, MSMEs in developing countries require 
support for internationalization (Ahimbisibwe et al., 2020) 
 
According to Nadja et al. (2019), developing a passion for fruit agroindustry strategy is 
transferable to the mango industry, as both fruits are tropical. Abbreviations for technical terms 
should be explained upon first use. Then, the research commonalities include developing 
derived products, innovative and attractive packaging, strengthening agroindustry institutions, 
improving information technology for product marketing, and better coordination between 
stakeholders such as government, farmers, traders, and processors. 
 
Digital technology enables companies to sell their products and process payments online 
(Wardhana, 2022). According to research by Zhu (2022), digital technology impacts the 
marketing mix. In the digital era, product concepts are evolving quickly, and customers can 
purchase products through applications that provide information about product variety and 
classification. Retailers are also able to provide information to customers to facilitate product 
purchases. With the help of digital technology, the marketing mix is adapting to meet the needs 
of today's consumers. Applications can provide general and specific information about variety 
and classification. Meanwhile, retailers can offer customers information to assist with 
purchasing products. Digital advancements benefit consumers by enabling them to customize 
services, functions, and product choices. 
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Combining traditional and digital formats can lead to increased revenue. The reduced cost and 
faster process of connecting merchants with customers enable dynamic pricing of products and 
services online. It is important to note that technical terms will be explained upon their first 
instance of use. Customers can save money by purchasing products through online retail 
applications instead of physical stores. Through collaborative screening and adaptive 
personalization, online retailers utilize email and displays to engage customers and suggest 
products. Monetary promotions are marketing events intended to incentivize customers to 
purchase products at a discounted price, while email and display ads can entice them to visit 
websites. Non-monetary promotions, such as free shipping, are considered effective marketing 
strategies. 
 
Digital technology encompasses various things, like the Internet, social media, and mobile 
phones. Currently, cell phones are a widely used means of communication. These devices have 
become a new marketing channel, facilitating company customer contact. An array of online 
marketing measures and data is available for companies to aid in efficient distribution. Digital 
platforms are data-generating sources that provide valuable information for marketing strategy 
decision-making. Companies can utilize digital platforms to market effectively: marketplace, 
payment, search, repository, communication, and community. Each platform differs in its 
characteristics. Snapchat is often considered the most dynamic and intimate platform that offers 
users information. 
 
Applying digital marketing can enhance marketing performance in MSMEs (Kalei, 2020), 
ultimately improving business performance (Thaha, 2020). The implementation of digital 
marketing involves management principles, initiation, and execution. Perceived advantages and 
customer demand influence its adoption. MSMEs will utilize digital marketing if it offers more 
benefits than current methods of the culture and existing IT infrastructure (Shaltoni et al., 2018). 
MSMEs have yet to utilize the potential of new digital tools, therefore missing out on existing 
opportunities (Taiminen & Karjaluoto, 2015). 
 
Market Development. Research on market development has a long tradition. Market 
development is an alternative to expansion. Market development is a process of expanding 
reach to different segments or markets utilizing existing products (Kotler & Armstrong, 2016) 
with the aim of (1) increasing sales and profitability, (2) growing the company, (3) being more 
innovative, (4) meeting the economic scale, (5) acquiring new knowledge, and (6) reducing 
dependence on local markets. The market development strategy is carried out by utilizing all 
potential business strengths to improve product quality, increase added value that is different 
from competitors, improve the quality of human resources, set competitive prices, increase 
creative promotions, and expand partnership networks and international marketing (Mardatillah 
& Rosmayani, 2022). 
 
The effectiveness of the actions taken in market development depends on the company's 
persuasive ability and customer flexibility (Czarniewski, 2014). Mbithi Muturi and Rambo 
(2016) showed that expanding the geographic area significantly affects sales volume while 
developing market segments has no significant effect. Problems in formulating and 
implementing MSME marketing strategies in the mobile internet era include a need for more 
understanding of marketing concepts and a lack of professional and good use of mobile internet 
marketing (Jin, 2018). 
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Market penetration and development strategies significantly impact a company's performance, 
cost leadership, and competitive advantage (Alkasim, Hilman, & Bohari, 2018). Modern 
marketing management requires companies to focus on customer relationships and expanding 
into developing markets (Czarniewski, 2014). Rofiq and Pramono (2019) discovered that 
market orientation is affected by flexibility, strategic planning, and internal and external 
environment. The support of an effective and coordinated export promotion agency is needed 
to increase international competitiveness (Appiah et al., 2019). 

 
Conceptual Framework. Marketing 4.0 is a marketing approach that combines online and 
offline interactions to adapt to the shift to the digital economy to expand consumer reach 
(Musnaini et al., 2020) and maximize the potential of digital marketing activities (Komalasari 
et al., 2021). Marketing 4.0 is characterized by the fact that the customer wants to be part of the 
product development and wants to share his information, opinions, and experiences about the 
product (Kolářová & Kolářová, 2020). Marketing 4.0 emphasizes connectivity and technology, 
where sellers do not promote products to specific customer groups but instead create 
communities that include existing, potential, and themselves customers (Gau, 2019).  
 
The concept emphasizes the need for marketers to embrace the digital shift and leverage 
technologies such as the Internet of Things, cloud computing, big data analytics, and artificial 
intelligence in their strategies. Marketing 4.0 factors can also affect customer satisfaction or 
decision-making factors for customers to buy online  (Winarko et al., 2022). Marketing 4.0 
focuses on "acting" and "advocating" in the 5A customer path (Yasar & Korkusuz Polat, 2022). 
Applying Industry 4.0-enabled technologies is a crucial aspect of market strategy in context. 
The types of digital marketing are websites, social media marketing, search engines, email 
marketing, and online advertising (Wati et al., 2020). New and cheaper digital promotional 
activities such as Google Ads, YouTube, SEO, social media advertising, digital content 
production, personalized discounts, et cetera, brought by Marketing 4.0 are considered 
attractive and powerful by consumers (Yeğin & Ikram, 2022).  
 
