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Abstract. This study aims to clarify the digital channels used by ceramic SMEs in 

the Plered Ceramics Industry Center, Purwakarta Regency. The concepts used are 

digital media, social media, one-way communication channels and two-way 

communication channels, SMEs. The approach used in this research is quantitative 

and the method used is descriptive which is a method that presents a further 

observation stage. After having a set of classification schemes, such as 

investigators, then measuring the magnitude or distribution of traits among 

members of certain groups, in this case the role of statistical techniques arises, such 

as frequency distribution. While the samples in this study were 22 ceramic, 

documentation and internet SMEs entrepreneurs. The analysis technique used in 

this study was applied quantitatively and qualitatively. Quantitative research is 

intended to process field data into tabular form then distribute it into frequency table 

form using the formula n = f / 100% and be interpreted further qualitatively. The 

results show that some SME ceramics entrepreneurs have not yet fully used digital 

and social channels, they tend to use direct and indirect two-way communication 

channels to market ceramic products. 
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INTRODUCTION 

          The existence of  Small and Medium Enterprises (SMEs) is very strong 

because it is spread throughout Indonesia and controls 99% of business activities in 

Indonesia and 98% of microbusinesses and has advantages in that are specific focus 

ability factors, national flexibility factors, low cost factors, and the speed factor of 

innovation even though during the global crisis that had hit Indonesia, the 

contribution of SMEs in the economy was still standing tall. Therefore, the role of 

SME is quite strategic, especially the contribution to gross domestic product. This 

can be seen from the economic development in Indonesia recently increased by 0.05 

percent. One of the supporters of economic development can be seen from the 

development of small business businesses, both in traditional and modern sectors 

through SMEs) (in the incubator website, 2018). 
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million SMEs (have used online media. This number is around 8 percent of the total SMEs 
in Indonesia, which is 59.2 million (in the Kominfo.go.id website, 2017) 
           Another problem arises, possibly due to the relatively low level of formal 

education among ceramic SMEs. Previous research conducted by Ruliana (2008) 

showed that formal education among low-ceramics SMEs was generally junior high 

schools, which amounted to 55%, and 10% were elementary schools, senior high 

schools (30%) and the rest graduated from college. This is most likely a lack of 

understanding of the strategic role that digital media can play in relation to new 

approaches to marketing, interacting with consumers, and even the development of 

products and services allegedly as a reason for the low adoption of digital media by 

SMEs in Indonesia. A survey conducted by Indarti (2007) of SMEs in Yogyakarta, 

the reason for SMEs not using a computer is because they do not feel the need 

(82.2%), limited financial support (41.1%), and because they do not have the 

expertise to use ( 4.1%), this also happened among the Ceramic SMEs in the Plered 

Ceramics Industry Center, Purwakarta Regency. The results of research conducted 

by Ruliana et al (2018) show that computer use is relatively low because it is still 

weak in planning, strategic thinking and long-term views. This tendency has made 

ceramic SMEs difficult to overcome market competition in Indonesia due to the 

lack of information they received and the ceramic SMEs have not positioned 

themselves as quality entrepreneurs, and creativity to face competition has not been 

optimal.  

         However, even though the Government has launched the use of online 

media, the problem faced by MSMEs is formal education. Previous research 

conducted by Ruliana (2009) showed that formal education among ceramic SMEs 

was low, generally junior high school, 55%, and 10% elementary school, senior 

high school (30%) and the rest graduated from college. This has an impact on the 

lack of understanding of the strategic role that digital media can play in relation to 

new approaches in marketing, interacting with consumers, and even the 

development of products and services that are considered as the reasons for the low 

adoption of digital media. So some SMEs consider it less important and economic 

factors as one of the reasons. Similarly, a study conducted by Indarti (2007) on 

SMEs in Yogyakarta, showed why SMEs do not use computers because they do not 

feel the need (82.2%), limited financial support (41.1%), and because they do not 

