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Abstract— This research is driven by the development of science and 

technology, which requires businesses to innovate in developing their 

business. Advances in technology bring changes to the patterns of 

human life, especially changes in consumer behavior in obtaining 

goods and services. This research aims to develop an e-ecommerce 

website at the VII Koto Talago food MSME and to measure the 

validity, practicality and effectiveness of the development results. 

This research is a research and development (R&D), using the Four 

D's design covering the stages of Define, design, develop and 

desseninate. Data collection instruments are Likert-scale 

questionnaires, validity assessors to experts, practicality to website 

managers and consumers. Evaluation is seen from the achievement of 

the level of promotion and sales. Validity data analysis using the 

Aiken V formula, practicality analysis with percentage formulas and 

effectiveness data analysis using the formula of independent sample t 

test for hypothesis testing. The results of the study are 1) the 

development has been carried out with the four D's development 

model that produces an e-commerce website for food MSMEs, 2) the 

results of the analysis of the validity of the e-commerce website with 

the assessment of all aspects reaching a score of 0.87 with a valid 

category. The results of practicality counts with consumer responses 

with an average of 87% are categorized as practical, while for 

website managers the value is on average 91% with very practical 

categories. The results of the effectiveness analysis for an increase in 

the number of promotions reached 56%, for sales after using the 

website higher than before using the website. Based on the results of 

research it is suggested that entrepreneurs can use e-commerce 

websites because websites are valid, practical and effective in 

increasing the number of promotions and sales. 

 

Keywords— E-commerce Website, MSME, Research and 

Development. 

I. INTRODUCTION  

Utilization of science especially information technology in the 

field of entrepreneurship is developing very rapidly, through 

very significant changes in the form of digitalization, capital 

mobility and information liberalization (Laudon & Traver, 

2013). Since 2016 there has been a wave of innovation in life 

namely the era of the internet of things, where the internet can 

be used by business people independently, currently trading in 

cyberspace is becoming more intense which makes 

newcomers oppose the old corporations (Kasali, 2017). 

Entrepreneurs who think ahead, are open, creative, risk 

takers who are able to read opportunities, master the 

development of information and communication technology 

will successfully seize opportunities in the free market era. As 

stated in the WEF Global IT report (2015), there are three 

components that a novice entrepreneur has in starting a 

business: 1) knowledge gained from education that motivates 

the spirit of innovation, development of interest, research to 

identify gaps and needs market, 2) Input in the form of 

company capital, skilled employees, and mastery of 

Information and Communication Technologies or information 

and communication technology to start a business, 3) 

Assistance in the form of guidance and collaboration to 

provide business security throughout all stages of starting a 

business. Therefore, the ability to master communication 

technology is important in starting a business. One example is 

Micro, Small and Medium Enterprises (MSME). Micro, Small 

and Medium Enterprises (MSME) are economic activities that 

can produce goods or services that will be traded 

commercially.  

MSME has enormous potential to advance development 

and as a driving force for the Indonesian economy. MSMEs 

are the largest contributor to Gross Domestic Product (GDP) 

of up to 60.34 percent (Iskandar, 2018). In accordance with 

the programs that have been conceived and planned by the 

government, it is an opportunity for SMEs to develop their 

businesses. According to data from the Central Statistics 

Agency (2018), the number of registered MSMEs reaches 60 

million, spread throughout Indonesia. Based on these data, 

MSMEs that have just taken advantage of online flafom to 

market their products are 3.79 million MSME players, or 

equivalent to 8% of the total number. The Government 

through the Ministry of Cooperatives and UMKM RI has 

chosen the Lima Puluh Kota District as the only District in 

West Sumatra to get the Integrated Business Service Center 

(PLUT) program. PLTUT is a form of integration of potential 

and productive resources for the development of MSME 

cooperatives and businesses in Lima Puluh Kota District. 

Lima Puluh Kota District MSMEs reached 48,923 business 

units in 2015. The number of micro businesses reached 271 

units, small businesses 4,973 units, while medium businesses 

reached 43,679 (Department of Cooperatives and SMEs, West 

Sumatra 2015). In general, MSMEs in the Lima Puluh Kota 

District carry out the marketing of goods and services in a 

simple manner known as ofline. Only a small portion of 

MSMEs in the Lima Puluh Kota  District can utilize internet 

technology to market goods and services resulting from 

business production, one example is food MSMEs in the VII 

Koto Talago area of Guguak District. Food MSMEs in the VII 
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Koto Talago area have started to utilize digital media in 

marketing their products through e-commerce websites.  

