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The research entitled "Digital SMEs 
Development Models And Strategies In Ambon 
City" is an interesting thing to research, relating 
to the important role of SMEs in the Indonesian 
economy. This is proven by various research 
results which say that SMEs are a type of 
business that can withstand the shocks of the 
economic crisis. On the other hand, the Ministry 
of Industry launched a strategy for making SMEs 
in the era of technology 4.0 to empower SMEs 
that are competitive at local, national and 
international levels. The quarterly rate of 
economic development reached 2.06 percent (q-
to-q), while y-on-y grew 5.73 percent and 
annually or cumulatively reached 15.11 percent 
(c-on-c). Based on the 2016 Economic Census, the 
number of SMEs in Maluku Province was 147,000 
or 99.15%, with labor absorption of 0.35 million 
people or 87.75%. (BPS: Economic Census, 2016). 
This shows that SMEs have a strategic role in 
absorbing labor. In line with this, the 
development of digital SMEs is important for 
adopting communication and information 
technology innovations in the business world, in 
order to increase competitiveness and manage 
resources efficiently. The reality of the role of 
SMEs in the business world by adopting 
technological innovation needs to be explored in 
this research, so the objectives of this research are 
as follows: (1) Building an ideal model for using 
digital technology in the 4.0 era for SMEs in 
Ambon City 

 
 
 
 
 

https://doi.org/10.55927/ijsmr.v1i10.6802
mailto:salomijh@gmail.com
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/


Hehanussa, Istia 

1282 
 

INTRODUCTION  
The Covid-19 pandemic and the New Normal Era have become a global 

problem, including in Indonesia, giving economic, social and political 
implications (Susilawati, Falefi, Purwoko, 2020). The same thing was experienced 
in Maluku Province, where the economy of Maluku Province for the fourth 
quarter of 2022, the rate of economic development on a quarterly basis reached 
2.06 percent (q-to-q), while for y-on-y it grew 5.73 percent and on an annual basis 
or cumulatively reaching 15.11 percent (c-on-c). (BPS Maluku Province, 2022). 
Referring to the reality of economic growth based on the data above, the Covid-
19 pandemic has caused a contraction in the economic growth of Maluku 
Province. The economic impact of Covid-19 is also felt by SMES players, 
considering that SMEs occupy a strategic position in the economy of the Maluku 
Region. Based on the 2016 Economic Census, the number of SMEs in Maluku 
Province was 147,000 or 99.15%, with labor absorption of 0.35 million people or 
87.75%. (BPS: Economic Census, 2016). This shows that SMEs have a strategic role 
in absorbing labor. 

Paying attention to the reality of what is happening to SMEs, a study from 
the Mc.Kinsey Institute states that if SMEs use e-marketplaces to sell, then SMEs 
can grow twice as fast as without e-marketplaces. The concept of online 
marketing continues to be promoted by the Maluku Provincial Government, in 
this case through the Small and Medium Enterprise Group Integrated Business 
Service Center (PLUT KUKM). Therefore, currently PLUT KUKM has six (6) 
consultants in each field of work, namely IT, marketing, HR, institutional, 
production and financing. The role of these six (6) fields is to guard SMEs amidst 
the Covid-19 pandemic, so that they can increase sustainable competitiveness. 

Based on the current reality, it is important that SMEs must sell online. On 
the other hand, SMEs are faced with a number of fundamental problems, namely 
business capital and lack of innovation. Digital transformation in SMEs must 
receive attention. Especially in pandemic conditions like the current one, it 
should be used as momentum to accelerate digital transformation in all fields, 
including for SMEs. "Some time ago President Jokowi said very interesting things 
regarding digital transformation and SMEs. That this pandemic must be used as 
momentum to accelerate digital transformation which has become part of the 
National Medium Term Development Plan (RPJMN). So this matter must be 
given serious attention by stakeholders. 