have expertise to use (4.1%), this also happened to Ceramic SMEs located in 

the Plered Ceramics Industry Center, Purwakarta Regency. The results of research 

conducted by Ruliana et all (2018) show that computer use is relatively low because 

it is still weak in planning, strategic thinking and long-term views. This tendency 

makes it difficult for ceramic SMEs to overcome market competition in Indonesia 

because of the lack of information they receive and ceramic SMEs have not 

positioned themselves as quality entrepreneurs, and creativity to face competition 

is not optimal.  In connection with the description above, according 

to Kaplan and Haenleinm (2010) states that digitalization, and especially social 

media, has claimed to change consumer behavior with important consequences for 

companies, products, and brands (Muntinga et al 2011). While the results of 

research conducted by Forrester Research (2008) and Nielsen (2012) show that 
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consumers spend a lot of time online and use social media. They use online services 

to search, store and send e-mails, access Facebook, Twitter and applications with 

various connected devices such as smartphones, tablets, and laptops, and it changes 

the way the internet is used. However, it seems that many SMEs have not used 

online media. In the case of the use of the Internet media can benefit SMEs by 

reducing costs (Chong and Pervan, 2007). The latest developments in 

digitalization, namely the social aspects of the web has confirmed the positive 

relationship between utilization and results. In a study conducted by Barnes et 

al. (2012) found that out of 12 SMEs in the UK, the social aspects of the web can 

increase efficiency and external communication. The results of research conducted 

by Cesaroni and Consoli (2015) found that the use of digital media is to expand 

SME assistance and support to increase public awareness, open new methods in 

business and sharing, collaborate and create innovative concepts to improve the best 

performance. Swarna (2015) shows that social media platforms are free 

communication services 

           Based on the description above, the purpose of this study is to explain to 

explain the digital communication channels and what factors support and inhibit the 

challenges faced by Ceramic SMEs in the Plered Ceramic Industry Center, 

Purwakarta Regency 

 

 

LITERATURE REVIEW 

  In this study the concept used refers to research conducted 

by Heini, Taiminen & Heikki, (2015) entitled The usage of digital marketing 

channels in SMEs and research conducted by Caiyong Zhuang, et al. (2017) entitled 

The Analysis of Digital Marketing among SMEs in Chaozhou City that 

distinguishes it from the research I do with research lies in the use of research 

methods and objects. 

Digital Media Channels As SME Marketing Tools 

  Digital Media Channels According to Jarvinen et al. (2012) and Liu et al. 

(2011) state that digital marketing is a new approach to marketing, not just 

traditional marketing driven by digital elements. It has its own characteristics, and 

dynamics, which must be understood to be able to choose effective marketing 

tactics and strategies  

  According to Brent and Stewart (in Ruliana, 2016) Channels are tools used 

by communicators to disseminate or distribute messages with the aim of getting 

responses or reciprocity. This communication channel consists of interpersonal 

channels and Bulk channels. Interpersonal channels can be direct, such as face-to-

face communication and indirect channels, such as telephone, SMS, and WhatsApp. 

While mass channels, namely mass media, in the form of print media, such as 

newspapers, magazines, brochures, and electronics such as television and radio and 

internet networks, such as websites, e-mails, Facebook, Instagram, Twitter, and so 

on. Each media has different influences, depending on the communication goals to 

be achieved. 
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Digital channels can be carried out through one-way communication channels and 

two-way communication channels. One way to classify channels is to present them 

based on the perspective of which party controls the communication (the company 

or target an audience) and whether the communication is one-way or two-

way (Heini, Taimine & Heikki, 2015, Caiyong Zhuang, et al. 2017).  

 Stockdale, Ahmed, and Scheepers (2012) succeeded in identifying business 

value from the use of social media for MSMEs, such as: creating a continuous 

marketing channel; increase short-term income \and long-term sales; advertising 

costs decreased by 70%; as a whole can reduce marketing costs; can create 

competitive advantage; facilitate promotion across social media platforms; brand 

popularity can increase and products; introduction of the organization or company 

to the community. 

