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Abstract— The extraordinary development of information 

technology, as well as the convergence that accompanies it, has 

created a digital revolution in e-commerce-based marketing 

communications activities. E-commerce is a buying and selling 

mechanism using the internet as a means of transactions where 

buyers and sellers meet in cyberspace. This research aims to find out 

1) what are the forms of marketing communication activities and 2) 

the differences in marketing communication activities of each e-

commerce company in the fisheries sector. This research uses a 

descriptive qualitative approach. The subjects in this research are e-

commerce companies in the fisheries sector, namely Ikan Segar 

Indonesia, Indofishery.id, Nalayan.id, and Aruna.id. The data source 

used is secondary data, sourced from Facebook, Instagram, Website, 

and YouTube for 3 months, from June to August 2020. The results of 

the analysis show that e-commerce-based fishery companies carry 

out fisheries communication activities in the form of advertising, 

sales promotions, public relations, and publicity, as well as direct 

sales. Each e-commerce-based fishing company has differences in 

carrying out marketing communication activities. The Ikan Segar 

Indonesia Company has further optimized its marketing 

communication activities in advertising by 187 activities. The 

Aruna.id company further optimized its marketing communications 

activities in public relations and publicity by 143 activities. The 

Indofishery Company further optimizes marketing communication 

activities in direct sales. Nalayan.id, like Aruna.id, optimize 

marketing communication activities in public relations and publicity, 

although not as much as Aruna.id, namely only 45 activities. 

 

Keywords— Communication; E-Commerce; Fisheries; Marketing. 

I. INTRODUCTION  

Industry 4.0 is a technological development that is applied to 

human life which is increasingly digital. Industry 4.0 

performance contains information conveyed through cyber-

physical systems. This information contains control, 

communication with users, and algorithm computing. Cyber-

physical systems include the Internet, the Internet of Things, 

satellite networks, mobile networks, wireless networks, and 

embedded systems. According to BPS data, in 2022 as many 

as 66.48% of Indonesia's population will access the internet 

every day. This percentage has increased compared to the 

previous year, namely in 2021 which was only 62.10%. The 

high use of the internet reflects a climate of information 

openness and public acceptance of technological 

developments and changes toward an information society. 

Furthermore, Indonesian society’s internet penetration is 

ranked eighth in Southeast Asia. It is recorded that domestic 

internet penetration reached 76.3% as of July 2022[1].  

The high use of the internet is also inseparable from the 

ease of accessing information and communication via 

smartphones and computers. As many as 93.9% of people 

choose to use a smartphone as a device to access the Internet 

every day, 68.9% of people use a computer device, and 85.2% 

of people choose to use a tablet as a device to access the 

Internet every day [2]. Internet media, such as websites, blogs, 

Instagram, Facebook, and others that are published or 

broadcast in cyberspace, can be read and viewed on the 

internet. Judging from the type of content accessed via the 

internet, communication via messages is the first reason 

24.7% of people use the internet, while the second choice is 

19.1% of people using social media. Furthermore, the internet 

content (social media) that is most frequently visited, namely 

50.7%, is Facebook, Instagram at 17.8%, and 15.1% of 

YouTube visitors [3]. 

The extraordinary development of information technology, 

as well as the convergence that accompanies it, has created a 

digital revolution in e-commerce-based marketing 

communications activities. E-commerce is a buying and 

selling mechanism using the internet as a means of 

transactions where buyers and sellers meet in cyberspace. E-

commerce is also defined as a way of shopping online by 

utilizing internet facilities such as websites that provide get 

and deliver services [4]. E-commerce refers to all forms of 

commercial transactions involving organizations and 

individuals that are based on the processing and transmission 

of digitized data, including text, sound, and images [5]. 

Interactive and effective channels that support online 

commerce are websites, blogs, search marketing, email 

marketing, mobile marketing, social media channels, and 

many interactive channels and online activities that support 

[6].  

There are several reasons why more and more people shop 

and do business online [7], first, around 80% of respondents 

stated that online shopping times are more flexible, second, as 

many as 79% of respondents said it was easy for them to 

compare prices so they could save more, third, 78% of 

respondents said they could compare prices. compare 

products, then finally 75% of respondents look for cheap 

goods. E-commerce activities cannot be separated from 

marketing communications activities. Marketing 

communication is a marketing activity aimed at disseminating 

information, influencing, persuading and reminding the target 

market about the company and its products, so that they are 

ready to accept, buy and be loyal to the products offered [8]. 
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The main forms of marketing communications are personal 

selling, advertising, sales promotion, sponsorship marketing, 

publicity, and point-of-purchase communication [9]. 

