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Abstract—Entering the digital era, social media is the right 

tool for creative economy ventures and consumers to conduct 

business transactions without being limited to time and space. 

Therefore, the aim of this research is to find out how much the 

contribution of social media in increasing the marketing of 

creative economy products. The method used is a qualitative 

method with descriptive analytical and exploratory approaches. 

Data collection techniques use triangulation, which is collecting 

different data from the same source using direct observation, in-

depth interviews and documentation that are carried out 

simultaneously at the same time. The results showed that social 

media contributed greatly to the marketing of creative economy 

products. The main obstacle faced by creative economic ventures 

is related to the quality of human resources in mastery of internet 

technology and limitation in capital. The role of central and 

regional government and banking institution can be expected to 

develop creative economic ventures. 
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I. INTRODUCTION  

Creative economy is a populist industry sector that has the 
potential to be developed in an effort to support the growth of 
the national economy [l-2]. This is due to the fact that this 
industry has a wider and broader market and grows in 
accordance with the current development [3-5] and can foster 
creativity and innovation and can generate added value for its 
business actors. Foray et al. [6], Domenech and Koster [7] and 
Rosmadi [8] argued that the creative economy can increase 
income and contribute to the distribution of public welfare. 

In marketing and promoting the results of creative economy 
production can be done conventionally or by utilizing 
information technology including through social media [9-11]. 
The results of empirical research conducted by Mangold and 
Faulds [12], Saravanakumar and Lakshmi [13], and Kaplan and 
Haenlein [14] can be concluded that social media is very 
supportive for creative economic actors as a media of 
promotion and to market their products widely and does not 
require substantial costs. 

Social media can also make it easier for consumers to know 
product specifications, quality and prices of goods produced by 
creative economic actors without having to deal directly [15-
18]. In addition, communication of business transactions 
between consumers and producers can be done easily without 

having to meet in person [19,20]. This is reinforced by the 
opinion expressed by Alsanie [21] and Mefolere [22], that 
social media can also improve the familial relationship between 
consumers and producers. From the results of a study 
conducted by Burns [23], Thackeray et al. [24], and March and 
Quinton [25], it can be concluded that social media has an 
influential role in marketing production, business transactions, 
and the development of business organizations. 

 
Source: Creative Economy Agency of The Republic of Indonesia (data processed). 

Fig. 1. Data on media marketing for the creative economy in Indonesia in 

2017. 

In figure 1 above it can be seen that in general social media 
has been widely used by business actors as a business strategy 
to promote and market their production. 

With social media, it will be easier for consumers to choose 
the products they need and adapted to their purchasing power. 
Murdough [26] believed the use of social media is one of the 
marketing strategies used by businesses to market their 
products. Another opinion put forward by Bruhn et al. [27], 
Vries et al. [28], and Kim and Ko [29] that by utilizing social 
media, business actors, besides being able to market their 
production, can also compare with the results of similar 
products produced by other companies.  

This opinion was confirmed by Kavisera and Abeysekera 
[30] and Ramsaran-Fowdar and Fowdar [31] who stated that 
social media such as Facebook, Instagram, WhatsApp were the 
most visited media, especially among the younger generation. 
Empirical research conducted by Moe and Schweidel [32], 
Veloutsou and Moutinho [33], and Ahmed and Ibrahim [34] 
the results can be concluded that social media is one of the 
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business strategies that are used by business actors in addition 
to promoting their production results also to improve number 
of business transactions. 

The development of information technology in this 
millennial century must certainly be captured by businesses as 
a new strategy in marketing their products to be wider and be 
able to reach all levels of consumers, especially for creative 
economic actors. This condition attracts the attention of 
researchers to find out more about the extent to which the 
contribution of social media has an impact on creative 
economic activities, especially in marketing their production. 
The benefit of this research is to find out the magnitude of the 
contribution of social media to the marketing of creative 
economy products. 

II. RESEARCH METHODS 

The study was conducted from May to July 2019. The 
method used was a qualitative method with a descriptive 
analytical and explorative approach. The object of research is 
the light food industry with the trademark "Mitoha Snack" 
located in Kp. Babakan PGRI RT. 03 RW 08 Pasirjambu 
Regency of Bandung. The type of data collected is primary 
data obtained through in-depth interviews with information 
sources (informants). In conducting the survey, researchers 
used a personal approach (unstructured questionnaire) to obtain 
information related to the light food industry business.  