 

One-way Communication Channels  

 Technology has provided convenience in the communication process. One of 

them is providing services in the form of internet networks. Internet network is a 

media liaison between computer devices or smartphones with cyberspace. The 

existence of this internet network makes it easy for humans to communicate through 

cyberspace without the constraints of time and space. Communication that uses this 

technology is called digital communication. The website is a digital and internet 

based information page. Websites or often known as the web are used by various 

formal or informal companies or institutions. Websites are usually paid and 

function as corporate information media. The company's email website can be 

described as a home brand in the online environment of Christodoulides, (in Heini, 

Taimine & Heikki, 2015, Caiyong Zhuang et al, 2017). Within, the web can also be 

used to provide information in the form of news portals such as online media that 

are increasingly developing to present the latest news to the wider community. This 

website is an example of a digital communication channel that is able to provide 

ease of communication in the community. 

 

Two-way Communication Channels  

 Social media has changed the marketer-customer relationship; so far the 

power has shifted from marketers to customers (Hennig-Thurau et al. 2010). The 

important nature of social media requires ceramic SME entrepreneurs to take the 

form of two-way communication to “talk” to customers because of the e-mail is 

often used as a one-way channel for sending bulletins or advertisements even 

though e-mail is a two-way communication channel. (Simmons, 2007). Naturally, 

companies lack control with their brand on social media channels. Hearings do not 

expect commercial messages, but real information about companies and brands 

when companies use social media to reach them (Fournier & Avery, 2011). 

Blogging is also a form of two-way social communication channels where 

companies maintain a fairly high level of control because the blog content is usually 

edited and comments are monitored by their owners, said marketing and PR are 

good tool (Ahuja & Medury, in Heini, Taimine & Heikki, 2015, Caiyong Zhuang, 

et al. 2017). 
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SMEs (Small and Medium Enterprises)  

      Based on Presidential Decree no. 99 of 1998 the definition of Small 

Business is: “Small-scale community economic activity with a business sector 

which is largely a small business activity and needs to be protected to prevent unfair 

business competition.” Small and Medium Enterprises, abbreviated as SMEs is a 

term that refers to the type of small business that has a maximum net worth of RP. 

200,000,000 (two hundred million rupiah) excluding land and buildings where the 

business is located and independent business. Then, according to the Central 

Statistics Agency, SMEs are divided into several sections, namely: (i) household 

businesses have: 1-5 workers, (ii) small and medium-sized businesses: 6-19 

workers, (iii) medium-sized businesses: 20 -29 workers, (iv) Big business: more 

than 100 workers. Furthermore, SMEs in Indonesia can be divided into four criteria, 

namely: Livelihood Activities: Small and Medium Enterprises are used to make a 

living and are better known as the informal sector. Example: street vendors Micro 

Business: Small and Medium Enterprises that are carried out by becoming 

craftsmen but do not yet have an entrepreneur. Small Dynamic Enterprises: Small 

and Medium Enterprises have an entrepreneurial spirit and accept jobs based on 

sub-contracts or exports. Moving Enterprise: Small and medium businesses that 

already have an entrepreneurial spirit and can turn into big businesses. This study 

focuses on small household businesses that have one to five workers and medium-

sized workers with five. (in the pahlevi webpage, 2018) 

 

 

METHODOLOGY 

 The approach used in this research is quantitative and the method used is 

descriptive which is a method that presents a further observation stage. After having 

a set of classification schemes, such as investigators, then measuring the magnitude 

or distribution of traits among members of certain groups, in this case the role of 

statistical techniques arises, such as frequency distribution and distribution (Mayer 

and Greenwood, in Ulber, 2009). The population in this study were all SMEs 

ceramic entrepreneurs, totaling 221 people. For the sample size, researchers took 

10% of the population so that 22 SMEs ceramic entrepreneurs were made 

respondents. Data is collected through field observations to get information and 

data. Interviews were conducted with the Head of Ceramics SMEs Head of 

Ceramics Research and Development Unit at the Center for Ceramics Industry. the 

distribution of semi-structured questionnaires was conducted for SMEs ceramics 

entrepreneurs who were respondents, a study of documentation to obtain secondary 

data and an internet search to explore various information relevant to this research. 