The rise of e-commerce and the use of online media has 

also penetrated the fishery product market [10]. If viewed 

from a product perspective, the characteristics of fishery 

products are relatively high risk due to price fluctuations, 

product availability, and their perishable nature. These 

characteristics result in low interest in purchasing fishery 

products online. The data explains that the products most in 

demand to buy online are fashion and accessories at 37.6%, 

followed by cellphones and gadgets at 12.2%, electronics at 

7.9%, sports equipment at 7.3%, textiles and apparel at 6.9%, 

bags, and shoes at 5.8%. %, and household goods which 

include agricultural sector products are only 5.7% [1]. The low 

consumer buying interest in agricultural sector products when 

compared to other products does not make marketers reluctant 

to develop e-commerce in the agricultural sector. Marketing 

that develops e-commerce in the fisheries sector includes PT. 

Ikan Segar Indonesia, Inofishery.id, Nalayan.id and Aruna.id. 

Fishing e-commerce companies use online media as a 

marketing communication tool. One of the goals is to cut 

distribution channels in the fisheries sector, especially fresh 

fish and processed products which generally have long 

distribution channels and be able to provide organic 

agricultural products at affordable prices. The uniqueness and 

advantage of e-commerce companies are that they do not have 

offline stores, so their marketing activities are carried out 

online, marketing communication activities are needed to 

retain customers and maintain business using social media 

such as Facebook, Instagram, and YouTube. 

In this era of technological progress, it influences all 

sectors, including the media and also the fishing industry, thus 

that we can gain opportunities and improve the welfare of 

farmers and fishermen. With digital technology, e-commerce-

based fish farmers can market their products directly to 

consumers without going through a long supply chain so that 

transaction costs become easier. In this way, the accumulated 

margins that previously occurred can be reduced and enjoyed 

by fish farmers in the form of better selling prices, while 

consumers get cheaper prices. Therefore, production activities 

and product characteristics will influence marketing 

communications activities, so it is necessary to develop 

marketing communications activities. 

Marketing communication activities carried out by 

companies are very diverse [11], such as gifts or giveaways, 

direct mailers/direct marketing, seminars, film screenings, 

advertising, and public relations. Research related to 

marketing communications activities has been carried out and 

shows that marketing communication activities and the 

platforms or techniques used are determined based on the 

capabilities/strengths and skills possessed by the company 

[12]. Therefore, in this study, researchers want to know the 

marketing communication activities carried out by fisheries e-

commerce companies in communicating fishery products 

online to maintain their existence in e-commerce-based 

marketing. 

This research aims to determine the effectiveness of 

marketing communications carried out by e-commerce 

companies in the fisheries sector, as well as to find out the 

differences in marketing communication activities carried out 

by each e-commerce company. 

II. RESEARCH METHODS 

The approach used is a qualitative approach using 

comparative qualitative methods. Comparative research is 

known as research that aims to compare the similarities and 

differences of a variable with two or more other variables [13]. 

Comparison of similarities and differences can be found in 

objects, people, work procedures, ideas, and criticism of a 

group. This research describes a problem in a marketing 

communications activity event through secondary data 

sources. 

2.1 Time of Research 

The research was carried out by observing Instagram, 

Facebook, YouTube, and Website platforms as locations for 

marketing communication activities used by e-commerce 

companies in the fisheries sector. The research was conducted 

in June-August 2020. 

2.2 Data Collection Methods 

The data collection method used is observing secondary 

data on Facebook, Instagram, Websites and YouTube. 

Secondary data will provide information about the research 

subject. Secondary data in question is data collected by 

conducting an assessment of a second source [13]. The 

documents that will be used as sources of information or data 

in this research are documents obtained through the subject 

and documentation carried out by the researcher himself. In 

essence, the documentation method is a method used to trace 

historical data. 

2.3 Data Analysis Technique 

The data analysis used in the research is descriptive 

qualitative, namely by examining the comparative 

effectiveness of e-commerce marketing in several companies 

in the fisheries sector in Indonesia. 