Marketing strategies must adapt to the interconnected nature of online networks, including 
online marketplaces, social media, and search engines, to optimize customer engagement and 
loyalty. Therefore, Marketing 4.0 is a response to the development of the digital economy and 
the need for businesses to integrate online and offline marketing strategies to reach and engage 
customers effectively. Training in the use of marketing is needed so that entrepreneurs can 
increase their knowledge about digitalization and Marketing 4.0 tools, accompanied by 
examples of businesses that successfully implement it, which will increase the desire of 
entrepreneurs to implement change (Petrů et al., 2020). 
 
Moreover, few studies have focused on market development and penetration without utilizing 
marketing 4.0. Whereas information and communication technology creates new conditions for 
market interaction; namely, producers can obtain information about products that customers 
want so that segmenting, targeting, and product positioning (STP) can be carried out from the 
start as well as the marketing mix (co-creation, currency, communal activation, and 
communication/4C) that need to be prepared to achieve 5A (aware, appeal, ask, act, advocate). 
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METHOD  
These studies were conducted to identify, determine, and design a market development strategy 
to ensure increased demand for mango production centers in West Java, Indonesia. For this 
purpose, specify qualitative data sources collected and analyzed in this study. The stages start 
from research planning, selection of respondents, collection, analysis, and verification of data, 
presentation of findings, reflection, and interpretation. The data was collected from June to 
September 2022 with farmers, intermediaries, and entrepreneurs of mangoes products, the 
Department of Agriculture, the Office of Cooperatives, and MSMEs of the Indramayu regency.  
 
In-depth interviews and participant observations were used to elicit further data (Hirose & 
Creswell, 2023). Observations were conducted by visiting mango plantations, factories, and 
stores for mango products and their derivatives. Then, in-depth interviews were conducted with 
owners and managers, recorded, and documented. The researcher employed descriptive 
qualitative methodology data analysis using Atlas. Ti as a qualitative data analysis tool. 
Observations were conducted to obtain information on marketing, current digital technologies, 
and opportunities for market development by using future digital technologies in the Indramayu 
regency.  
 
Data analysis was performed intuitively and interactively and focused on obtaining information 
to answer the research questions. The limitation of qualitative research lies in the interpretation 
of the results of the interviews. Therefore, field observations and literature reviews were 
required to ensure that the research findings were free of bias, prejudice, and misinterpretation. 
In addition, the methods and procedures selected were documented and consistently applied. 

 
RESULTS AND DISCUSSION 

Results 

Mango plantation in the Indramayu Regency involves various cultivars affecting the harvest 
period, handling, and target market share. The plantation methods farmers utilize vary, with 
some owning the land and trees while others renting or leasing them. Farmers engage in co-
creation efforts for land preparation, fertilization, insecticide application, mango preservation, 
and harvesting.  
 
The marketing of Indramayu mangoes is primarily regulated by intermediaries who sell them 
to exporters, modern or traditional markets, or producers of mango derivatives. Since farmers 
have weak bargaining power, they transfer their mango yields to the intermediaries without 
appropriate grading or standardization. To obtain better prices, intermediaries label the grade 
A mangoes, giving the impression to consumers that they are of high quality. The greater the 
consumers' willingness to pay, the higher the added value. 
 
The implementation of marketing 4.0 for farmers, intermediaries, and entrepreneurs of mango 
and its derivative products in Indramayu regency is still in its early stages; hence, assistance 
needs to be provided primarily for intermediaries and entrepreneurs of mango derivatives in the 
hope of having an updated website. Currently, information technology is passive, only as a 
means of communication. 
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Figure 1. Data Analysis Results 

For the resulting plot, see Figure 1. The result of the analysis using Atlas. Ti showed that mango 
farmers in Indramayu Regency prioritize maintaining their mango orchards to improve the 
quantity and quality of their products to meet customers' needs. Post-harvest handling is carried 
out by intermediaries, starting from sorting, distribution, branding, packing, and shipping. 
Indramayu regency has no adequate post-harvest technology support, so prices often fall during 
harvest because supply exceeds demand. 
 
Market development can employ Marketing 4.0 which is a 4C strategy (co-creation, 
conversation, communal activation, and currency) to assist intermediaries in understanding the 
desires and demands of the market segment and in providing products that meet their needs in 
terms of quantity, quality, price, and timing. Co-creation requires products that meet the 
standards of the target market. Therefore, mangoes are classified into grades A, B, C, and off-
grade. Since Marketing 4.0 facilitates communication regarding customer preferences, pricing, 
delivery arrangements, and payment methods, customers can submit complaints to achieve 
satisfaction and advocate for other potential customers. 

 
Table 1 
Marketing 4.0 Concepts in Indramayu Mango Marketing 

No. Marketing Mix Description 
1. Product (co-creation): 

- Variety 
- Quality 
- Design 
- Features 
- Brand name 
- Packaging 
- Services 

1. Healthy lifestyle trends. Consumption of fruit requires adequate 
food and increases immunity due to the high Vitamin C content. 

2. Mango is a popular tropical fruit. 
3. Products vary according to consumer/interested consumer 

demands and tastes, which may vary according to targeted market 
segments based on geographic factors and social status. 

4. Conduct product research and development to sell new mango 
varieties. 

5. Agricultural technology makes it possible to plan harvest times 
despite high costs, better quality, and novel products. 
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6. High-quality products (magnifera indica L. var. Gedong Gincu 
and Harumanis are the most important varieties in the national and 
international market). 

