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ABSTRACT 

The current development is where start-ups and MSMEs continue to innovate to overcome the country's problems 

caused by the prolonged COVID-19 outbreak. The emergence of the digital platform can, of course, be a huge market 

opportunity for the growth of MSMEs, especially in Buleleng Regency. This opportunity is extensively utilized by start-

up companies that are currently emerging. This study analyzes the development of MSMEs as proxied by an increase 

in MSME income through start-up on-demand services to support the digitalization of local product marketing in the 

Buleleng Regency. These variables include the effect of price discounts, payment options, and increased sales prices on 

start-up on-demand services. Through testing these variables, it will be possible to analyze the growth of MSMEs, which 

is proxied by the increase in MSME income in the Buleleng Regency. The research subjects are MSME actors in 

Buleleng Regency with probability sampling for sampling. Data were analyzed using multiple regression. This study 

revealed a significant influence of price discount variables, payment options, and increasing sales prices on increasing 

MSME income through the use of start-up on-demand services. 

Keywords: Growth, Marketing, MSME, Start-Up on-Demand Service. 

1. INTRODUCTION 

Technology brings significant changes in the field of 

marketing along with the development of online media 

that are more cost-efficient. The high cost of marketing 

using conventional methods has resulted in many small 

companies trying to grow unable to optimize their 

activities [1]. Start-ups and MSMEs have begun to 

innovate to address this country's problems amid the 

Covid-19 pandemic. Especially at this time, Indonesia 

can become a Southeast Asia that implements 

digitalization in the economy. It is estimated that by 

2025, the value of digital economy transactions is 

projected to reach 1.826 trillion rupiahs. However, 

according to the Ministry of Cooperatives and SMEs, 

until 2020, only 10.25 million MSMEs are present using 

the digital platform, which means 16% of the MSMEs 

total number in Indonesia [2]. 

The emergence of the digital platform can, of course, 

be a huge market opportunity for the growth of MSMEs, 

especially in Buleleng Regency. This opportunity is 

extensively utilized by start-up companies that are 

currently emerging. The start-up itself is a start-up 

company that tends to be engaged in technology. 

According to the Investment Coordinating Board, during 

February 2019, there were 20,070 start-up companies in 

Indonesia, where these companies were in the on-demand 

services, financial technology, and e-commerce sectors 

which experienced the highest growth. Bukalapak is the 

top-ranked start-up with a score of 85,085 in Indonesia.  

In addition to domestic start-ups, Indonesia is also 

enlivened by the emergence of start-ups from abroad, 

such as Grab, Shopee, and others. Grab is a company that 

provides services when users need services provided by 

the company or often referred to as on-demand 

applications. Grab is one of the shuttle transportations 

services, but now Grab has developed and presents 

several new services. The services provided by Grab are 

Car, Food, Bike, and Express. Indonesia has reached 126 

cities from both big and small towns [3]. When COVID-

19 hit Indonesia, the challenges to start-up development 

became unpredictable. Specific economic segments were 

severely affected, resulting in several large start-ups in 

the tourism industry being unable to maintain their 

viability. 

On the other hand, e-commerce, educational, fintech 

start-ups, to on-demand services have undergone 

enormous changes and developments. The existence of 

social restrictions during the pandemic impacts the 

limited activities of the community outside the home, 

which then also affects fluctuations in sales using e-

commerce in Indonesia, especially in the retail sector. 

Consumers then buy many necessities such as food, 

beverages, health, and household needs [2]. 
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Digital payment systems have experienced 

unexpected improvements during the COVID-19 

pandemic. According to the Payment System Policy 

Department of Bank Indonesia, this increase is shown by 

e-commerce transactions in January-September 2020, 

amounting to 180.74 trillion rupiahs. Indirectly, this 

encourages a relatively rapid development in digital 

transformation in Indonesia. The existence of physical 

distancing rules has an impact on community activities 

carried out through digital platforms. Transactions using 

electronic money have increased sharply over the past 

two years. In 2018, the transaction value, initially 33.67 

trillion rupiahs, experienced a spike from 2019 to 2020, 

namely 145.1 trillion rupiahs to 144.6 trillion rupiahs [4]. 