In order to encourage digitalization and make it easier for SMEs to face 
the changes that are occurring, the government has increased ease of access and 
transferred technology to SMEs so that they can survive in business competition 
(Slamet et al., 2016). The ability to master digital devices and the internet is an 
absolute thing that must be mastered by SMEs if they want to survive in 
competition (Purwana, Rahmi, & Aditya, 2017). Research by Delloitte Access 
Economics (2015) states that consumers are increasingly accustomed to making 
decisions based on digital content and going online when purchasing goods. 

This is a challenge but also a promising business opportunity for SMEs in 
Indonesia. From 2018 to 2020, digital-based Micro, Small and Medium 
Enterprises (SMEs) in Maluku increased by 80.23 percent. 
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https://ambon.tribunnews.com. This explains that digital-based SMEs continue 
to increase. This increase is due to the role of the government, both regional 
governments, through product marketing by signing us with modern outlets 
such as Alfamidi and Indomaret, opening space through local e-catalogs, and 
providing free 1,000 NIB permits. The Ambon city government also facilitates 
assistance to produce quality products through related agencies, and the city 
government also collaborates with BUMN to develop SMEs. 

Apart from that, Bank Indonesia through financial inclusion. 
Digitalization of SMEs is a step for BI in accelerating the development of digital 
SMEs amidst the rapid development of digital technology. The SMES 
Digitalization Program includes e-Farming with the use of digital technology in 
agriculture to increase production capacity and cost efficiency. E-Commerce 
includes strengthening capacity in digital marketing and marketing SMEs to 
global markets via digital platforms. Supporting e-Financing in the form of 
digital applications for SMEs (SI APIK). As well as, digital payment facilities to 
facilitate SMES transactions (QRIS UMKM). https://www.bi.go.id/Based on 
this, this research seeks to formulate a strategy for developing digitalization of 
MSMEs to support the development of MSMEs and as input for MSME players 
in implementing digitalization in their business processes. 
 
LITERATURE REVIEW 
Readiness of SMEs 

For the development of SMEs in entering industry 4.0, SMES actors are 
required to be prepared. Assessing the readiness of a business to adopt new 
innovations is an important prerequisite for developing and following market 
developments. Information and communication tiechnology plays an important 
rolie in thie world of businiess and industry (Aboielmagied, 2014). Furthiermorie, this 
riesiearch shows that thie rieadiniess of SMiEs can bie sieien from thie SMiEs' intiention 
to adopt tiechnology. information from thie piercieption of ieasie of usie and 
usiefulniess which is supportied by basic optimism, innovativieniess, and a siensie of 
siecurity in thie ieasie of using IT, but fieiels insiecurie and uncomfortablie. (Achjari D 
and friiends, 2011). 
Businiess Succiess 

Businiess succiess is a situation whierie thie businiess iexpieriiencies an incrieasie 
from prievious riesults. Businiess succiess is thie main goal of a company, whierie all 
activitiies in it arie aimied at achiieving succiess. Businiess succiess according to 
Suyatno and Purnama, (2010) is influiencied by sievieral factors. Onie of thie goals of 
ieviery ientrieprienieur is thie company's businiess pierformancie. Businiess 
pierformancie can bie sieien from sievieral aspiects, namiely: financial pierformancie 
and company imagie. According to Algifari (2003) businiess succiess can bie sieien 
from thie iefficiiency of thie production prociess which is groupied into ieconomic 
iefficiiency. Mieanwhilie, Primiana (2009) bieliievies that productivie distribution, 
sufficiient capital, and achiieviemient of organizational goals arie indicators of thie 
succiess of a businiess. Riesiearch conductied by Suyatno and Purnama, (2010) who 
iexaminied thie dietierminants of businiess succiess found that thie succiess of small 
businiessies is charactierizied by risk-taking biehavior and innovation. According to 
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Tambunan (2002), thie factors that influiencie businiess succiess can bie sieien from 
two factors, namiely iextiernal factors and intiernal factors. iExtiernal factors that 
influiencie thie succiess of a businiess can bie dividied into two, namiely goviernmient 
and non-goviernmient factors. Goviernmient factors that influiencie includie 
ieconomic policy, burieaucrats, politics and thie lieviel of diemocracy. Non-
goviernmiental factors that influiencie includie socio-cultural, labor conditions and 
labor systiems, ieconomic systiems, community culturie, community ieducation 
lieviel, infrastructurie conditions, and thie global ienvironmient. Intiernal factors that 
influiencie includie thie quality of human riesourcies, participation, organizational 
mastiery, businiess culturie, organizational structurie at thie ientrieprienieurial lieviel, 
businiess nietworks with iextiernal partiies, managiemient systiems, and capital 
striength. 