7. The market demands high-quality, standardized products at 
affordable prices. 

8. Products are always available (mango derivatives can be used as 
an alternative for customers in the off-season). 

9. Grouping of mangoes by quality level. 
10. Inclusion of the brand as a guarantee of quality. 
11. Packaging tailored to the destination. 
12. They sell mangoes and seeds and offer mango picking, teaching 

tours, and follow-up products. 
13. Satisfactory service. 
14. Service guarantee for damaged products due to shipping. 
15. Good quality products from other countries. 
16. Derivative products were made using low-quality mangoes and 

those that were not sold fresh. 
17. Derivative products were made so that mangoes could be enjoyed 

out of season. 
18. Crop failure is always a threat (wind, rain, and fruit flies). 
19. In addition to selling mango and mango seeds, picking tours and 

mango education were offered. 
2. Price (currency): 

- List price 
- Discounts 
- Allowances 
- Payment period 
- Credit terms 

1. Prices are based on the desired customer group, location, shipping 
costs, and product handling. 

2. The prices offered are affordable and in line with potential 
customers' affordability. 

3. Discounts for multiple purchases, faster payments, and loyal 
customers. 

4. The payment method was fair. 
5. Consumer confidence allows the sale of mangoes at high prices 

and high demand. 
6. Affordable prices. 
7. Limited capital (payments are received from intermediaries). 
8. Non-standard products (good quality products mixed with poor 

quality, lowering consumer confidence). 
9. Seasonal products (products are only available at harvest). 
10. Prices drop during harvest season. 
11. Intermediaries own bargaining power. 
12. Trade barriers. 
13. Post-harvest technology limitations 

3. Place (communal 
activation): 
- Channels 
- Coverages 
- Locations 
- Inventories 
- Transportations 
- Logistics  

1. Farmers or intermediaries can make sales. 
2. Larger market coverage. 
3. Look for profitable new market opportunities. 
4. Different markets require different treatments. 
5. Adequate post-harvest technology support. 
6. Cold storage to extend shelf life. 
7. Cooperation with shipping companies. 
8. More appropriate costing of production volume, demand, and 

delivery. 
9. Shift to online marketing channels. 
10. A new representation and distribution model (5A) where potential 

customers learn about products with product variations (aware), 
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are attracted (appeal), ask about the product (ask), make a purchase 
(act), and recommend the product to other potential customers 
(advocate). 

11. The market demands high-quality, standardized, and affordable 
products. 

12. Global trade is wide open. 
14. It is passed down from generation to generation. 

4. Promotion 
(conversation): 
- Advertising 
- Personal selling 
- Sales promotion 
- Public relation 

1. Invest more in online and social media marketing. 
2. They added a new distribution representation and 5A Model. 

Prospective customers were introduced to the product variants 
(aware), feel interested (appeal), inquire about the product (ask), 
place purchase orders (act), and recommend products to other 
potential customers (advocate). 

3. Enhance the investment in online and social media marketing. 
4. Distribute rebate cards, incentives, and complimentary samples. 
5. They are taking advantage of celebrities for product launches. 
6. Send personalized mail/email to customers. 
7. Marketing through intermediaries and payments was obtained. 
8. Promotion through online and offline marketing. 
9. Marketing through intermediaries and payments is obtained when 

goods are sold, paid for, or sold in traditional markets/roadside 
stalls. 

10. Different consumer preferences. 
11. We are promoting through social media. 

 
While very few farmers/intermediaries/entrepreneurs have a website to showcase their 
products, they have become pioneers or role models for other entrepreneurs. The application of 
information technology for mango entrepreneurs is supported by the involvement of the 
millennial generation, which is technology savvy. To illustrate, magnifera indica L. var. For 
instance, Agrimania and mango derivatives are owned by Dr. Liana (the mangoes have the 
highest price in the Indonesian market because the demand exceeds the supply). Customers and 
potential customers can view the products offered, including brand, quality level, features, 
design, and packaging. Additional products can be provided with shipping and technical 
payment methods, after-sales service, warranties, and other product support. 
 
The derivative products from off-grade mangoes can also incorporate Grades A and B (top 
quality) for year-round consumption. The primary market segment for mango derivative 
products comprises tourists visiting the Indramayu regency. Marketing 4.0 broadens the reach 
of mango markets and their derivatives beyond Indramayu, rendering them accessible to a 
broader audience. 
 
The website allows entrepreneurs to inform their products, giving rise to 5A for potential 
customers: (1) awareness, which is understanding the types of products offered, prices, how to 
obtain/deliver/make payment, quality assurance, and responses from other buyers, (2) appeal, 
which is the interest and enjoyment in obtaining information from the website, (3) ask, which 
is asking about everything needed to know so that two-way communication occurs, (4) action, 
which is making a purchase, (5) advocate, which is giving a positive response to the purchase 
and consumption of products that have been made. This potential proves that having a website 
that is constantly updated is crucial. The 5A distribution model expands upon the AIDA 
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advertising mix, adding attention, interest, desire, and action. The main advantage of 5A is its 
promotion of advocacy, enabling advertising to persist even after a customer has purchased 
while simultaneously stimulating demand from other potential customers. Specific tasks are 
required to achieve this. 
 
The findings confirm that some things must be taken to ensure marketing 4.0 optimal 
functionality. They require (1) a device that enables comprehensive internet connectivity, (2) 
continually improving e-marketing services, (3) complete and accurate information that meets 
customer expectations, (4) expedited technology-informed service, (5) T-equipped service 
across all departments, (6) prompt response system, (7) secure and confidential system secure 
and confidential platform, (8) a customer-friendly electronic payment system, (9) convenient 
system access, (10) assured data privacy (11) a wide range of services and (12) electronic 
customer complaint management. 
 
Discussion 
 
The development of technology and information today makes the marketplace a borderless 
business network (Supriadi et al., 2021). Interaction with the wealth of available information 
motivates consumers to change their preferences and experiment with new products or services 
(Rachbini et al., 2023). Experience in business transactions on social media can provide 
complete information on customer wants and needs as well as business transaction activities 
can be carried out (Berlilana & Wahyuningsih, 2021). 
 
The starting point of marketing 4.0 is co-creating products that align with the target market. 
Sorting of mangoes based on quality is done chiefly by intermediaries who control mango 
marketing in the Indramayu regency. Ramadhani and Rasmikayati (2017) noted that this 
phenomenon also occurs in the Majalengka regency. Farmers are accountable for creating high-
quality products; some, like magnifera indica L. var. Agrimania in Indramayu has its own 
website. The research results are congruent with Rasmikayati's (2018) study, which indicates 
that farmers with more trees (> 60 trees) are more rigorous and aggressive in both their farming 
and mango marketing practices. The farmers' land tenure status also positively correlates with 
income (Rasmikayati, 2018). 
 