III. RESULT AND DISCUSSION 

This research chose four e-commerce companies in the 

fisheries sector as research subjects, namely Ikan Segar 

Indonesia, IndoFishery.id, Nalaya.id, and Aruna.id. These four 

companies have mastery of data and information. Secondary 

data was extracted using the method of observing Facebook, 

Instagram, YouTube, and website accounts belonging to the 

four companies from June to August 2020. The data obtained 

was in the form of company profiles and marketing 

communication mix activities carried out by the four 

companies, and the data was presented in the form of 

descriptions, tables, and diagrams. 

3.1 Marketing Communication Activities of Ikan Segar 

Indonesia E-Commerce Fishery Companies 

Ikan Segar Indonesia uses Facebook, Instagram, Website, 

and YouTube accounts to carry out marketing communication 
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activities in the form of advertising, sales promotions, and 

establishing relationships with the public and publicity. 

Advertising is the most frequently carried out marketing 

communications activity, namely 79%. This is much more 

compared to other marketing communications activities which 

are only carried out at around 10%. Even so, the number of 

content published is only one difference compared to the 

content of marketing communication activities in the form of 

public relations and publicity, namely six contents and seven 

contents. Marketing communication activities in the form of 

sales promotions are still carried out in the form of discounts, 

cashback, and discounts, while marketing communication 

activities in the form of direct marketing are no longer carried 

out by Ikan Segar Indonesia e-commerce companies. 

79%

10%

11%

Indonesian Fresh Fish

Advertising Promotion PR

Figure 1. Percentage of Marketing Communication Activities in Ikan Segar 

Indonesia in June-August 2020 
 

IndoFishery.id 

Most marketing communication mix activities in the form 

of direct marketing were carried out by IndoFishery.id, 

namely 39% within three months, even though only one 

content was published, namely fish products. Even so, 

marketing communication activities in the form of advertising 

and sales promotions respectively are priorities for 

implementation, namely 37% and 24% with a total of no more 

than five pieces of content on Facebook, Instagram, YouTube, 

and website platforms. 

 
TABLE 1. IndoFishery.id Marketing Communication Mix 

Advertising 
Sales 

Promotion 
Public Relations 

and Publicity 
Direct 

Marketing 
1. Scallop 

seafood facts 

2. Invitation to 

buy fish 
3. Information of 

address and 

telephone 
number 

Information related 

to IndoFishery.id 

1. Discounts 
2. Free fish 

promo with 

minimum 
speed 

3. Discount 

promotion 
4. Free 

shipping 

[1] Pancasila Day 
[2] Pepes fish 

recipe 

[3] Independence 
Day of 

Indonesia 

 

Fish 
products 

 
Figure 2. Percentage of IndoFishery.id Company Marketing Communication 

Activities for June – August 2020 

Nalayan.id 

The marketing communications mix activity with the most 

content is in the form of public relations and publicity, 

amounting to nine pieces of content, but the percentage of 

publications carried out is only 34%. Direct marketing and 

sales promotions have the same amount of content, namely 

one piece of content, however, direct marketing is the least 

marketing communication activity carried out by the 

Nalayan.id fishing company, namely 5%. Marketing 

communication activities in the form of advertising were 

carried out 61% of the time with four pieces of content 

published from June to August on Facebook, Instagram, 

YouTube, and the Website being the media platforms of 

choice for carrying out marketing communication activities. 

34%

5%

61%

Nalayan.id

Advertising Promotion PR

 
Figure 3. Percentage of Nalayan.id Company Marketing Communication 

Activities for June – August 2020 

 

TABLE 2. Nalayan.id Marketing Communication Mix 

Advertising 
Sales 

Promotion 

Public Relations 

and Publicity 

Direct 

Marketing 

[1] Information 

of product 
[2] Product 

review 

[3] Product 
Delivery 

Guarantee 
[4] New Product 

Catalog 

 

Discounted 

prices and 
free 

shipping 

 

[1] Tips for cleaning 

shellfish 
[2] Benefits of 

eating fish 

[3] Kinds of seafood 
names 

[4] National Fish 
Day 2019 

[5] Fishermen 

videos 
[6] National 

fishermen’s day 

[7] Invitation to eat 
fish 

[8] Public Service 

Announcement 
[9] Food Recipes 

E-commerce 

service 
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Aruna.id 

Fishery companies that carry out product buying and 

selling transactions electronically tend to use marketing 

communications as a step in making marketing decisions to 

attract consumer attention. This follows the objectives of 

marketing communications as planning steps and tactical 

actions to inform products, influence buyers, persuade buyers, 

and remind buyers of the products they have [14]. Marketing 

communications in the digital era are felt to be more capable 

of creating product identities that are increasingly in line with 

consumer identities, able to connect consumers and companies 

more closely and affordably, and able to provide more value to 

a product [15]. 