A very significant increase in internet usage is the 

main element that supports e-commerce penetration. 

Since 2000-2019, Internet users have increased by 

1.156% globally, while growth for Indonesia itself has 

reached 8.463%, with the number of Internet users 

ranking fourth (Internetworldstats, 2019). The adoption 

of e-commerce has become an urgent matter for MSMEs 

in supporting the economy. However, the Ministry of 

Communication and Information (2019) confirmed that 

in 2017, 4.7 million Indonesian MSMEs were using 

digital platforms (about 7.4%) of the total MSMEs. 

Current developments show that only a few MSMEs are 

adopting e-business and e-commerce amid extraordinary 

technological growth in the economic field. This number 

has increased from 9.61 million in 2018 to 104.4%, 

which shows the high enthusiasm of MSME actors to use 

digital access in carrying out their business activities [5]. 

In 2018, almost 90 per cent of sales in Indonesia were 

dominated by imported products. The government has 

made several efforts to support the growth and 

development of local products, but so far, they have not 

been optimal. This government support for start-ups to 

grow big by capturing small opportunities that big 

businesses don't see, including providing unique products 

imported directly from farmers and MSMEs in rural 

areas. So at least, these efforts help farmers, ranchers, and 

artisans sell their products in the form of raw and finished 

goods in packaging such as snacks, traditional drinks, 

kitchen spices, and others. 

The food industry is experiencing rapid growth in 

Buleleng Regency, along with the needs and job 

opportunities amid economic pressure due to the 

COVID-19 pandemic; in addition to the increasing public 

demand for food, this industry continues to develop. 

Start-up companies use this opportunity to provide 

delivery services to make it easier for the community and 

more practical. Based on data from Bank Indonesia, the 

value of online transactions in the food industry is quite 

promising, even reaching a deal of 2.313 trillion rupiahs 

in 2018. One of these start-up companies is Grab, with its 

service known as Grab food. Ease of payment and time 

efficiency makes this service very popular with the 

public. 

The partnership between Grab and MSMEs is one of 

the development strategies to increase Grab food's 

number of consumers and sales partners. There is a 

profit-sharing agreement that Grab's sales partners must 

pay for the sale of their products due to the use of the 

service. Along with the development of its business, Grab 

carries out various service innovations to attract the 

interest of its users. Promotional pricing is also given to 

users. 

Food delivery services are starting to dominate in 

several cities in Indonesia, including Singaraja, which is 

categorized as a small city. The selling point of Grab 

food, which provides food delivery services to 

consumers, is very much needed in Singaraja. The 

existence of an agreement on a revenue sharing system 

between MSMEs and start-ups on demand makes 

business actors try to increase the price of their products 

on the application. The product owner sets the selling 

price to cover production costs and the percentage of 

profit that the seller wants for the product [6]. This study 

analyzes the growth of MSMEs as proxied by an increase 

in MSME income through start-up on-demand services 

to support the digitalization of local product marketing in 

the Buleleng Regency. These variables include payment 

options, price discounts, and sales price increases at start-

up on-demand services. Through testing these variables, 

it will be possible to analyze the growth of MSMEs, 

which is proxied by the rise in MSME income in the 

Buleleng Regency.  

2. LITERATURE REVIEW 

Theory of Reason Action was developed by [7], is 

very helpful for researchers in understanding and 

predicting individual attitudes and behaviour [8]. TRA's 

ability to predict this makes this theory often used as a 

theoretical model in information systems. The 

performance possessed by a person towards a specific 

behaviour determines the goal to carry out a behaviour, 

then the plan is also determined by subjective attitudes 

and norms [9]. There are determining factors in deciding 

technology acceptance behaviour, including behavioural 

intention combined with attitudes and norms. The 

development of the Technology Acceptance Model 

provides an understanding of the various elements that 

affect technology acceptance. The theory tries to analyze 

through a model derivative of Reasoned Action Theory, 

developed by [10]; [11]. 

In addition, some factors affect the implementation of 

a system. These factors, including (1) Perceived 

usefulness, which is a measure of individual confidence 

regarding performance improvement supported by the 

implementation of a system [9], [12], including work 

effectiveness, increased performance, increased 
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productivity, and work efficiency and usefulness. The 

individual's belief in the service of a system will further 

encourage him to use it and the opposite situation. (2) 

Perceived usability is measured when individuals believe 

that technology systems will free them from the business. 