The results indicate that small-scale farmers lack confidence when entering modern markets 
due to low production capacity, insufficient skills and information for market access, and 
limited business scale. Prominent farmers are zealous in promoting their yields through modern 
channels, namely supermarkets, exporters, and marketplaces, due to the higher prices expected 
to boost their well-being. Small-scale farmers need a stronger bargaining position since 
intermediaries deliver their mango yields without grading or standardization. Intermediaries 
label and package the product to convince consumers that it is of high quality, resulting in better 
pricing. The higher the willingness of customers to pay, the greater the added value achieved. 
These discoveries support Ashari et al. 's (2021) research, which suggests that small-scale 
farmers need a stronger negotiating position. 
 
However, in line with the ideas of marketing 4.0, it can be concluded that The growth of modern 
markets, facilitated by information technology, creates cyberspace marketplaces that challenge 
traditional marketing strategies (Priyono, 2013). Farmers, intermediaries, and entrepreneurs are 
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pivotal in strengthening distribution infrastructure and expanding market reach. Optimization 
of supply chain management is essential to widen low-cost distribution networks (Sheetal et al., 
2012). An innovative technological approach is necessary for the Indramayu Regency to gain 
a comparative advantage and establish a highly competitive and efficient mango plantation 
(Manolova, 2021). 
 
Co-creation enables farmers and entrepreneurs to know the products that potential customers 
want so that the segmentation, targeting, and product positioning (STP) can be carried out 
correctly. In addition, co-creation, currency, communal activation, and communication (4C), 
the 4.0 marketing mix, can be developed based on the established STP. For example, labeling 
and packaging must be considered for export shipments or supermarkets to ensure product 
quality (Deliana et al., 2017). Research has shown that the packaging content ranges from 10 
kg for shipments between cities to 5 kg and 2 kg for the final consumer. Prices can be 
determined by considering product quality, delivery location, and the packaging (currency) the 
customer desires (currency). The extensive use of the Internet allows entrepreneurs to establish 
business partnerships with customers, disseminating information through a network – a form 
of digital marketing (Cronin-Gilmore, 2012). Upholding trust, good reputation, and honesty is 
essential to maintaining the established partnership (communal activation) and ensuring quality 
assurance. 
 
Digital marketing strategies are essential for generating positive customer responses through 
advertising (Zambrano et al., 2022). Promoting the National Mango Board has notably boosted 
mango demand and consumption in the US (Ward et al., 2019). Efforts to promote Indramayu 
mango products, as suggested by (Caltrider, 2011), involve (1) creating brand strategies and 
logos, (2) implementing promotions to increase consumption, (3) developing industrial 
marketing programs to offer support to groups, and (4) forming marketing strategies to enhance 
product visibility for buyers, wholesalers, and export markets. Marketing Strategy 4.0 
(Komalasari et al., 2021) has five components: developing digital assets, increasing website 
traffic, optimizing social media profiles, implementing email marketing campaigns, and 
distributing messages. However, it is essential to note that the strategy's effectiveness requires 
additional support, even after its implementation.  
 
The Indonesian mango industry requires government assistance to renovate packaging facilities 
throughout production centers and provide low-interest loans to entrepreneurs and small-scale 
farmers. These initiatives strive to bolster plantation management and export networks, 
resulting in the prosperity of mango farming mechanisms. This inference corresponds to the 
outcomes of (Mahmudah, 2020), which indicate that Indonesian mangoes are uncompetitive 
and must augment their capacity to fulfill standard product requirements. 
 
The study presents a catalog of actionable marketing mixes using Marketing 4.0 to support the 
growth of the Indramayu mango market and related products and other regional mangoes. 
Comprehending Marketing 4.0 more precisely can facilitate better marketing verdicts, 
encouraging market progression and conceivably higher demands culminating in increased 
prices. This analysis suggests practical marketing maneuvers that can be employed in 
Marketing 4.0 promotional initiatives. The results are consistent with Nadja et al.'s (2019) 
finding that incorporating information technology in product marketing assists in growth 
strategies. 
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CONCLUSION 
Indramayu mangoes are primarily marketed by intermediaries through offline media and are 
passed down from generation to generation, while farmers are responsible for mango 
production. Simultaneously, the COVID-19 pandemic has restricted the movement of people, 
disrupted marketing channels, and dropped mango prices. That caused mangos not to be 
harvested because the cost was higher than the selling price. After all, online media helped 
farmers and intermediaries in marketing and solving the economic aspect of the problem. 
Finally, the use of digital technology in marketing was still at an early stage and was limited to 
WhatsApp groups and websites.  
 
Marketing 4.0 requires technological engagement and cultural transformation that enables 
communication between producers and consumers, affecting the marketing mix's 
determination, which includes co-creation, currency, communal activation, and conversation. 
The use of the 4C concept emphasizes the importance of understanding customer needs and 
building strong relationships with customers through effective communication. The application 
of this concept helps producers to be more adaptive and responsive to changes in consumer 
behavior and the rapidly changing business environment. However, facilities and infrastructure 
still need to be improved for market development to contribute to higher sales. 

 
Research Contribution 

Theoretical contribution. Based on theoretical and empirical findings, the results of this study 
contribute to providing knowledge about the application of marketing 4.0, which combines 
offline and online interaction between entrepreneurs and consumers of Indramayu mangoes so 
that market development can be achieved effectively. This research details the 4C (co-creation, 
currency, communal activation, and communication) concept that can be developed in other 
types of products to reach a wider marketing area. 

Practical Contribution. Indramayu mango entrepreneurs can utilize this research to improve 
online interactions that have been carried out with other digital marketing tools and make both 
existing and potential customers sources of information to obtain a broader market segment by 
applying the five principles (aware, appeal, ask, act, and advocate). 