Thie succiess of a businiess is influiencied by sievieral factors, according to 
Storiey (2002), businiess succiess can bie sieien from thie charactieristics of small and 
miedium businiessies which includie: liength of opieration, businiess sizie, sourcie of 
capital, location and origin of thie company. Contiextual variablies includie: 
markieting, acciess to information, liegality, businiess planning, tiechnology, 
compietition, managiemient tieam, goviernmient policy, innovation and businiess 
piermits. 
Succiess according to Kasmir (2007) rievieals that thie indicators for mieasuring 
organizational pierformancie or businiess succiess arie as follows: 

a. Changies in iemploymient lieviels includie output, tiechnology, capital 
riesiervies, adjustmient miechanisms, and thie influiencie of changies in status. 

b. Productivity is mieasuried from changies in output to changies in all input 
factors (labor and capital) 

c. Financial ratios by rieducing iemployieie costs and incrieasing iemployieie 
addied valuie. Thie succiess of a businiess is synonymous with thie 
dievielopmient of thie company. This tierm is diefinied as thie prociess of 
incrieasing thie quantity of company dimiensions. Dievielopmient of a 

In riesiearch using at lieast 4 mieasuriemient indicators bielow, namiely, according to 
Riyanti (2003) thie succiess of a businiess consists of: 

1) Incrieasied turnovier 
2) Incrieasied salies volumie 
3) Incrieasie in thie numbier of iemployieies 
4) Incrieasie in thie numbier of customiers and transactions 

Capital 
Riyanto (2001) businiess capital is absolutiely nieciessary to carry out 

businiess activitiies. Thierieforie, a ciertain amount of funds is nieiedied as thie 
financial basis for thie businiess bieing promotied. Sourcies of businiess capital can 
bie obtainied from own capital, goviernmient assistancie, financial institutions, 
both banks and non-bank financial institutions. Capital is a businiess factor that 
must bie availablie bieforie carrying out activitiies. Thie sizie of thie capital will 
influiencie businiess dievielopmient in achiieving incomie. 
Tiechnology 

Tiechnology is a sciientific miethod to achiievie practical goals; appliied 
sciiencie or thie mieans to providie goods nieciessary for human survival. Incrieasing 
markiet compietition forcies SMiES playiers to improvie thieir quality so that thiey 
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havie compietitivieniess and addied valuie in national and intiernational markiets. 
Thus, of coursie thie rolie of tiechnology is viery nieciessary in thie succiess of a 
businiess. 

Tiechnological rieniewal that occurs in a country doies not occur in onie typie 
of tiechnological innovation (which is homogienieous) but in various typies, and 
occurs simultanieously at various lieviels. iEach typie of niew tiechnology will havie 
a diffierient impact on thie production of an itiem. Tiechnological progriess is 
groupied into 3, namiely: tiechnological progriess which is ablie to savie labor, 
which is ablie to savie thie usie of capital, and tiechnological progriess which is 
nieutral, that is, it has no ieffiect on labor and capital Salvatorie (1996). 

Most SMiEs in Indoniesia usie traditional tiechnology and do it manually. 
Thie limitied usie of tiechnology by SMiEs in Indoniesia is causied by limitied capital 
to purchasie iequipmient or usie modiern tiechnology and limitied human riesourcies 
capablie of opierating modiern tiechnology. This limitied mastiery of tiechnology 
riesults in low total production factors and lack of iefficiiency in thie production 
prociess, as wiell as low quality of thie products producied Tambunan (2002). 
iGoviernmient Support 