 

 
Figure 4. Percentage of Aruna.id Company Marketing Communication 

Activities for June – August 2020 

TABLE 3. Aruna.id Marketing Communication Mix 

Advertising Sales promotion Public Relations and Publicity Direct Marketing 

Aruna Seafood Promotion is 

available online 

[1] Giveaways of #MerdekaMakanIkan 

[2] Discount 
[3] Announcement of giveaway winners 

[4] Shopee & Tokopedia Mall services of 

Aruna.id 

[1] Marine Market Program 

[2] Aruna shares PPE 
[3] Pancasila Poster 

[4] Aruna.id Product Info 

[5] Live Talk #MERDEKAMAKANIKAN 
[6] Big Day 

[7] Nakama Aruna's Vlog 

[8] Chef Chandra's Delicious Lobster Recipe 
[9] Fisherman’s Story 

[10] Media Coverage 

[11] About Aruna 

[1] Collaboration Program of 

Aruna and BNI 
[2] Aruna Partnership Program 

 

 

Marketing communication activities in the form of public 

relations and publicity consist of 11 contents and are the 

marketing communication activities most frequently carried 

out by the Aruna.id company, namely 93%. Promotion, 

advertising, and direct marketing are often carried out 

together, although marketing communication activities in the 

form of promotions have three more contents compared to 

marketing communication activities in the form of advertising 

and twice as much when compared to marketing 

communications in the form of direct marketing on Facebook, 

Instagram, etc. Website, and YouTube 

These marketing communication activities include 

advertising, sales promotion, public relations, and direct 

marketing activities. For example, the Ikan Segar Indonesia 

Fishing Company, IndoFishery.id, Nalayan.id, and Aruna.id, 

not only do some of them have to buy and sell applications, 

but they also use Facebook, Instagram, YouTube, and website 

accounts as marketing communication media. 

Advertising is one of the marketing communication 

activities capable of forming awareness to make purchases by 

providing information related to products. Advertising 

presents ideas, goods, and services provided by companies 

non-personally, such as through TV, radio, magazines, and 

newspapers, so that they can be accessed by the wider public 

[16]. Fishery companies carry out these activities online by 

publishing posters and videos related to education on the 

benefits of consuming fish, product notifications, and ordering 

or purchasing processes, as well as delivery service 

information on various social media. 

Research shows that social media plays a very important 

role in forming a company's branding. Furthermore, 

advertisements have a positive effect on the behavior of 

millennials in evaluating a brand [17]. Of course, this will be 

able to attract the attention of millennials, considering that 

data shows that 91% of internet users are aged 15-19 years and 

88% are aged 20-24 years [1]. Apart from that, the research 

results show that advertising has a positive but not significant 

effect on purchasing decisions [18]. 

E-commerce-based fishery companies carry out marketing 

communication activities in the form of public relations to 

maintain and establish a close relationship of mutual 

understanding and trust with consumers. This can take the 

form of providing programs or activities that involve the 

community around the company or communities involved in 

production, marketing, and product distribution activities. For 

example, the Ikan Segar Indonesia company carried out Youth 

Capacity Building Training activities in the Maritime Sector 

for the Development of Blue Economy 4.0 on 26-28 August 

2020. 

Apart from marketing communication activities in the 

form of direct selling, sales promotions can be used as an 

option to increase sales. The definition of sales promotion is 

an effort made by a company to stimulate trial and error from 

consumers, increasing demand from consumers for data to 

improve product quality [19]. Research shows that discounts 

have a positive and significant effect on purchasing decisions 

[19], [20]. Apart from that, focusing on the marketing 

communications component in the form of promotions can 

attract the attention of online transportation users and can 

defend the company from customer competition [21]. 