Limitation. This research is limited to Indramayu mango products and their derivatives, with 
the analysis unit of Indramayu mango farmers and mango entrepreneurs, and using qualitative 
analysis. This research can be extended to other types of mangoes because Indonesia has many 
variants and their derivatives produced by several other districts. In addition, further research 
can be carried out using quantitative methods to strengthen the application of Marketing 4.0 to 
develop the mango market both in Indonesia and the export market. 

 
ACKNOWLEDGMENT 

The research team thanks everyone who contributed to this paper's publication. The author 
would like to thank Universitas Pasundan for supporting the research, including the Directorate 
of Research, Technology, and Community Service (DRTPM) of the Ministry of Education, 
Culture, Research, and Technology of the Republic of Indonesia for funding the Assignment 
Research Grant. 



 

MIX: Jurnal Ilmiah Manajemen 
Volume 14 Number 1 | February 2024 

p-ISSN: 2088-1231  
e-ISSN: 2460-5328 

__________________________________________________________________________________ 

 
282 https://publikasi.mercubuana.ac.id/index.php/jurnal_Mix 

 

REFERENCES 
Adwan, A. Al, Aladwan, K. M., & Al-Adwan, A. S. (2019). E-marketing Strategic for Jordanian 

Small Businesses to Increase Sales in Local E-Market. Academy of Strategic Management 
Journal, 18(6), 1–13. 

Ahimbisibwe, G. M., Ntayi, J. M., Ngoma, M., Bakunda, G., & Kabagambe, L. B. (2020). The 
Internationalization of Small to Medium-Sized Enterprises: Do All Levels in International 
Networking Matter? Journal of Small Business and Enterprise Development, 27(5), 817–
837. https://doi.org/10.1108/JSBED-09-2019-0313 

Alkasim, S. B., Hilman, H., Bohari, A. M. Bin, Abdullah, S. S., & Sallehddin, M. R. (2018). 
The Mediating Effect of Cost Leadership on the Relationship Between Market Penetration, 
Market Development, and Firm Performance. Journal of Business and Retail Management 
Research, 12(3), 190–200. https://doi.org/10.24052/jbrmr/v12is03/art-17 

Appiah, K., Osei, C., Selassie, H., & Osabutey, E. (2019). The Role of Government and the 
International Competitiveness of SMEs: Evidence from Ghanaian Non-traditional 
Exports. Critical Perspectives on International Business, 15(4), 296–322. 
https://doi.org/10.1108/cpoib-06-2018-0049 

Arenhardt, D. L., Simonetto, E. de O., & Rodrigues, G. O. (2018). Importance of Innovation 
for European SMEs: Perception of Experts. Dimensión Empresarial, 16(2), 21–37. 
https://doi.org/10.15665/dem.v16i2.1450 

Arobo, A. T. (2022). The Effect of Digital Marketing on SMES. A Case Study of Swedish and 
Nigerian Companies (Vol. 6, Issue 3) [Lulea University of Technology]. 
https://doi.org/10.5267/j.ijdns.2022.2.012 

Ashari, Suhaeti, R. N., Saliem, H. P., Ariningsih, E., Septanti, K. S., Maulana, M., Faveri, S. 
D., Johnson, P., & Shanmugam, V. (2021). Impact of area-wide management for fruit flies 
on the role of women in mango farming. IOP Conference Series: Earth and Environmental 
Science, 892(1). https://doi.org/10.1088/1755-1315/892/1/012086 

Astini, Rina, Ishrat, Kehkashan, Ramli, Yanto, Tafiprios, Chong Kwong, Wing, and Ooi Chee, 
Keong. Nexus among Crypto Trading, Environmental Degradation, Economic Growth and 
Energy Usage: Analysis of Top 10 Cryptofriendly Asian Economies. International Journal 
of Energy Economics and Policy. Volume 13, Issue 5. pp. 339-347. DOI: 
https://doi.org/10.32479/ijeep.14545 

Astini, Rina, Salim, Ansa Savad, Deitiana, Tita, and Ramli, Yanto. (2023). Fintech Growth in 
Asia: A Shift Towards a Net-Zero Carbon Economy. Przestrzeń Spoleczna (Social Space). 
Volume 23, No. 3. pp.123-148 

Berlilana, B., & Wahyuningsih, T. (2021). Moderation Effect of Social Media On 
Entrepreneurial Discovery and Creation, Antecedent’s Prior Knowledge and 
Entrepreneurial Alertness. an Empirical Study. Mix: Jurnal Ilmiah Manajemen, 11(3), 
301. https://doi.org/10.22441/mix.2021.v11i3.001 

Bizhanova, K., Mamyrbekov, A., Umarov, I., & Orazymbetova, A. (2019). Impact of digital 
marketing development on entrepreneurship. 04023. 
https://doi.org/10.1051/e3sconf/201913504023 

Caltrider, L. B. (2011). Vegetable Market Strategy Development. https://www.land-
links.org/wp-
content/uploads/2018/03/USAID_Land_Tenure_EPI_Vegetable_Market_Strategy_Devel
opment.pdf 

Cronin-Gilmore, J. (2012). Exploring Marketing Strategies in Small Businesses. Journal of 



 
MIX: Jurnal Ilmiah Manajemen 
Volume 14 Number 1 | February 2024  

p-ISSN: 2088-1231  
e-ISSN: 2460-5328 

__________________________________________________________________________________ 

 
http://dx.doi.org/10.22441/jurnal_mix.2024.v14i1.015 283 

 

Marketing Development and Competitiveness, 6(1), 96–108. www.na-businesspress.com 
Czarniewski, S. (2014). Market Development and Relationships with Customers: A Model and 

Conceptual Approach. International Journal of Academic Research in Accounting, 
Finance and Management Sciences, 4(3), 199–205. https://doi.org/10.6007/ijarafms/v4-
i3/1183 

Deliana, Y., Fatimah, S., & Charina, A. (2017). Marketing and Value Chain of “Gedong Gincu” 
Mango with its Labeling and Packaging. Acta Horticulturae, 1183, 373–381. 
https://doi.org/10.17660/ActaHortic.2017.1183.53 