Then the perceived use will reduce the effort expended 

when using it (both time and effort). (3) Intention to use 

is a person's level as a behavioural tendency in applying 

technology. According to [13], TAM aims to explore 

external dimensions impact on attitudes, especially in 

achieving internal trust, desires, and goals. According to 

[14], TAM helps observe individual perceptions 

regarding applying information technology in their 

activities.  

Professionalism in managing the company 

dramatically affects the development of the company. 

The primary purpose of the marketing concept is the level 

of sales volume, meaning that profits will be obtained by 

selling products to consumers. Thus, increasing sales 

volume becomes one of the main goals, where sales 

become an activity in marketing. An increase in sales 

volume refers to the maximum value consumed by an 

individual in a period in the hope of getting the same state 

at the end of the period. thus income is also interpreted as 

remuneration for the factors of production, while revenue 

is the amount that producers get in the form of money 

from the sale of their goods. In line with Keynes's 

statement, income is identified with changes in the 

number of factors of production and the ability of each 

unit to generate income. From a macroeconomic point of 

view, income is also defined as the value of goods and 

services produced in one year in a country [15]. 

Start-up on demand is a newly growing business 

hoping to lead the market with the original idea by its 

founder [16]. Start-ups are also included in a company 

engaged in the creative economy, where there is an 

opportunity to develop the creative industry sector in a 

knowledge-based modern economy. This sector is 

expected to increase income and expand employment 

opportunities that are greater than the others. [17] states 

that a start-up on-demand is an organization formed to 

get new business that repeats itself with market demand 

as a reference. The same thing was also conveyed by [18], 

who said that a start-up on-demand is the design of an 

institution with new products or services under pressure 

from uncertain conditions. [19] stated that the use of 

technology in a start-up on-demand with technical 

problems must be resolved. Start-up on-demand is run to 

produce innovations in solving problems in people's 

lives. 

A discount by a wholesaler or manufacturer to a 

retailer at the selling price or catalogue price. Cash 

discounts are price reductions given to debtors to 

motivate debtors to make payments within the specified 

time. These discounts are meant to speed up expenses and 

thus provide cash flow to the company. Both of these are 

sometimes used as promotional tools [20]. According to 

[21], price reductions that have been set are referred to as 

price discounts because the buyer has agreed on the 

conditions. 

Meanwhile, according to [22], price discounts are an 

adjustment to the base price for rewards for customers in 

terms of early bill payments, purchase volume, and 

purchases out of season. [23] said that discounted prices 

are price reductions in cash or otherwise. According to 

[24], the payment system includes rules, institutions, and 

mechanisms in fund transfer activities about economic 

activities. For this reason, his understanding is in line 

with the notion of money as an intermediary in goods, 

services and financial transactions, which consist of cash 

and non-cash payment systems. [25] stated that non-cash 

payments are payment mechanisms without using 

currency but using paper-based payments and card-based 

payments. The non-cash payment system is a payment 

system without money, and it complements the cash 

payment system. 

The selling price is the amount of compensation to get 

the desired product or service, where the company will 

set the price of its products in the hope of optimizing 

profit. According to [26], the selling price impairs 

monetary units on the goods or services sold. [6] also 

explained that the price must cover costs, where the 

selling price is the same as production costs plus a 

markup. The selling price plays a significant role in 

obtaining MSME profits. Consistent with the research of 

[5]; [27]; [28]; [29]. However, different results were 

presented by [30] and [31], which stated that several 

other factors affect the income of MSMEs besides the 

selling price. The price is also related to the attributes that 

complement a product and become a motive that 

encourages consumers to shop. 

MSMEs through Grab have increased the sales price 

accompanied by providing promo attractiveness to 

service users. The price promo policy in discounts is 

given in cash to attract buyers to buy the products offered. 