This has become a major supporter in developing digital 

market-ing or online marketing using e-commerce websites. 

Where MSMEs have good human capital, so that MSMEs will 

be able to undergo digital transformation in accordance with 

the development of the industrial revolution 4.0. Marketing 

that used to be ofline turned online, and opened new markets 

for producers and can reach consumers more widely and 

quickly. Marketing is known as mar-keting which utilizes 

platforms on the internet. Online marketing functions to carry 

out activities to reach consumers, often called digital 

marketing. Digital marketing is usually known as online 

marketing, Web Marketing, or Ele-Marketing (e-commerce) 

marketing. E-commerce is the marketing of goods or services 

that utilize the internet as a marketing medium (Agus, 2016).  

E-business does not only utilize internet and computer 

technology media but also utilizes electronic media such as: 

landlines, cellular phones, telegrams, facsimile, television, 

radio, electronic data intercehange (EDI) and ATMs. E-

commerce is a dynamic set of technology, applications and 

business processes that connect companies, consumers and 

certain communities through electronic transactions (Harisno, 

2009). Marketing through digital media is an innovation in the 

business world. Marketing is a unique product strategy, 

promotion, and pricing that is designed to produce exchanges 

that are mutually beneficial. 

II. REVIEW OF LITERATURE 

A. E- Commerce (Digital Marketing) 

Marketing is known as marketing that utilizes platforms on 

the internet. Online marketing has the function of reaching out 

to consumers, often called digital marketing. Digital marketing 

is usually known as online marketing, Web Marketing, or 

Electronic Marketing (e-commerce). Agus (2012: 206) states 

that "E-commerce is the marketing of goods or services that 

use the internet as a marketing medium". 

Serfiani (2013: 1) revealed "the understanding and scope 

of e business is broader compared to e commerce". E business 

not only utilizes internet and computer technology media but 

also utilizes electronic media such as: landlines, cell phones, 

telegrams, facsimile, television, radio, electronic data 

intercehange (EDI) and ATMs. Harisno (2009) mentions that 

E Comerce is a dynamic set of technology, applications and 

business processes that connect certain companies, consumers 

and communities through electronic transactions. 

Based on the above opinion it can be concluded that e 

commerce is part of e business. E commerce is one of the 

implementation of online business, studying about online 

business cannot be separated from online transactions such as 

electronic commerce, in e commerce there are promotional 

activities, sales, purchases and services of products and 

services offered through the internet network. 

B. Website Quality E-commerce 

WWW (World Wide Web) or known as WEB is a service 

that can be enjoyed by computer users who are connected to 

the internet network. Websites are also called sites, links, sites 

are information pages that contain text, animations, images 

that can be accessed by internet users around the world 

(Taufiq, 2007). Online marketing using a website is an activity 

of marketing communication using internet media. Marketing 

websites initially used HTML (Hyper Text Markup Laguage) 

pages that could be accessed by internet service users. Then 

the website developed into an online brochure. marketing 

using a website can be done through an interactive online 

computer system that connects and can create electronic buyer 

and seller interactions, Farrell (2008) in Wulandari (2017: 35). 

Website Quality is one of the methods or techniques for 

measuring website quality based on the end user's perception. 

Website quality can be seen from the attributes of a website 

that contributes to its usefulness to consumers (Gregg and 

Walczak, 2010). im and Niehm (2009) revealed that previous 

researchers divided the website quality dimensions into five, 

namely: 1) information, 2) Security, 3) Convenience, 4) 

Comfort, 5) Quality of service. 

C. MSMEs Food 

Chapter I article 1 of the Law No. 20 of 2008 concerning 

Micro, Small and Medium Enterprises (MSMEs) mentions the 

definition of Micro, Small and Medium Enterprises (MSMEs) 

as follows: 

1) Micro Business is productive business owned by 

individuals or individual business entities that meet the 

criteria for Micro Business as stipulated in the Act. 

2) Small Business is a productive economic business that 

stands alone, carried out by individuals or business 

entities that are not subsidiaries that are owned, 

controlled, or become a part either directly or indirectly 

of Medium Enterprises or Large Enterprises that meet 

the Small Business criteria as intended in the law. 