Data collection techniques use triangulation, which is 
collecting different data from the same source using direct 
observation, in-depth interviews and documentation that are 
carried out simultaneously at the same time. The data comes 
from key informants, informants (employees), and researchers 
as informants. While the data analysis technique uses an 
interactive qualitative descriptive model in the form of data 
collection, data reduction, data display, and interpretive 
conclusions / verification. 

III. RESULTS AND DISCUSSION 

The creative economy in Indonesia has good potential to be 
developed. The micro industry players such as MSME, creative 
economy, and entrepreneurship must be able to create 
innovation and creativity for the products they produce while 
remaining based on people's economy based on local wisdom. 
The development of information technology such as social 
media must be utilized by small businesses as one of the 
business strategies to promote and market their production. 
This method is the right step to introduce products directly to 
consumers, especially potential customers and to increase the 
value of the products they produce [35,36]. 

Research conducted on creative economic actors that 
produce snack products can be conveyed by researchers as 
follows: 

 

 

 
 

Fig. 2. Creative economy production results “Camilan Mitoha”. 

Figure 1 above is a snack business owned by Mr. Herman 
Permana with the trademark "Camilan Mitoha". The snacks 
that are produced in the form of stick noodles and macaroni 
with various flavors are made, processed, packaged and 
marketed by themselves both conventionally and through 
social media.  

The business which was pioneered since 2016 has been 
done conventionally. In April 2019, his business used social 
media like Instagram, Facebook, Shoppee as marketing media. 
The following table shows the number of products sold in 2018 
and 2019 for the same period from April to June. 

TABLE I.  SALES OF SNACK PRODUCTS “CAMILAN MITOHA” IN 2018-
2019 

Product 
Flavor 

Variant 

2018* 2019* Average 

increase Apr May Jun Apr May Jun 

Mie Lidi 

Cheese 45 49 40 55 64 70 52 

Spicy 77 84 91 121 147 169 185 

Chocolat

e 
28 31 35 60 63 71 

100 

Original 33 35 37 50 76 82 103 

Makaroni 

Spicy 69 83 99 148 321 238 456 

Original 50 55 62 80 86 93 92 

Barbeque 37 50 65 87 103 145 183 

Total  339 387 429 601 860 867  

Source: The Business owner (data processed) 

 *in units 

From table 1 above it can be seen the number of sales of 
"Camilan Mitoha " products before and after utilizing social 
media as one of the promotional media and marketing 
strategies undertaken by business actors. The number of 
product sales increased significantly occurred in Mie Lidi 
products with spicy flavor variants and Makaroni with spicy 
and barbecue flavors.  

This is certainly in accordance with the opinions expressed 
by Baruah [9], Awolusi [10], and Miller and Lammas [11], that 
social media is an appropriate means for media promotion and 
marketing of a product. This opinion is supported by research 
conducted by Mangold and Faulds [12], Saravanakumar & 
Lakshmi [13], and Kaplan and Haenlein [14] that social media 
is very supportive for business actors as promotional media and 
to market their products without being limited to space and 
time and does not require large costs. The significant increase 
in sales of snack products "Camilan Mitoha" after utilizing 
social media in 2018 and 2019 in the April-June period can be 
seen in the following graph: 
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Source: The  Business owner(data processed). 

Fig. 3. Product marketing data which rose significantly. 

From graph 2 above, it can be seen that the spicy noodles, 
spicy macaroni and barbeque products have very significant 
sales levels after utilizing social media as their marketing 
media. this has an impact on increasing income for creative 
economy entrepreneurs. This is in line with the opinion 
expressed by Foray et al. [6], Domenech and Koster [7] and 
Rosmadi [8] that small business activities (microeconomics) 
that are carried out seriously and are supported by the power of 
innovation and creativity of their business actors have a 
positive impact on increasing people's income and as a support 
for community welfare. This opinion is supported by research 
conducted by Moe and Schweidel [32], Veloutsou and 
Moutinho [33], and Ahmed and Ibrahim [34] that businesses in 
promoting and marketing their products must have the right 
business strategy in order to accepted by consumers and 
increasing business transactions. 

IV. CONCLUSION 

The development of information technology must be 
optimally utilized by business actors. The use of social media 
as one of the promotion and marketing strategies has a 
significant effect on increasing business transactions and can 
increase the income of the business actors. The next researcher 
is suggested to use other research methods so that the expected 
results are more comprehensive and in-depth. Table 1. Model 
Summary. 
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