The seller's product price's value to the buyer is 

determined based on the specified conditions. This price 

discount is expected to impact increasing sales and 

income of product sellers [23]. Research by [32] shows 

that product description, claim settlement, visual 

pictures, tools in payment and response for the customer 

are some of the dimensions that influence customer 

convenience. All of the elements turn out and being 

preeminent things for customers who buy clothes. In a 

study conducted by [33] on 183 Lihtuan consumers who 

buy online, four factors influence customer behaviour: 

consist of IT technology and skills knowledge, online 

shopping behaviour, type of culture, price, product 

information on the website, and type of product. [34] 

found that significant elements such as convenience and 

prices/discounts influence online shopping. Meanwhile, 

ads and recommendations are less effective. 
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Based on the background described, this study 

attempts to analyze the growth of MSMEs as proxied by 

the increase in MSME income through start-up on-

demand services to support the digitalization of local 

product marketing Buleleng Regency. When detailed, the 

hypothesis of this research is formulated as: H1: price 

discounts affect increasing the income of MSMEs in 

Buleleng Regency through the use of start-up on-demand 

services; H2: Payment options affect increasing MSME 

income in Buleleng Regency through the use of start-up 

on-demand services; H3:  The increase in selling prices 

affects increasing the income of MSMEs in Buleleng 

Regency through the use of start-up on-demand services.  

3. RESULTS & DISCUSSION 

The COVID-19 pandemic provides opportunities for 

MSMEs to develop local products through marketing 

services by start-up companies. The growth of MSMEs 

can be measured by increasing their income. The 

development of MSMEs in the form of increasing their 

income through the use of start-up on-demand services to 

support the marketing of local products in Buleleng 

Regency is the study goal and trying to prove a new 

theory constructed from the results of previous studies by 

combining the effects of price discounts, payment 

options, and price increases selling to increase MSME 

income. The use of independent and dependent variables 

includes price discounts, payment options, and an 

increase in sale price. While the dependent variable: an 

increase in MSME income. 

Table 1. Respondents Data Characteristics 

Descriptive Information N (%) 

Gender 
Men 

Woman 

80 

70 

53% 

47% 

 Total 150 100% 

 

 

Last 

Education 

 

Middle 

School/Equivalent 

High School/Equivalent 

Bachelor 

Others 

15 

100 

30 

5 

10% 

67% 

20% 

3% 

 Total 150 100% 

 

Age 

20-30  

31-40  

41-50  

51 < 

70 

50 

25 

5 

47% 

33% 

17% 

3% 

 Total 150 100% 

The research location is in Buleleng Regency. The 

sample was obtained using probability sampling using 

proportionate cluster random sampling so that there were 

150 MSMEs engaged in the food industry [35]. Data 

collection methods in this study are observation and 

interviews. Observation is a non-behavioural observation 

method to collect secondary data from relevant agencies 

such as data on the number of MSME actors in the food 

industry in Buleleng Regency. While, Interviews were 

conducted with respondents who in this study were SMEs 

in the food industry in Buleleng Regency. 

To be able to achieve the research objectives, the data 

that has been obtained is analyzed by descriptive 

qualitative analysis. Descriptive analysis is used to 

explain quantitative data, variables, research indicators, 

including defining the results of in-depth interviews 

conducted in the field to obtain in-depth answers to 

specific problems that may occur. Quantitative analysis, 

using hypothesis testing with statistical tests, while data 

processing and analysis are done through multiple 

regression equations. 

MSME owners who collaborate with Grab food in the 

Singaraja area are respondents in this study. The research 

data was collected through an online questionnaire in a 

Google Form filled out by 150 MSMEs. Table 1 shows 

that most of the respondents are dominated by men with 

a high school education level/equivalent and an average 

age of 20-30 years. This shows the increased interest of 

young people in running a business. This research uses a 

descriptive statistical test with SPSS 21.0 for the Window 

program. 