Flaherty, T., Domegan, C., & Anand, M. (2021). The Use of Digital Technologies in Social 
Marketing: a Systematic Review. Journal of Social Marketing, 11(4), 378–405. 
https://doi.org/10.1108/JSOCM-01-2021-0022 

Gau, W. B. (2019). A Reflection on Marketing 4.0 From the Perspective of Senior Citizens’ 
Communities of Practice. SAGE Open, 9(3). https://doi.org/10.1177/2158244019867859 

Ghazie, D. A., & Dolah, J. (2019). How Digital Marketing Affects Consumer Behavior. 
207(Reka), 214–217. https://doi.org/10.2991/reka-18.2018.48 

Hartono, Sri, Ramli, Yanto, Astini, Rina, Widayati, Catur, and Ali, Anees Janee. (2024). The 
Clinical Information System That Effects The Patients' Satisfaction Of The Healthcare 
Services. Jurnal Manajemen. Volume 28, No. 1. pp. 1-22. DOI: 
https://doi.org/10.24912/jm.v28i1.1463 

Hirose, M., & Creswell, J. W. (2023). Applying core quality criteria of mixed methods research 
to an empirical study. Journal of Mixed Methods Research, 17(1), 12–28. 

Imaningsih, Erna Sofriana, Ramli, Yanto, Widayati, Catur, Hamdan, and Yusliza, Mohd 
Yusoff. (2023). The Influence of Egoistic Values, Biospheric Values, and Altruistic 
Values on Green Attitudes for Re-intention to Use Eco-Bag: Studies on Millennial 
Consumers. Przestrzeń Spoleczna (Social Space). Volume 23, No. 3. pp.123-148. pp. 357-
376 

Jin, Y. (2018). Study on Marketing Strategy System of SMEs under Internet Background. 
American Journal of Industrial and Business Management, 08(03), 638–644. 
https://doi.org/10.4236/ajibm.2018.83042 

Kalei, A. M. W. (2020). Digital Marketing Strategies and Marketing Performance of Top 100 
Small and Medium Enterprises (SMEs) in Kenya. International Journal of Research in 
Management & Business Studies, 7(3), 26–31. 
http://erepository.uonbi.ac.ke/bitstream/handle/11295/102901/Grace Mutanu - Full 
project. pdf?sequence=1 

Kolářová, V., & Kolářová, E. (2020). An analysis of the use of marketing 4.0 principles for 
managing customer relationships in microbreweries in the capital city of Prague. 
Potravinarstvo Slovak Journal of Food Sciences, 14(December 2019), 336–342. 
https://doi.org/10.5219/1261 

Komalasari, D., Pebrianggara, A., & Oetarjo, M. (2021). Buku Ajar Digital Marketing (M. M. 
Tanzil & M. Darmawan K. W. (eds.); 1st ed.). UMSIDA Press. 
https://doi.org/10.21070/2021/978-623-6081-38-9 

Kotler, P., & Armstrong, G. (2016). Marketing Management (15th ed.). Pearson. 
Krasnov, A., Nikonorov, V., & Yanenko, M. (2018). Digital platforms-based marketing 

innovations: new development trends. SHS Web of Conferences, 44, 00049. 
https://doi.org/10.1051/shsconf/20184400049 

Lutfie, H., & Marcelino, D. (2020). Creating Online Purchase Decisions and Brand Image 
Based on Advertising Effectiveness With Epic Model. Mix Jurnal Ilmiah Manajemen, 



 

MIX: Jurnal Ilmiah Manajemen 
Volume 14 Number 1 | February 2024 

p-ISSN: 2088-1231  
e-ISSN: 2460-5328 

__________________________________________________________________________________ 

 
284 https://publikasi.mercubuana.ac.id/index.php/jurnal_Mix 

 

10(3), 346. https://doi.org/10.22441/mix.2020.v10i3.003 
Mahmudah, R. (2020). Analisis Faktor-faktor yang Mempengaruhi Daya Saing Mangga 

Indonesia di Pasar Internasional. Universitas Muhammadiyah Malang. 
Manolova, V. (2021). Evaluation of the Development of Fruit Growing in Bulgaria (II part). 

Bulgarian Journal of Agricultural Science, 27, 23–30. 
https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85117588039&partnerID=40&md5=6891031d91964c0bca29e01b8d6a0562 

Mardatillah, A., & Rosmayani, R. (2022). A Market Development Business Strategy of Eco-
Friendly Craft From Palm Oil Stand Waste in Rokan Hilir, Riau. Jurnal Aplikasi Bisnis 
Dan Manajemen, 8(2), 434–443. https://doi.org/10.17358/jabm.8.2.434 

Mbithi, B., Muturi, W., & Rambo, C. (2016). Effect of Market Development Strategy on 
Performance in Sugar Industry in Kenya. International Journal of Academic Research in 
Business and Social Sciences, 5(12), 311–325. https://doi.org/10.6007/ijarbss/v5-i12/1960 

Musnaini, Suherman, Wijoyo, H., & Indrawan, I. (2020). Digital Marketing (Pertama). CV. 
Pena Persada. 