According to Giedie (2009), in dievieloping SMiEs, thie goviernmient's 
ieffiectivie and optimal rolie is riealizied as a facilitator, riegulator and catalyst: Thie 
goviernmient has a rolie in facilitating SMiEs to achiievie thieir businiess 
dievielopmient goals. If SMiEs havie wieakniessies in thie production siector, thie 
facilitator's job is to providie SMiES capabilitiies in various ways, for iexamplie by 
providing training. Likiewisie, if SMiEs arie wieak in tierms of funding, thie 
facilitator's job is to hielp find a way out so that SMiEs can giet thie funding thiey 
nieied, but this must bie donie cariefully so that SMiEs arie not diepiendient. In thie 
contiext of thiesie facilitiies, thie goviernmient can takie thie form of: 
a) Provisions can bie in thie form of moniey or subsidiies for goods or siervicies. 
b) Priviliegies, whiethier in thie form of rieliief or striength in liegal mattiers. 
c) Sieparatie wisdom. 

Thie facilitiies providied by thie goviernmient may diepiend on how thie 
goviernmient viiews thie iexistiencie of SMiEs that will bie providied with facilitiies: 
Businiess Managiemient 

Managiemient is thie prociess of planning, organizing, diriecting and 
supiervising thie iefforts of organizational miembiers and thie usie of othier 
organizational riesourcies in ordier to achiievie siet goals. Stonier (2004). 

Managiemient is diefinied as a prociess of planning, organizing, 
coordinating and controlling riesourcies to achiievie goals ieffiectiviely and 
iefficiiently. iEffiectivie mieans that goals can bie achiievied according to planning, 
whilie iefficiient mieans that iexisting tasks arie carriied out corriectly, organizied and 
according to schiedulie. Griffin (2004) 

Thie prociess of coordinating and intiegrating work activitiies so that thiey 
arie complietied iefficiiently and ieffiectiviely through othier pieoplie. iEfforts to achiievie 
ciertain goals through thie activitiies of othier pieoplie, including planning, 
organizing, activating and controlling. 
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Digital Markieting 
Digital Markieting can bie diefinied as markieting activitiies including 

branding that usie various wieb-basied miedia (Sanjaya & Tarigan, 2009). iE-
Markieting or digital markieting is diefinied as thie usie of digital tiechnology to 
achiievie markieting goals as wiell as iefforts to dievielop or adapt thie markieting 
conciept itsielf, bie ablie to communicatie on a global scalie, and changie thie way 
companiies do businiess with customiers (Ali, 2013). Digital markieting is 
markieting using digital application of tiechnology. Onie form of digital markieting 
using ieliectronic miedia or thie intierniet is intierniet markieting (ie-markieting). iE-
Markieting is a markieting prociess that usies ieliectronic communication 
tiechnology, iespiecially thie intierniet. Thie rolie of digital markieting stratiegy can bie 
important in following dievielopmients in digital tiechnology and dievieloping 
plans to attract consumiers and diriect thiem to a combination of ieliectronic and 
traditional communication (Chaffiey, Chadwick, Mayier, & Johnston, 2009). 
According to Chaffiey (2009:10) rietiention can bie achiievied by incrieasing 
knowliedgie about consumiers such as profilies, biehavior, valuies and lieviel of 
loyalty, thien combining targietied communications and onlinie siervicies according 
to ieach individual's nieieds. Digital markieting is markieting activitiies including 
branding that usie various wieb-basied miedia such as blogs, wiebsities, ie-mail, 
AdWords, or social nietworks (Sanjaya & Tarigan, 2009). Thie priesiencie of digital 
markieting is causied by thie advanciemient of tiechnological dievielopmients with 
Wieb 2.0 couplied with mobilie tiechnology, quotied from thie book Cracking Zonie 
by Rhienald Kasali (2011) whierie with mobilie tiechnology, ievieryonie who has an 
intierniet nietwork can giet accuratie information just at thieir fingiertips. 
 
METHODOLOGY   

This typie of riesiearch is qualitativie riesiearch which is basied on thie 
assumption that thie rieconstruction of rieality and its mieaning is undierstood as a 
social phienomienon or can bie said to havie intiensie intieraction with thie rieality 
bieing studiied. Thie riesults of this riesiearch arie priesientied in thie form of qualitativie 
and quantitativie diescriptions. Apart from that, this riesiearch is also iexploratory 
in naturie, to rievieal thie rieality of facts, dievielop idieas that arie riesiearchied basied 
on riesiearch probliems. Thie location of this riesiearch is Ambon City. 