Table 2. Validity 

Variable Instrument 
Pearson 

Correlation 

Cronbach’s 

Alpha 

Price Discount 

X1.1 0,438** 0,737* 

X1.2 0,655**  

X1.3 0,676**  

X1.4 0,666**  

X1.5 0,686**  

X1.6 0,537**  

Payment 

Options 

X2.1 0,683** 0,756* 

X2.2 0,729**  

X2.3 0,685**  

X2.4 0,645**  

X2.5 0,572**  

X2.6 0,524**  

Selling Price 

Increase 

X3.1 0,861** 0,799* 

X3.2 0,839**  

X3.3 0,883**  

X3.4 0,853**  

X3.5 0,751**  

X3.6 0,624**  

Increased 

revenue 

Y1.1 0,616** 0,745* 

Y1.2 0,628**  

Y1.3 0,689**  

Y1.4 0,676**  

Y1.5 0,534**  

Y1.6 0,726**  
**Significant at < 0.05 

*Reliable with cronbach alpha values above 0.6. 

 

Advances in Economics, Business and Management Research, volume 197

62



  

 

Variables X1, X2, X3, Y have an average value close 

to the maximum value. It means that all variable has 

almost the same value. The distribution of respondents' 

answer choices is on a scale of 4 to 5. This indicates that 

most of the respondents agree and strongly agree with the 

indicators asked. Testing the validity of the data by 

observing the bivariate correlation between each 

indicator score and the total construct score, where a 

significant result is < 0.05 or r-count > r-table value, the 

indicator is declared valid. The results of the validity test 

with bivariate correlation are presented in Table 2. 

The analysis using the Kolmogorov-Smirnov Z of 

0.686 with a significance value (Asymp. Sig. 2-tailed) 

0.735 and a significance > 5% = normally distributed. 

The VIF value in Table 3 shows that X1, X2, X3 

(independent variable) is < 10 and tolerance value is > 

0.1, so there is no multicollinearity. Meanwhile, to 

determine the presence or absence of heteroscedasticity 

using the Glejser test. Table 4 shows that the independent 

variable shows no heteroscedasticity. Likewise, with the 

significance value of the independent variable > 0.05. 

 

Testing of the research model uses multiple linear 

regression to see the influence of each independent 

variable on the dependent variable (see Table 5). 

Calculations obtained through regression analysis are 

described in the form: 

Y = 3.005 + 0.404X1 + 0.140X2 + 0.332X3                (1) 

The information and interpretation: 

1. Price discount variable (X1) has probability value < 

0.05. Then H1 is accepted; namely, the price discount 

has a positive and significant effect on increasing 

income. 

2. The payment choice variable (X2) has a probability 

value <0.05. Then H2 is accepted. Namely, the choice 

of payment has a significant effect on increasing 

income. 

 

3. The selling price increase variable (X3) has a 

probability value <0.05. Then H3 is accepted. 

Namely, the increase in selling price has a positive 

and significant effect on increasing income. 

 

The F statistical test shows the significance value is 

0.000 or less than 0.05 (See Table 6). The coefficient of 

determination is 0.568, which means 56.4% of the 

variation that occurs to high or low income is due to 

variations in price discounts, payment options, and 

increased selling prices. In comparison, other variables 

can cause the remaining 43.6%. 

 

The discounted price is given to the buyer as a price 

reduction when the seller offers the product. The discount 

price provided by the seller is expected to increase sales 

and offer increased profits to the seller. The theory of 

TAM expressed by [36] shows that external factors affect 

beliefs, attitudes, and the purpose of using technology. 

The discount price offered as the external factors caused 

by the determination of the discount by the service 

provider. This discounted price policy will be used as a 

Table 3. Multicollinearity 

Model Collinearity 

Statistics 

Information 

Tolerance VIF 

Price Discount 
0,870 1,149 

No-

Multicollinearity 

Payment Options 
0,838 1,193 

No-

Multicollinearity 

Selling Price 

Increase 
0,960 1,042 

No-

Multicollinearity 

 

Table 4. Heteroscedasticity Test Results 

Model Sig. Information  

Price Discount 0,720 Heteroscedasticity does not 

occur 

Payment Options 0,783 Heteroscedasticity does not 

occur 

Selling Price 

Increase 

0,854 Heteroscedasticity does not 

occur 

 

Table 5. Multiple Linear Regression Analysis  

Mod

el 

Unstandar

dized 

Coefficient

s 

Standa

rdized 

Coeffic

ients 

t Sig. 
Collinearity 

Statistics 

B 
Std. 