3) Medium-sized Business is a productive economic 

business that is independently operated by an 

individual or business entity that is not a subsidiary or 

branch of a company that is owned, controlled or 

becomes a part either directly or indirectly with a Small 

or Large Business with a net worth or yield annual 

sales as stipulated in the Act. 

Based on the above definition it can be concluded that 

MSME is a form of productive economic business carried out 

by individuals or individual business entities that meet the 

criteria of Micro, Small and Medium Enterprises. Lima Puluh 

Kota Regency is one of the regions that has MSME products 

that process regional specialties. Regional specialties have 

their own advantages, which are processed from fresh and 

natural ingredients, low fat content, do not use additives 

(colorings, sweeteners, and food preservatives), safe for 

consumption, affordable prices and in accordance with tastes 

and habits, (Komariah, 2010) . 

In general, in Lima Puluh Kota, they process special food 

by utilizing the agricultural products of the community, 

especially in Nagari VII Koto Talago, such as farming 

cassava, corn, sweet potato, taro, banana and so on. Nagari VII 

Koto Talago is one of the villages that is actively involved in 

fostering the community in forming business groups 

(MSMEs). One example of a business given by the village 
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government helps people who have a business to get a 

business license or have a PIRT certificate. In accordance with 

Health Act article 111 Number 36 of 2009 confirms that: 

1) Food and drinks used for the community must be based 

on standards and meet health requirements. 

2) Food and drink can only be circulated after obtaining a 

marketing authorization in accordance with the 

provisions of the Statutory Regulations. 

Based on these regulations it is stressed that food and 

drinks may be circulated after obtaining a marketing 

authorization in accordance with applicable regulations. To 

grow and develop the home industry, the nagari VII 

government of Koto Talago in collaboration with relevant 

agencies undertook various efforts to foster MSMEs, both 

technical, production, management, promotion and sales. 

Information Group (KIM), conducts activities with MSME 

entrepreneurs. The activity is in the form of training and 

introduction to internet media as an online marketing medium, 

with the aim of this activity being able to increase the 

intelligence, knowledge and welfare of the community. 

Besides that VII Koto Talago village is a village fostered by 

Padang State University in the activities of applying 

information technology to improve MSME products. 

Technological development is carried out by quality 

human resources. Quality human resources in the field of 

technology are produced by the Institute of Technology and 

Vocational Education (CAR). Faculty of Engineering, Padang 

State University is a vocational institution that has one of the 

Missions and Objectives of the Faculty of Engineering in the 

world of education is to develop, apply knowledge in the field 

of CAR, vocational, engineering through service to the 

community in order to improve community welfare. Departing 

from the PTK Mission and Objectives, it is very much needed 

research and development, especially for the Lima Puluh Kota 

MSMEs in marketing using digital marketing technology. 

With the hope of improving the welfare of the community in 

Lima Puluh Kota District especially in VII Koto Talago 

village. 

III. DEVELOPMENT METHOD 

This research is a research and development (R&D) 

development. Development research methods are analysis of 

the need to produce certain products, as well as practicality 

tests on these products. This study aims to develop an e-

commerce website at the MSME Nagari VII Koto Talago 

District, Lima Puluh Kota, and measure or determine the level 

of digital marketing practicality using an e commerce website 

in developing an MSME business. The development model 

used in this study is a  modification of the development model 

of the 4-D learning model (Four D Model) which consists of 4 

main stages namely, Define, Design, Develop and 

Disseminate (Dissemination), (Trianto, 2012). 

Data collection instruments are Likert-scale 

questionnaires, validity assessors to experts, practicality to 

website managers and consumers. Evaluation is seen from the 

achievement of the level of promotion and sales. Validity data 

analysis using the Aiken V formula, practicality analysis with 

percentage formulas and effectiveness data analysis using the 

formula of independent sample t test for hypothesis testing. 

IV. DEVELOPMENT AND DISCUSSION RESULTS 

A. Data Analysis 

1. Data analysis test validity of  E-commerce website 

The results of the assessment of each aspect given by the 

validator were analyzed using the Aiken’s V. statistical 

formula. The results obtained were validation values for the 

products produced. The results of the validation recapitulation 

are summarized from the aspects of the assessed media digital 

marketing (e-commerce website) as shown in the table I. 
 

TABLE I. Validation results of media e-commerce website 

 
 

Based on table I it can be concluded that the results of the 

analysis or assessment of aspects by all experts are declared 

valid from the 9 component aspects being assessed. Based on 

the average rating of five expert validators can be seen in table 

II. 
 