Marketing communication activities in the form of promos 

tend to have short-term impacts. It is not surprising that certain 

moments such as Independence Day are used as a time for 

marketing communication activities in the form of promotions 

to attract consumers to try the company's products. These 

promotions can take the form of discounts as carried out by 
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Aruna.id, free fish promotions with minimum spending as 

carried out by IndoFishery.id, and cashback as carried out by 

Ikan Segar Indonesia.  

Digital marketing communications have a relationship 

with increasing consumer interest in a product and increasing 

sales results [20], [21]. The existence of communication 

between sales and buyers, and buyers and buyers via 

electronics and the Internet can influence other consumers to 

make purchases. This happens because buyers can give the 

impression of purchasing a product or carry out product 

reviews, thereby influencing other potential buyers to make 

decisions about a product. Companies can increase sales 

revenue by providing public opinion on a product. Apart from 

that, the existence of the Internet provides more opportunities 

for companies to carry out marketing communications in 

many forms with consumers [22]. 

3.2 Differences in Marketing Communication Activities of E-

Commerce Fishery companies 

IndoFishery.id, Ikan Fresh Indonesia, Aruna.id, and 

Nalaya.id carry out marketing communication activities in the 

form of advertising, promotions, public relations, and 

publicity. Only Indofishery.id, Aruna.id, and Nalayan.id carry 

out marketing communications in the form of direct 

marketing. Each fishing company prioritizes marketing 

communication activities as a superior activity which is often 

carried out from June to August 2020.  

Fresh Fish Indonesia carried out marketing communication 

activities in the form of advertising, namely 187 times from 

June to August. This is significantly different when compared 

to other companies which have only done the same thing less 

than 25 times. Even so, the Aruna.id company carried out 

marketing communication activities in the form of public 

relations more often 143 times over three months, compared to 

other companies which only did it less than 50 times. 

Furthermore, marketing communication activities in the form 

of direct marketing were only carried out by IndoFishery.id, 

namely 101 times in three months, while Aruna.id only carried 

out these activities four times and not a single marketing 

communication activity in the form of direct marketing was 

carried out by Ikan Segar. Indonesia and Nalayan.id. 

Fresh Fish Indonesia carried out marketing communication 

activities in the form of advertising, namely 187 times from 

June to August. This is significantly different when compared 

to other companies which have only done the same thing less 

than 25 times. Even so, the Aruna.id company carried out 

marketing communication activities in the form of public 

relations more often 143 times over three months, compared to 

other companies which only did it less than 50 times. 

Furthermore, marketing communication activities in the form 

of direct marketing were only carried out by IndoFishery.id, 

namely 101 times in three months, while Aruna.id only carried 

out these activities four times and not a single marketing 

communication activity in the form of direct marketing was 

carried out by Ikan Segar. Indonesia and Nalayan.id. 

Marketing communication activities in the form of 

promotions can be said to be carried out the least frequently by 

the four companies where the number of publications carried 

out is still below 30 times over three months. In sequence, 

Ikan Segar Indonesia, IndoFishery.id, Aruna.id, and 

Nalayan.id carried out marketing communication activities in 

the form of promotions, namely 29 times, 12 times, 6 times, 

and 2 times within three months. Thus, it is known that the 

fishing company IndoFishery.id carries out 2 times more 

marketing communication activities in the form of promotions 

when compared to the number of publications carried out by 

Aruna.id. Furthermore, IndoFishery.id and Nalayan.id have 

the same number of marketing communications activities in 

the form of advertising, namely 24 times. 

 

 
Figure 5. Marketing Communication Activities of E-Commerce Fishery 

Companies for June – August 2020 

3.3 Effect of Marketing Communication Mix on the Number of 

Followers of E-Commerce Fishery Companies 

Based on the number of followers on Instagram social 

media, it is known that the number of followers of Ikan Segar 

Indonesia has the highest number of followers, namely 17,793 

accounts, while Indofishery.id is in the last position with the 

lowest number of followers, namely only 3,558 accounts. 

Furthermore, the Aruna.id Company has 50% more followers, 

namely 15,382 accounts, compared to the Nalayan.id 

Company which only has 10,265 followers. 

Fishing companies with e-commerce systems have their 

priorities in carrying out marketing communication activities. 