Furthermore, data analysis is done through quantitative analysis and qualitative 

analysis. Quantitatively intended to process data obtained from the field and then 

distribute it into one table using the frequency distribution formula which is n = f / 

100%. While qualitatively the data obtained is then interpreted in depth. Therefore 

this research combines quantitative and qualitative, 
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RESULTS AND DISCUSSION 

 The following will explain the results of research and discussion conducted 

at the Plered Ceramic Industry Center, Purwakarta Regency, which begins with the 

profile of respondents, then the use of digital channels as a marketing 

communication tool and what obstacles are faced by ceramic SMEs entrepreneurs 

who are respondents in utilizing digital channels, 

 

Profile of Respondents  

Age affects respondents or SMEs entrepreneurs in increasing work 

productivity and age can be used as an indication of the experience and skills 

possessed by ceramic SMEs  entrepreneurs at the Plered Ceramic Industry Center, 

Purwakarta Regency in running their business, and if seen in table 1 below, factors 

the age owned by respondents or ceramic SMEs entrepreneurs are generally 

included in the productive category so that respondents can provide ceramic design 

ideas or innovations that have different ceramic product differentiation from other 

ceramic entrepreneurs, both in the country and abroad so that they are able to 

compete 

 

Table 1. Age And Educational Respondent (Source: Research Results, 2019) 

In addition to the age factor, the education level of ceramic SMEs 

entrepreneurs greatly influences the understanding of messages about ceramic 

product innovations delivered, the education level of ceramic SMEs is mostly high 

school graduates as shown in the table above. However, even though their level of 

education is relatively low, they have experience other than that ceramics 

production is the main livelihood so they can increase production and develop the 

ceramics business as they attend informal education, such as education and training 

in ceramic design technology innovation skills with various types of ceramics, such 

5 6 11 17 6 11
22.73

27.27

50

22.73
27.27

50

100 100 100 100 100 100

AGE EDUCATION

f % Total
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as jars, flower vases and also take part in training in the use of social media, such 

as making the web, ordering content to the ceramic products market organized by 

the Regional Technical Implementation Unit for Ceramics Research and 

Development. The Ministry of Industry and Trade and SMEs of Purwakarta 

Regency, located at the Plered Ceramics Industry Center, Purwakarta Regency. The 

four potentials or advantages, according to Bambang Megawahyu (interview, 30 

April 2019) are used as the basis in developing an increasingly competitive ceramic 

handicraft business, various opportunities can be achieved in increasing sales value 

mainly due to the ability of ceramic craftsmen who are relatively skilled and already 

trained, also in terms of product design development varies. Therefore, the 

government through the Ceramic Regional Research and Development Technical 

Implementation Unit under the Department of Cooperatives, SMEs, Industry and 

Trade Purwakarta Regency helps ceramic SMEs to take part in national exhibitions 

or in workshop activities organized by UPTD Ceramic R&D or any private 

company. The impact of these activities, the number of orders both from the 

domestic market (domestic) and foreign markets (international) so that the ceramic 

craftsmen need to make plans for a broader market penetration. 

 Based on the age and education level of the respondent, the respondent's 

experience factor and the number of employees owned are important factors that 

can influence the skills of making ceramics design and the improvement of 

ceramics production, as shown in table 2 below. 