Error 
Beta   

Toler

ance 
VIF 

(Cons

-tant) 

3,005 1,684  1,785 0,076   

X1 0,404 0,067 0,350 6,032 0,000 0,870 1,149 

X2 0,140 0,049 0,168 2,843 0,005 0,838 1,193 

X3 
0,332 0,032 0,580 10,50

9 

0,000 0,960 1,042 

a. Dependent Variable: Y 

Table 6. F Statistical 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

 Regression 539.501 3 179.834 65.330 .000b 

1 Residual 401.892 146 2.753   

 Total 941.393 149    

a. Dependent Variable: Y 

b. Predictors: (Constant), X3, X1, X2 
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basis for sellers to take a stand to use the technology-

based sales system offered by the service provider, in this 

case, Grab food. 

The use of the technology-based sales system offered 

by Grabfood aims to increase the MSMEs' income, which 

will impact the profit of MSMEs. The indicators used in 

this study are the use of price discounts about profit. This 

benefit measures the number of benefits that MSMEs get 

when a discounted price policy is implemented by Grab 

food. The next indicator is the amount of the discount. 

The amount of the value in question is the discount policy 

set by Grabfood with different amounts and is related to 

the profit that can be achieved by the seller when there is 

a discount policy. Based on theoretical studies and the 

results of data analysis, the implication is that discount 

prices positively and significantly influence the increase 

in income. This study is in line with research conducted 

by [37] and [38], which state that price discounts 

significantly affect profit and increase sales volume. 

The payment options in this study indicate the choice of 

a digital-based payment system whose transactions do 

not use physical money. Bank Indonesia stated that 

transactions using non-cash payments are currently 

overgrowing. Throughout 2019, the transaction volume 

in 2.92 billion and grew by 16,600 times since 2009. This 

moment caused Grabfood to offer non-cash prices to 

every merchant. The goal is to increase non-cash 

payment users so that customers prioritize purchases 

from MSMEs that provide non-cash payment systems, 

with the non-cash payments provided by Grabfood to 

MSMEs that work together, causing an increase in sales 

volume, thereby increasing profits that MSME can 

obtain. Non-cash charges, if associated with the theory of 

the Technology Acceptance Model, are incorporated in 

the perceived usefulness factor. Perceived usefulness is a 

person's level of confidence to implement a technology 

system to improve its performance. [12] states that if 

someone believes a technological system can be helpful 

to improve their performance, the system will be used, 

and vice versa. 

For this reason, collaborating with service providers 

who offer non-cash payments is believed by the seller to 

improve their work performance in selling the products 

being sold. This increase in performance will have an 

impact on increasing revenue which can increase profit 

from the seller. For this reason, it can be stated that the 

choice of payment affects rising income. Consistent with 

[39] research, where payments using a non-cash system 

are more favoured by customers, this increases revenue 

or profit for MSME actors who provide non-cash 

payment systems in purchasing their products. 

The selling price indicated an increase in the number 

of costs set by the seller. The profit-sharing system found 

at Grabfood causes an increase in the price of the 

products sold; an increase in the selling price will affect 

the rise in income obtained. Based on the technology-

based sales system offered by Grabfood, the increase in 

sales prices is included in the perceived usefulness factor. 

The increase in sales prices at Grabfood helps increase 

business productivity; if business productivity increases, 

of course, the income from the seller will increase. Based 

on the theory, it can be said that the increase in sales price 

significantly affects the acquisition of revenue. Then the 

increase in selling prices has a positive effect on 

increasing income. The results of this study are also 

consistent with the research of [40], which states that 

price increases significantly affect the revenue generated 

by MSMEs. 

4. CONCLUSION 

This research implies that the increasing price 

discount will increase the seller's income. The positive 

relationship is due to customers who take advantage of 

price discounts to buy products sold, with an increase in 

customers; of course, an increase in income occurs on the 

part of MSMEs. In the future, payment options through 

non-cash payments play an important role in increasing 

revenue. This study reveals that the choice in transactions 

using non-cash will increase the income of MSMEs. This 

is due to the increasing number of users transactions 

along with the ease of transactions. The existence of non-

cash transaction payment options will increase the 

number of customers who buy from the products sold, 

resulting in an increase in income from MSMEs. 
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