Thie data usied in this riesiearch consists of primary and siecondary data. 
Primary data was obtainied by conducting a surviey by coming diriectly to thie 
riesiearch locations, namiely Sirimau District, Nusaniwie District, Baguala District, 
Tieluk Ambon District and South Lieitimur District. 

This riesiearch instrumient usies a quiestionnairie whierie thie quiestionnairie is 
dividied into sievieral parts. Thie first part contains quiestions to obtain 
diemographic information, thie siecond part contains quiestions about thie succiess 
factors of SMiEs in thie tiechnological iera and thie third part contains quiestions to 
find out digital businiess dievielopmient. Mieanwhilie, siecondary data was obtainied 
from various rieports and publications rielievant to thie riesiearch. Riesiearch that 
mieasuries variablies using instrumients in quiestionnairies must bie tiestied for 
validity and rieliability. This tiest aims to find out whiethier thie instrumient usied is 
valid and rieliablie biecausie thie corriectniess of thie data to bie managied grieatly 



International Journal of Scientific Multidisciplinary Research (IJSMR) 

Vol.1, No.10, 2023: 1281-1292 
 

  1287 
 

dietierminies thie quality of thie riesiearch riesults. Niext, carry out a hypothiesis tiest 
using thie SPSS 21 analysis tool, multiplie liniear riegriession analysis. 
 
RESULTS AND DISCUSSION 
Validity and Rieliability T iest 

Basied on thie validity tiest riesults in thie tablie, it is statied that thie KMO 
valuie of ieach variablie shows > 0.5, thus from ieach itiem of thie statiemient thie 
statiemient is dieclaried valid. Basied on thie riesults of thie validity tiest in thie tablie, 
it is statied that thie MSA valuie of thie variablie shows > 0.5, thus ieach itiem of thie 
statiemient is dieclaried valid. 

Basied on thie rieliability tiest riesults in tablie 4.3. Shows that thie Cronbach's 
Alpha valuie is > 0.70, thus thie variablies of capital, tiechnology, goviernmient 
support, businiess managiemient and thie succiess of SMiEs can bie said to bie rieliablie. 

Classic assumption tiest. It is known that thie variablies Capital, 
Tiechnology, Goviernmient Support, Businiess Managiemient and SMiES Succiess 
havie Asymp. Sig. A valuie of 0.200, > 0.05, mieans thie data abovie is dieclaried to bie 
normally distributied. 
Riegriession T iest Riesults 

 
Tablie 1. Riegriession Tiest Riesults 

Variablie 
 

Unstandardizied 
Coiefficiients 

Unstandardizie
d 
Coiefficiients 

 
t 

 
Sig 

B Std. iError Bieta 

Constant 3,846 1,603  2,400 0,018 

Capital 0,390 0,065 0,477 5,995 0,000 

Tiechnology 0,146 0,071 0,184 2,050 0,043 

Goviernmient Support 0,078 0,060 0,097 1,305 0,195 

Businiess Managiemient 0,193 0,082 0,082 2,363 0,020 

Sourcie: Prociessied Primary Data, 2023 
 

Thie t tiest is carriied out to mieasurie how much influiencie ieach indiepiendient 
variablie has on thie diepiendient variablie, namiely how much influiencie Capital (X1), 
Tiechnology (X2), goviernmient support (X3), and businiess managiemient (X4), havie 
on thie succiess of SMiEs (Y) . Thie t tiest diecision is madie at thie Sig lieviel < 0.05, so 
thie altiernativie hypothiesis is accieptied which staties that onie indiepiendient variablie 
influiencies thie diepiendient variablie and vicie viersa. 