TABLE II. Average Rating of Experts Experts' Ratings 

 
 

Based on table II, it can be concluded that the average 

validator ratings for the development of digital marketing 

media (e-commerce websites) on on food UMKM Nagari VII 

Koto Talago, Guguak District, Lima Puluh Kota District, 

Valid declared with a value of 0.86. To illustrate more clearly 

the expert data can be seen in Histogram I. 
 

 
Histogram I Results of Validity of e-commerce websites 
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2. Data analysis Practicality of E-commerce website 

The practicality of e-commerce website can be seen from 

the level of practicality of website usage which consists of 2 

website managers and 30 consumer responses. The practicality 

of consumer response can be seen in table III. 

 
TABLE III. Average Consumer Response  

 
 

From table III it can be concluded that the average 

response of 30 consumers was stated practically for all five 

aspects with a percentage of 87%. For clearer consumer 

response can be seen in Histogram II. 

 

 
Histogram II Consumer response 

 

Practicality Admin manager response can be seen in table 

IV. 

 
TABLE IV. Average Consumer Response  

   
 

From table IV it can be concluded that the average 

response of 2 website managers was stated to be very practical 

for the four aspects of assessment with a percentage of 91%. 

For clearer manager website can be seen in Histogram III. 

 

 
Histogram III. Manager website response 

 

3. Data analysis Effectiveness of E-commerce website 

Website effectiveness, in terms of promotion seen from an 

increase in the number of visitors after using the website and 

an increase in revenue from sales. promotion effectiveness can 

be seen in table V. 

 
TABLE V. The range of promotion of superior products 

 
 

Based on table V, the average percentage increase in 

consumer visits from September to October 2019 was 56%. 

This means that e-commerce websites are effective in 

increasing the number of visits in the reach of promotions by 

more than 50%. For more clearly the effectiveness of 

promotion can be seen in histogram IV. 

 

 
Histogram IV Effectiveness of Promotion 

 

The effectiveness of increasing sales can be seen in table 

VI. 

 
TABLE VI. The Range of Sales of MSMEs 

 
 

Based on table VI above, it can be explained that In 

September MSME experienced an average increase in 

turnover of Rp. 221,429, - (2%), and in October the turnover 

increased by Rp. 792,857, - (9%). This means that in the two 

months of the UMKM research period successfully 
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demonstrated an increase in the average turnover of each 

month. This means that by using the e-commer e-MSME 

website VII Talago Food can increase the amount of business 

turnover. Furthermore, the results of hypothesis testing can be 

seen in table VII. 

 
TABLE VI. The hypothesis testing results 

 
 

Based on data analysis that has been done in testing the 

effectiveness of e-commerce websites, increasing the number 

of sales (turnover) of UMKM Food Nagari VII Koto Talago, it 

can be stated that the score tcount > ttable (7,667> 2,446) thus 

concludes that the hypothesis reads "there is a difference the 

number of marketing (turnover) of UMKM Foods in Nagari 

VII Koto Talago after using the e commerce website ", was 

accepted at a significance level of 95%. 

V. CONCLUSION  

Based on the results of research for the development of 

digital marketing media (e-commerce websites) on food 

MSMEs in Nagari VII Koto Talago that have been carried out, 

the following conclusions are obtained: 1) Digital marketing 

media (e-commerce website) at food MSMEs in Nagari VII 

Koto Talago has been developed using the Four D's 

development model and produced an e-commerce website. 

The design of digital marketing media adjusts the evaluation 

aspects of a developed marketing media, carries out the design 

stages, and evaluates the results of a development that has 

been carried out in accordance with scientific research 

methods. 2) The results of the analysis of the validity of the 

average assessment of all aspects of digital marketing media 

(e-commerce websites) amounted to 0.870 with a valid 

category. The results of the analysis of the practicality of 

consumers in using the website has an average value of 87% 

with a practical category, while for website managers it 

reaches an average value of 91% with a very practical 

category. The results of the effectiveness analysis for the 

promotion are assessed through an increase in the amount of 

promotional reach after using the website. The average 

increase in website visits reached 56%. While the results of 

the effectiveness analysis for sales stated that the proposed 

hypothesis is hidden "There is a difference in the number of 

marketing (turnover) of MSME food in Nagari VII Koto 

Talago after using an ecommerce website", accepted at the 

significance level of 95%. 
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