Nadja, R. A., Langkong, J., Amrullah, A., Arsyad, M., Jamil, M. H., Viantika, N. M., 
Tenriawaru, A. N., Rahmadanih, Akhsan, Sulili, A., Nurlaela, & Ginting, N. M. (2019). 
Development strategy of passion fruit agro-industry: Evidence from South Sulawesi, 
Indonesia. IOP Conference Series: Earth and Environmental Science, 343(1). 
https://doi.org/10.1088/1755-1315/343/1/012107 

Nikbin, D., Iranmanesh, M., Ghobakhloo, M., & Foroughi, B. (2021). Marketing mix strategies 
during and after COVID-19 pandemic and recession: a systematic review. Asia-Pacific 
Journal of Business Administration, October. https://doi.org/10.1108/APJBA-06-2021-
0243 

Nurjannah, N., Erwina, E., Basalamah, J., & Syahnur, M. H. (2022). The Impact of E-CRM and 
Customer Experience on E-Commerce Consumer Loyalty Through Satisfaction in 
Indonesia. Mix: Jurnal Ilmiah Manajemen, 12(1), 56. 
https://doi.org/10.22441/jurnal_mix.2022.v12i1.005 

Obeidat, A. M. (2021). E-Marketing and Its Impact on The Competitive Advantage. Ilkogretim 
Online - Elementary Education Online, 20(5), 196–207. 
https://doi.org/10.17051/ilkonline.2021.05.18 

Okoi, I., Ubi, I., Iheanacho, M., Emori, E., & Sunday, E. (2022). Strategic Entrepreneurship 
Practices and Performance of Small and Medium-sized Enterprises in Nigeria. Problems 
and Perspectives in Management, 20(1), 108–116. 
https://doi.org/10.21511/ppm.20(1).2022.10 

Petrů, N., Kramoliš, J., & Stuchlík, P. (2020). Marketing tools in the era of digitization and 
their use in practice by family and other businesses. E a M: Ekonomie a Management, 
23(1), 199–214. https://doi.org/10.15240/tul/001/2020-1-014 

Pradhan, M. P., Nigam, D., & Tiwari, C. K. (2018). Digital Marketing & SMEs: An 
Identification of Research Gap via Archives of Past Research. International Journal of 
Applied Engineering Research, 13(8), 6089–6097. http://www.ripublication.com 

Priyono. (2013). Analysis Of Traditional Market Development Strategy In The District of 
Sidoarjo. IOSR Journal of Business and Management, 8(1), 38–45. 
https://doi.org/10.9790/487x-0813845 

Purnama, I., Sarma, M., & Najib, M. (2014). Strategi Peningkatan Pemasaran Mangga di 
Pasar Internasional (The Enhancement Strategies for Indonesian Mango Marketing in 
International Market ). Jurnal Holtikultura, 24(1), 85–93. 



 
MIX: Jurnal Ilmiah Manajemen 
Volume 14 Number 1 | February 2024  

p-ISSN: 2088-1231  
e-ISSN: 2460-5328 

__________________________________________________________________________________ 

 
http://dx.doi.org/10.22441/jurnal_mix.2024.v14i1.015 285 

 

Purnomo, D., Bunyamin, A., Nawawi, M., Danuwidjadja, T. G., & Izzatulloh, M. H. (2020). 
Innovative Post-harvested Processing Activation Program for Potential Local Agro-based 
Food Commodity Using Design Thinking Approach (Case Study: Keladi Tuber (Caladium 
bicolor Vent.) Commodity in Manokwari, West Papua). IOP Conference Series: Earth 
and Environmental Science, 443(1). https://doi.org/10.1088/1755-1315/443/1/012082 

Rachbini, W., Soeharso, Silverius Y. Wulanjani, H., Evi, T., Permana, E., & Suyanto, S. (2023). 
Exploring Frugal Buying, Social Influence, and App Behavior in Online Food Shopping 
in Indonesia. Mix: Jurnal Ilmiah Manajemen, 13(3), 614–635. 

Ramadhani, W., & Rasmikayati, E. (2017). Pemilihan Pasar Petani Mangga Serta Dinamika 
Agribisnisnya Di Kecamatan Panyingkiran, Kabupaten Majalengka, Provinsi Jawa Barat. 
Mimbar Agribisnis, Jurnal Pemikiran Masyarakat Ilmiah Berwawasan Agribisnis, 
3(December), 185–202. https://doi.org/http://dx.doi.org/10.25157/ma.v3i2.355 

Ramli, Yanto, Imaningsih, Erna Sofriana, Rajak, Adnan and Ali, Anees Janee. (2022). 
Environmental Sustainability: To Enhance Organizational Awareness towards Green 
Environmental Concern. International Journal of Energy Economics and Policy. Volume 
12, 4. pp.307-316. DOI: https://doi.org/10.32479/ijeep.13275 

Ramli, Yanto, Kurniawan, Deden, Imaningsih, Erna Sofriana, Yuliantini, Tine, and Anah, Sri. 
(2022). Imposing Green Management to Enhance the Organizational Awareness against 
the Environmental Sustainability. International Journal of Energy Economics and Policy. 
Volume 13, Issue 1. pp. 518-528. DOI: https://doi.org/10.32479/ijeep.14001 

Ramli, Yanto and Kartini, Dwi. (2022). Manajemen Strategik dan Bisnis. Bumi Aksara. Jakarta. 
Indonesia 

Rapitasari, D. (2016). Digital Marketing Berbasis Aplikasi Sebagai Strategi Meningkatkan 
Kepuasan Pelanggan Application Based Digital Marketing As a Strategy To Improve 
Customer Satisfaction Core. Cakrawala, 10(2), 107–122. 
https://doi.org/https://doi.org/10.32781/cakrawala.v10i2.36 

Rasmikayati, E. (2018). Kajian Potensi Dan Kendala Dalam Proses Usahatani Dan 
Pemasaran Mangga Di Kabupaten Indramayu. Sosiohumaniora, 20(3), 215. 
https://doi.org/10.24198/sosiohumaniora.v20i3.15859 

Rasmikayati, E., Elfadina, E. A., & Saefudin, B. R. (2019). Characteristics of Mango Farmers 
and Factors Associated with Their Land Tenure Area. International Journal of Scientific 
and Research Publications (IJSRP), 9(9), p93102. 
https://doi.org/10.29322/ijsrp.9.09.2019.p93102 

Rofiq, A., & Pramono, S. (2019). The Role of Strategic Planning and Flexibility in Shaping 
SMEs Market Orientation in Turbulence Business Environment The Role of Strategic 
Planning and Flexibility in Shaping SMEs Market Orientation in Turbulence Business 
Environment 222. European Research Studies Journal, XXII(1), 221–236. 