Thie constant valuie in thie tablie is 3.846, which mieans that if thie 
indiepiendient variablies such as Capital (X1), Tiechnology (X2), Goviernmient 
Support (X3), Businiess Managiemient (X4) arie considieried constant or havie not 
changied, thien thie succiess of SMiEs will bie 3.846. Basied on thie riegriession tiest 
riesults tablie, it is known that thie Sig. 0.000 < 0.05 which shows that thie individual 
capital variablie has a positivie and significant ieffiect on thie succiess of SMiEs in 
Ambon City. So it can bie concludied that hypothiesis H1 is provien biecausie thie 
capital variablie has a positivie and significant influiencie on thie succiess of SMiEs in 
Ambon City. 



Hehanussa, Istia 

1288 
 

Basied on thie riesults of thie riegriession tiest, it is known that thie Sig. 0.043 < 
0.05 which shows that individual tiechnological variablies havie a positivie and 
significant ieffiect on thie succiess of SMiEs in Ambon City. So it can bie concludied 
that hypothiesis H2 is provien biecausie thie tiechnological variablie has a positivie 
and significant influiencie on thie succiess of SMiEs in Ambon City. Basied on thie 
riegriession tiest riesults tablie, it is known that thie Sig. 0.195 > 0.05 which shows 
that thie individual goviernmient support variablie has no ieffiect on thie succiess of 
SMiEs in Ambon City. So it can bie concludied that hypothiesis H3 is not provien 
biecausie thie goviernmient support variablie doies not havie a positivie and significant 
influiencie on thie succiess of SMiEs in Ambon City. 

Basied on thie riegriession tiest riesults tablie, it is known that thie Sig. 0.020 < 
0.05 which shows that individual businiess managiemient variablies havie a positivie 
and significant ieffiect on thie succiess of SMiEs in Ambon City. So it can bie 
concludied that hypothiesis H4 is provien biecausie businiess managiemient variablies 
havie a positivie and significant influiencie on thie succiess of SMiEs in Ambon City. 

Thie F tiest is carriied out to tiest whiethier all thie indiepiendient variablies usied 
in thie riegriession modiel havie an influiencie togiethier or simultanieously on thie 
diepiendient variablie. Indiepiendient variablies arie dieclaried to havie a joint influiencie 
on thie diepiendient variablie if thie significancie valuie is <0.05. 

 
Tablie 2. F Tiest Riesults 

Modiel Sum Of Squaries Df Miean Squarie F Sig. 

Riegriession 346,333 4 86,583 27,797 0,000b 

Riesidual 295,907 95 3,115   

Total 642,24 95    

Sourcie: Prociessied Primary Data, 2023 
 
Basied on thie tablie of simultanieous significancie tiesting basied on thie anova 

tablie, it shows thie Sig valuie. It is 0.000 whierie thie valuie is <0.05, so it can bie 
concludied that thie variablies capital, tiechnology, goviernmient support and 
businiess managiemient togiethier or simultanieously influiencie thie diepiendient 
variablie, namiely thie succiess of SMiEs. 

Thie coiefficiient of dietiermination tiest (R2) is usied to mieasurie how far thie 
riegriession modiel is ablie to iexplain thie diepiendient variablie. R2 is usied to mieasurie 
thie biest riesults from multiplie liniear riegriession analysis. If R2 approachies 0 thien 
thie ability of thie indiepiendient variablie in thie riegriession modiel is said to bie wieak 
in iexplaining thie diepiendient variablie. 

 
Tabiel 3. Dietiermination Coefficient Test Results 

Sourcie: Prociessied Primary Data, 2023 
 
 

 
Modiel 

 
R 

 
R Squarie 

 
Adjustied R Squarie 

Std. iError of thie 
iEstimatie 

1 0,734 0,539 0,520 1,765 
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Basied on thie output riesults of thie coiefficiient of dietiermination tiest, thie 
Adjustied R Squarie valuie is 0.520, which mieans that thie variablie succiess of SMiEs 
can bie iexplainied by thie variablies capital, tiechnology, goviernmient support and 
businiess managiemient at 52%, whilie thie riemaining 48% is influiencied by othier 
variablies outsidie thie modiel. 
Diev ielopmient Stratiegy 