For example, Ikan Segar Indonesia carries out a lot of 

publications in the form of advertising, Aruna.id focuses more 

on public relations and IndoFishery.id tends to carry out 

marketing communications in the form of direct selling. These 

three forms of marketing communication activities that are 

often used by e-commerce companies can be carried out 

online using social media. 

 
TABLE 4. Number of Social Media (Instagram) Followers of E-Commerce 

Companies in the Fisheries Sector as of 6 October 2020 

Platform 

Company Name 

Ikan Segar 

Indonesia 
Indofishery.id Nalayan.id Aruna.id 

Instagram 6.830 3.533 9.916 14.300 

Facebook 10.866 199 340 869 

Youtube 97 25 9 213 

Total 

Followers 
17.793 3.558 10.265 15.382 
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It is recommended that every e-commerce-based company 

have a marketing strategy through social media so that it can 

make a product known and accepted by consumers [23]. This 

strategy can be determined based on the problems experienced 

by the company and the opportunities the company has. For 

example, companies can implement marketing 

communications in the form of advertising or promotions 

effectively if the products sold are of good quality [24]. Online 

marketing communication can increase the company's reach in 

interacting with consumers, increasing sales value. 

Advertising is a cost-effective way to distribute messages 

to build brand perception and target people. Advertising is the 

best-known and most widely discussed form of marketing 

communication given its wide reach [22]. This is following 

research results where the Ikan Segar Indonesia Company 

carries out a lot of marketing communication activities in the 

form of advertising and has the largest number of followers, 

namely 17,793 accounts. The appeal of public relations itself 

lies in the high level of credibility with new stories and 

features that appear more authentic and trustworthy for 

consumers. Communication activities in the form of public 

relations tend to be more open with the public and can reach 

potential buyers who avoid advertising, in this case, the 

message reaches the public as news and not as communication 

directed at sales. Furthermore, messages conveyed by direct 

marketing activities are more up-to-date when compared to 

messages conveyed in other forms and are better able to reach 

consumers with certain characteristics [25]. 

IV. CONCLUSION  

Based on the results of research conducted on Facebook, 

Instagram, YouTube accounts, and websites belonging to four 

e-commerce fishery companies during June-August, it is 

known that e-commerce-based fishery companies carry out 

fisheries communication activities in the form of advertising, 

sales promotions, public relations, and publicity, as well as 

direct sales. Each e-commerce-based fishing company has 

differences in carrying out marketing communication 

activities. 

V. REFERENCES 

[1] Badan Pusat Statistik Indonesia, Statistik Telekomunikasi Indonesia 

2022. 2022. 
[2] M. R. Masse, “Internet dan Penggunaannya (Survei di kalangan 

masyarakat Kabupaten Takalar Provinsi Sulawesi Selatan),” J. Stud. 

Komun. dan Media, vol. 21, no. 1, p. 13, 2017, doi: 
10.31445/jskm.2017.210102. 

[3] R. Tiharita, “Optimalisasi Pemanfaatan Media Internet dalam 

Pembelajaran melalui Blended Learning,” OIKOS J. Kaji. Pendidik. 
Ekon. dan Ilmu Ekon., vol. II, no. 1, 2018, doi: 10.23969/oikos.v2i1.917. 

[4] U. N. Solikah and T. R. Dewi, “Analisis Perilaku Konsumen Dalam 
Membeli Susu Instan Di Kota Surakarta,” Agronomika, vol. 10, no. 02, 

pp. 59–70, 2016. 

[5] Alwendi, “Penerapan E-Commerce Dalam Meningkatkan Daya Saing,” 

J. Manaj. Bisnis, vol. 17, no. 3, pp. 317–325, 2020, [Online]. Available: 

http://journal.undiknas.ac.id/index.php/magister-manajemen/ 

[6] D. Prihadi and Y. Mulyana, “Efektivitas E-Commerce dan Media Sosial 
untuk Meningkatkan Kinerja Pemasaran Perdagangan Pasar 

Tradisional,” J. Ilm. FIFO, vol. 11, no. 1, p. 31, 2019, doi: 

10.22441/fifo.2019.v10i1.004. 
[7] R. O. Mohamad, M. H. Pratiknjo, and J. N. Matheosz, “Online Shop 

Sebagai Alternatif Berbelanja Masyarakat Kota Manado,” J. Holistik, 

vol. 13, no. 4, pp. 1–18, 2020. 