 

Table 2. Experience In Ceramics Business And Number Of Employees. (Source: 

Research Results, 2019) 

4 5 6 2 2 15 5 218.18
22.73

27.27

9.01 9.01

68.16

22.73
9.01

100 100 100 100 100 100 100 100

EXPERIENCE 
IN THE FIELD 
OF CERAMICS 

BUSINESS

NUMBER OF 
EMPLOYEES

f % Total
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The highest number of employees owned by SME ceramics entrepreneurs is 1-5 

employees by 68%, then other SME ceramics entrepreneurs have 6-10 employees 

with a total of 22.73% employees, the rest have 11-19 employees - 9.1% employees. 

Most of them are experienced ceramics business owners and have employees who 

help process, manage, and process ceramic raw materials into ceramics and designs 

by following market demands and increasing ceramics production to be ready for 

sale. So ceramic SMEs in the Plered Ceramics Industry Center, Purwakarta 

Regency are included in the category of Small Business, and small and medium-

sized businesses according to the Central Statistics Agency's explanation that SMEs 

can be divided into several sections, namely: (i) household businesses have: 1-5 

workers, (ii) small and medium enterprises: 6-19 workers. These employees have 

expertise in processing ceramic raw materials into ceramics, designing innovative 

products without leaving the characteristics possessed by ceramic SME 

entrepreneurs, and most importantly following market tastes. 

Ceramic Media SMEs Digital Channel 

According to research findings, more than half (85%) of respondents said they used 

digital marketing that was poor or very bad and only 15% used digital channels as 

a tool to market ceramic products among Ceramic SMEs. The low use of digital 

channels is caused by several factors. From the results of interviews conducted with 

SMEs obtained that information 

they are difficult to determine investment because of the cost factor, 

especially to buy a laptop or computer that can be used to market 

products other than that to use the web they consider very expensive. 

It is better to use the cost to produce ceramics even though we are 

aware that digital media can be used as a channel for marketing 

ceramic products. Besides the cost factor, other factors are human 

resources and sufficient knowledge about digital channels 

What was said by respondents, in this case SME ceramic entrepreneurs, in 

accordance with the findings of research Gilmore et al. (2007) shows that SMEs do 

not have adequate human, capital and knowledge resources in adopting digital 

channels. This reflects that the lack of human resources, time and expertise 

possessed by ceramic SME entrepreneurs is the biggest obstacle in developing the 

SMEs ceramic industry and it is important to be noticed by the Regional 

Government. However, some SMEs ceramic entrepreneurs utilize digital 

communication channels and feel the benefits well. This shows that SMEs 

entrepreneurs who have adopted planned digital channels and consider the 

importance of developing information and communication technology, which they 

can use to sell ceramic products through the Website, Facebook, WhatsApp, 

Instagram so that the public is interested even though a small percentage. 
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Based on the research results, the most commonly used digital channels in 

marketing ceramic SMEs products are websites and social media, namely 

Facebook, which is used actively by several respondents (15%) of respondents. 

From the results of interviews conducted on three ceramic SMEs obtained 

information that they have a website that is considered the most important digital 

communication channel for marketing and communicating with consumers or 

customers, the other digital channels that are most often used and rated as the most 

important are brochures, living order. In addition, more than half of the respondents 

(85%) did not use digital channels. But using direct interpersonal communication 

channels, such as offering their products directly to consumers or customers. Then 

other findings in the field that they also use interpersonal communication channels 

indirectly via telephone, SMS and WhatsApp which according to them have a direct 

impact, and the results are many orders and consumers who come to the store In 

line with the findings of this study, the results obtained from the use of this digital 

communication channel, they can obtain product orders, both nationally and 

internationally as shown in the table below.  