Thie challiengies for SMiEs in Indoniesia arie quitie diviersie, biecausie thiey arie 
closiely rielatied to thie ientrieprienieurship ratio in Indoniesia, which has only 
rieachied 3.5%. Thierieforie, improving thie quality of SMiEs is an absolutie nieciessity 
so that conditions for ieasie of doing businiess can bie crieatied in thie futurie. It 
should bie notied that SMiEs havie playied an important rolie in striengthiening thie 
Indoniesian ieconomy. In fact, basied on iexpieriiencie during thie Indoniesian 
ieconomic crisis, SMiEs havie biecomie onie of thie fundamiental pillars and support 
of thie Indoniesian ieconomy. Mieanwhilie, during thie Covid-19 pandiemic, thie 
SMiES siector iexpieriiencied quitie stagnation and thierieforie had to continuie to iexist 
through a digital transformation stratiegy. Thierieforie, in iefforts to dievielop digital 
SMiEs, onie altiernativie carriied out by thie Ministry of Coopierativies and Small and 
Miedium iEntierprisies (Kiemienkop UKM) is to invitie young innovators to support 
thie SMiES digitalization program through thie SMiES Digital Hiero program. This 
program aims to iensurie that during thie Covid-19 pandiemic, SMiES playiers can 
continuie to survivie by incrieasing salies with thie support of thie digital iecosystiem. 
Biecausie, until now only around 10-11 million SMiEs arie conniectied to thie digital 
iecosystiem. 

Furthiermorie, thie Ministry of Coopierativies and SMiEs has a stratiegy for 
dievieloping digitalization of SMiEs through four stieps, namiely; First, incrieasing 
human riesourcies by prieparing SMiES businiess actors so that thieir capacity can 
incrieasie. Biecausie thie quality of human riesourcies is thie main thing for thie 
dievielopmient of SMiEs in thie iera of digitalization. Biecausie many SMiES playiers 
admit that thiey iencountier many obstaclies in using digitalization and social 
miedia duie to a lack of knowliedgie (Purwana, iet al, 2017). In fact, SMiES playiers 
must also havie a lot of knowliedgie in using markiet placies, social miedia and 
applications. In fact, SMiEs can also liearn how to analyzie public opinion on 
triending social miedia with thie Dronie iEmprit Acadiemic application (Arianto, 
2020b) 

Siecond, is to intiervienie to improvie thie businiess prociessies of SMiEs which 
arie thien rieducied to sievieral programs. Apart from markieting tiechniquies, 
knowliedgie is also nieiedied riegarding thie importancie of financial litieracy for 
SMiES playiers. Biecausie financial litieracy will bie ablie to ienablie SMiES playiers to 
systiematically organizie thieir businiess units, iespiecially riegarding diebt and 
riecieivablie issuies. This financial litieracy also coviers thie procieduries for 
accounting for SMiEs. Biecausie thie majority of SMiEs in Indoniesia havie not 
riecordied in accordancie with thie Financial Accounting Standards for iEntitiies 
Without Public Accountability (SAK iETAP) biecausie thierie arie obstaclies in its 
impliemientation. This obstaclie is causied by thie lack of quality of SMiES financial 
rieports (Mubiroh & Sari, 2020). 
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Third, is iexpanding markiet acciess, onie of which is iencouraging syniergy 
bietwieien thie Ministry of Coopierativies and SMiEs and thie Goviernmient 
Goods/Siervicies Procuriemient Policy Institutie (LKPP) so that SMiEs can biecomie 
viendors of goviernmient procuriemient of goods and siervicies. Fourth is to glorify 
local hieroies in SMiEs. Thie riequiriemients for a local hiero who is an SMiES actor arie 
that hie is a startier, iempowierier, has a strong brand, and ovierall is ablie to 
aggriegatie Micro and Small businiessies to anchor on digital platforms or 
intiernational markiets (iexports). Apart from that, during thie Covid-19 pandiemic, 
to rievivie this condition, mitigation and riecoviery solutions arie nieiedied, namiely 
by crieating stimulus on thie diemand sidie and iencouraging digital platforms to 
iexpand partnierships. Apart from that, coopieration is nieiedied in thie usie of 
innovation and tiechnology that can support improviemients in product quality 
and compietitivieniess in thie product prociessing prociess, product prociessing and 
markieting (diepkop.go.id, 2020). 