Shaltoni, A. M., West, D., Alnawas, I., & Shatnawi, T. (2018). Electronic marketing orientation 
in the Small and Medium-sized Enterprises context. European Business Review, 30(3), 
272–284. https://doi.org/10.1108/EBR-02-2017-0034 

Sheetal, Sangeeta, & Kumar, R. (2012). Marketing Strategies of Small and Medium 
Enterprises: A Sample Survey. International Journal of Management Sciences, 01(April), 
2277–2968. www.ijmrs.com 

Shiratina, Aldina, Ramli, Yanto and Hanifah, Haniruzila. (2022). SME Innovation and Social-
Media on Intention to Visit Ternate City with Destination Image as the Moderating 
Variable. Jurnal Bisnis dan Manajemen. Volume 23, No. 1. pp. 66-78. 
DOI:https://doi.org/10.24198/jbm.v23i1.733 



 

MIX: Jurnal Ilmiah Manajemen 
Volume 14 Number 1 | February 2024 

p-ISSN: 2088-1231  
e-ISSN: 2460-5328 

__________________________________________________________________________________ 

 
286 https://publikasi.mercubuana.ac.id/index.php/jurnal_Mix 

 

Shiratina, Aldina, Ramli, Yanto, Imaningsih, Erna Sofriana, Rajak, Adnan and Ali, Anees 
Janee. (2023). The Role of Entrepreneurial Marketing and Relationship Marketing that 
Strengthen the Women Entrepreneurs' Business Performance. Indonesian Journal of 
Business and Entrepreneurship. Volume 9 No. 2. pp. 177-185. DOI: 
10.17358/IJBE.9.2.177 

Sinha, S., Holmberg, J., & Thomas, M. (2013). What works for market development: A review 
of the evidence. UTV Working Paper 2013:1. http://www.oecd.org/derec/sweden/What-
works-for-market-development-a-review-of-the-
evidence.pdf%0Ahttp://www.sida.se/English/publications/Publication_database/publicati
ons-by-year1/2013/december/what-works-for-market-development-a-review-of-the-
evidence/ 

Soelton, M., Ramli, Y., Wahyono, T., Saratian, E. T. P., Oktaviar, C., & Mujadid, M. (2021). 
The Impact of Impulse Buying on Retail Markets in Indonesia. Journal of Asian Finance, 
Economics and Business, 8(3), 575–584. 
https://doi.org/10.13106/jafeb.2021.vol8.no3.0575 

Supriadi, Y. N., Arieftiara, D., Desmintari, D., & Ahman, E. (2021). Membangun Citra Merek 
Perusahaan Dan Kualitas Produk Dalam Memediasi Pengaruh E-Wom Pada Keputusan 
Pembelian Melalui Aplikasi Digital. Mix: Jurnal Ilmiah Manajemen, 11(3), 311. 
https://doi.org/10.22441/mix.2021.v11i3.002 

Taiminen, H. M., & Karjaluoto, H. (2015). The usage of digital marketing channels in SMEs. 
Journal of Small Business and Enterprise Development, 22(4), 633–651. 
https://doi.org/10.1108/JSBED-05-2013-0073 

Thaha, A. F. (2020). Dampak COVID-19 Terhadap UMKM di Indonesia. Jurnal BRAND, 2(1), 
1. 

Ward, R. W., Michel, M., & Ortega, L. (2019). Estimating the Impact of the National Mango 
Board’s Programs on the United States Demand for Mangos. Acta Horticulturae, 1244, 
193–200. https://doi.org/10.17660/ActaHortic.2019.1244.29 

Wardhana, A. (2022). Strategi Digital Marketing. In H. F. Ningrum (Ed.), Bisnis Digital (1st 
ed.). CV. Media Sains Indonesia. https://www.researchgate.net/publication/359467934 

Wati, A. P., Martha, J. A., & Indrawati, A. (2020). Digital Marketing (1st ed.). Edulitera. 
https://www.researchgate.net/publication/269107473_What_is_governance/link/5481730
90cf22525dcb61443/download%0Ahttp://www.econ.upf.edu/~reynal/Civil 
wars_12December2010.pdf%0Ahttps://think-
asia.org/handle/11540/8282%0Ahttps://www.jstor.org/stable/41857625 

Winarko, T., Parapak, E. R., Virananda, S. A., Yulianti, R., & Istijanto. (2022). The Effect of 
Perceived Value and Marketing 4.0 on Customer Satisfaction and Purchase Intention in an 
E-commerce Context. International Journal of Electronic Commerce Studies, 13(3), 68–
98. https://doi.org/10.7903/ijecs.2121 

Yasar, O., & Korkusuz Polat, T. (2022). A Fuzzy-Based Application for Marketing 4.0 Brand 
Perception in the COVID-19 Process. Sustainability (Switzerland), 14(24). 
https://doi.org/10.3390/su142416407 

Yeğin, T., & Ikram, M. (2022). Performance Evaluation of Green Furniture Brands in the 
Marketing 4.0 Period: An Integrated MCDM Approach. Sustainability (Switzerland), 
14(17). https://doi.org/10.3390/su141710644 

Zambrano, V., Monserrate, L., Quintero, L., Ángel, F., Calderón, M., Alejandra, K., & García, 
M. (2022). Evolution from traditional marketing to digital marketing as a formative 
process. Journal of Business and Entrepreneurial Studies, 6(2). 



 
MIX: Jurnal Ilmiah Manajemen 
Volume 14 Number 1 | February 2024  

p-ISSN: 2088-1231  
e-ISSN: 2460-5328 

__________________________________________________________________________________ 

 
http://dx.doi.org/10.22441/jurnal_mix.2024.v14i1.015 287 

 

https://doi.org/10.37956/jbes.v6i3.295 
Zhu, Z. (2022). The Influence of Digital Technology in the Digital Marketing. Proceedings of 

the 2021 3rd International Conference on Economic Management and Cultural Industry 
(ICEMCI 2021), 203(Icemci), 1514–1519. https://doi.org/10.2991/assehr.k.211209.246 

 

 
 

 