Region / Country 

 

Percentage of 

Absorption 

Bandung  20 

Jakarta  25 

Denpasar 5 

Yogyakarta  5 

Surabaya  5 

Lombok  5 

America 2 

Japan 2 

Taiwanese 2 

Korea  3 

Netherlands 5 

Saudi Arabia  2 

English 1 

Canada  1 

Singapore 4 

Austria  3 

Table 3. Digital channels in marketing ceramic SMEs products based on 

country 

Based on the research results, the most commonly used digital channels in 

marketing ceramic SMEs products are websites and social media, namely 

Facebook, which is used actively by several respondents (15%) of respondents. 

From the results of interviews conducted on three ceramic SMEs obtained 

information that they have a website that is considered the most important digital 

communication channel for marketing and communicating with consumers or 
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customers, the other digital channels that are most often used and rated as the most 

important are brochures, living order. In addition, more than half of the respondents 

(85%) did not use digital channels. But using direct interpersonal communication 

channels, such as offering their products directly to consumers or customers. Then 

other findings in the field that they also use interpersonal communication channels 

indirectly via telephone, SMS and WhatsApp which according to them have a direct 

impact, and the results are many orders and consumers who come to the store In 

line with the findings of this study, the results obtained from the use of this digital 

communication channel, they can obtain product orders, both nationally and 

internationally as shown in the table below. 

 

The types of products marketed include jars, household appliances, piggy 

banks, flower vases, with attractive colors as shown in the picture below:  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

           The color of ceramics mentioned above is preferred by the domestic market 

share and many orders are accepted by ceramic SMEs. However according to the 

Head of UPTD Ceramic Research and Development states that: 

types of ceramic orders for export quality are different, they order 

a lot of types of products whose color is natural, such as the color 

of the ground, especially for the Plered Market. Because the 

characteristic of ceramic products is because Purwakarta is indeed 

known as one of the centers of handicraft made from clay, such as 

in the Center of Ceramic Industry in the District of Plered 

 

  
  

Figure 1: Various Types of Plered Ceramics Products 

Source: in the Ceramic Plered webpage 
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Figure 2: Ceramic clay types 

Source: in the Keramik Plered webpage  

 

         The orders are mostly from the use of digital media channels which can lead 

to communication processes in marketing ceramic products, although not all 

Ceramic SMEs entrepreneurs utilize digital communication channels, because they 

tend to market personally and are direct in nature. 

 

Barriers to SME Digital Communication Channels 

The obstacles faced by ceramic SMEs entrepreneurs in general are a factor 

of tradition / culture that is strong and hereditary as a heritage because this ceramic 

production business is their main livelihood, but many of them work in other fields 

and do not want to be involved in business development which is owned by his 

parents even though they realize that the development of communication 

technology is very important but at the same time becomes an obstacle in using it 

besides economic or financial factors due to borrowing money from the bank they 

feel difficulties. This is consistent with the results of research conducted by Caiyong 

Zhuang et al. (2017) proved difficult for SMEs to borrow money from banks 

because of the inability of banks to access reliable SME financial information. In 

addition, from the interview results obtained information that to create a Website 

must spend a lot of funds and do not understand how to use it because of the 

generally low educational factors and only a few Ceramic SMEs that have high 

education, but their experience and skills in processing, designing and produce 

ceramics with attractive designs, no doubt due to the fact that they can sell ceramics 

domestically or export abroad with good results. In other words able to compete 

with ceramic products produced by other countries, such as China. To overcome 

this problem it is important for the role of government to help their difficulties given 

the digital platform launched by the government has been running. 

 

 

CONCLUSION 

Based on the results of research and discussion shows that ceramic SMEs 

entrepreneurs in the Center for Ceramic Industry, Plered Purwakarta Regency, West 

Java, Indonesia, many have not utilized digital channels to market ceramic 

products, many of the ceramic SMEs entrepreneurs use direct communication 
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channels and direct communication. indirect nature and has a different effect in 

marketing ceramic products. In addition, the obstacle found in this study is a factor 

of tradition or culture that has been passed down as a heritage, then economic 

factors are the cause of the low use of digital channels. The findings in this study 

are interpersonal communication channels. 
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