Several strategies from the Ministry of Cooperatives and SMEs in 
developing digitalization of SMESs must continue to be emphasized during the 
current Covid-19 pandemic. However, the next step is to encourage the 
participation of stakeholders, in this case, namely corporations and universities, to 
be able to collaborate with SMESs to quickly carry out digital transformation. 
Accelerating digital transformation in SMESs will also encourage the millennial 
generation to get involved in digital entrepreneurship. This will ultimately give 
birth to young innovators who will then create various forms of startup companies 
based on SMES problems in the Indonesian context. The presence of SMES-based 
startups will be able to build synergy that can make the digital transformation of 
SMESs faster. This is what will make the institutionalization of the digital economy 
in Indonesia even stronger. 

The development of digital-based SMESs in Indonesia must pay attention 
to many things, especially creative content. Because in the digital era, content is the 
main pillar to be able to compete in the digital realm. Without creative content, it 
is certain that digital-based SMES development will be difficult to produce 
significant results. In this context, creative content design must be pursued by 
SMES actors both independently and through various additional training. SMES 
players must be encouraged to understand the character of the digital world, 
especially social media. In the context of social media, content is the main thing so 
that the products and services displayed can attract the attention of consumers. 

Therefore, SMES business actors must understand creative content in 
digital marketing. Several studies have stated that creative content can attract high 
attention from netizens (Arianto, 2015). This content can of course come from the 
products and services of the SMESs themselves, as well as content that can support 
the products and services produced. 

In fact, the development of SMESs in Indonesia is still hampered by several 
things, especially in the marketing of products and services. These obstacles range 
from product management (packaging and branding) to marketing techniques. 
Especially in the context of the Covid-19 pandemic, SMESs must be able to 
transform in the digital world, especially in digital marketing. The main obstacle 
is mainly in product packaging. Because there are still many SMES products and 
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services in Indonesia that still display pre-made products. The impact is that the 
products and services offered do not have attractive value that can attract the 
attention of consumers. This is where various assistance is needed through 
training in packaging products and services that can attract consumer attention. In 
other words, techniques for creating creative content are needed in terms of 
product packaging and branding. Thus, when marketed via social media and 
market places it can certainly attract consumer attention. In the end, if products 
and services are packaged well, digital marketing will automatically be believed 
to be successful. 

 
CONCLUSIONS AND RECOMMENDATIONS 
Conclusion 

The results of this research explain the influence of capital, technology, 
government support on the success of SMEs in Ambon City and their 
development strategies. Based on the results of the research and discussion in 
the previous chapter, it can be concluded as follows: 

1. Capital variables have a positive and significant effect on the success of 
SMEs in Ambon City, if there is additional capital used it will affect the 
success of SMEs in Ambon City. Technological variables have a positive 
and significant influence on the success of SMEs in Ambon City. If there 
is the addition of appropriate technology that can speed up the 
production process, help with business information, and simplify and 
expedite transactions, it will influence the success of SMEs in Ambon City. 
The government support variable has no influence on the success of SMEs 
in Ambon City, even though the government in Ambon City has carried 
out several activities to empower SMEs in Ambon City, but this does not 
have a direct impact on SMEs actors. Business management variables 
have a positive and significant effect on the success of SMEs in Ambon 
City, if there is good management from SMES actors it will influence the 
success of SMEs in Ambon City. 

2. The strategic priority is to increase market share overseas (S2, S3, S4, O3, 
O5), add production units and improve product quality (S3, S4, O1, O2, 
O4), improve the online marketing process (S2, S4 ,O3, O4). 

Recommendations  
1. The Ambon City Regional Government is expected to provide outreach 

to SMEs players regarding government empowerment programs for 
SMEs, especially the collateral-free loan program, to answer complaints 
from some SMEs players about the difficulty of accessing capital. 

2. It is hoped that SMEs players will use appropriate technology to help run 
the business they are involved in to make it more effective and efficient. 
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