[8] K. Suherman, “Strategi Komunikasi Pemasaran Dalam Kegiatan 
Pemasaran Produk Consumer Goods PT. Expand Berlian Mulia di 

Semaran,” J. Komun., vol. 8, no. 1, pp. 83–98, 2016. 

[9] E. O. J. Supit, “Kajian Strategi Komunikasi Pemasaran Rumah 
Panggung di Woloan,” J. Acta Diurna, vol. V, no. 5, p. 13, 2016. 

[10] R. Irawati and I. B. Prasetyo, “Pemanfaatan Platform E-Commerce 

Melalui Marketplace Sebagai Upaya Peningkatan Penjualan dan 
Mempertahankan Bisnis di Masa Pandemi (Studi pada UMKM Makanan 

dan Minuman di Malang),” J. Penelit. Manaj. Terap., vol. 6, no. 2, pp. 

114–133, 2021. 
[11] S. Fatimah, “Strategi Komunikasi Pemasaran E-Commerce Melalui 

Website Klikhotel.Com,” J. Common, vol. 1, no. 2, pp. 89–100, 2017, 

doi: 10.34010/common.v1i2.572. 
[12] A. ranica Putri, D. M. Saadah, I. Nurkamillah, S. Yonathan, S. S. 

Yuliana, and R. Firmansyah, “Peran E-commerce Sebagai Media 

Komunikasi Bisnis Dalam Peningkatan Penjualan UMKM Salaut Di 
Universitas Teknologi Digital,” J. Kaji. dan Penelit. Umum, vol. 1, no. 

3, pp. 01–16, 2023, doi: 10.47861/jkpu-nalanda.v1i3.181. 

[13] F. S. Siregar, N. Almawaddah, and M. F. R. Panjaitan, “Implementasi 
Penggunaan Hipotesis Komparatif Dalam Penelitian Pendidikan,” Al 

Itihadu J. Pendidik., vol. 1, no. 1, pp. 92–104, 2022, [Online]. Available: 

https://jurnal.asrypersadaquality.com/index.php/alittihadu/article/view/4
4%0Ahttps://jurnal.asrypersadaquality.com/index.php/alittihadu/article/d

ownload/44/74 

[14] D. I. Febryanti and D. A. Utami, “Pemanfaatan Platform Digital dalam 
Pemasaran Produk Perikanan dan Kelautan (Studi Kasus Aruna 

Indonesia),” JGG-Jurnal Green Growth dan Manjemen Lingkung., vol. 

12, no. 1, pp. 66–83, 2022. 
[15] A. Homaidi, “Analisis Perancangan E-Commerce Untuk Pemasaran 

Olahan Hasil Perikanan,” J. AiTech, vol. 3, no. 1, pp. 1–8, 2017, 

[Online]. Available: 

http://ejournal.amiki.ac.id/index.php/Aitech/article/view/12/9 

[16] A. R. Irawan, “Strategi Komunikasi Pemasaran Melalui Media E-
Commerce dalam Meningkatkan Penjualan Produk Bangbrew,” J. Ilm. 

Mhs. Ilmu Sos. dan Polit. [JIMSIPOL], vol. 2, no. 2, pp. 1–15, 2022, 

[Online]. Available: 
http://222.124.3.202/handle/123456789/16335%0Ahttp://222.124.3.202/

bitstream/123456789/16335/1/SKRIPSI ALQA RIDHO IRAWAN.pdf 

[17] R. Erwinsyah, M. E. Atmojo, and V. P. Pratiwi, “Efektivitas 
Belabeliku.com dalam Pemberdayaan Masyarakat Berbasis e-Commerce 

Kabupaten Kulon Progo Tahun 2018,” J. MODERAT, vol. 6, no. 3, pp. 

501–512, 2020. 
[18] H. Margahana, “Analisis Pengaruh Iklan Online Terhadap Minat Beli: 

Studi Kasus Pengguna Aplikasi E-Commerce di Oku Timur,” J. Ris. 

Manaj. dan Bisnis, vol. 5, no. 2, pp. 145–154, 2020, [Online]. Available: 
http://jrmb.ejournal-feuniat.net/index.php/JRMB/article/view/410 

[19] E. Hartawan, D. Liu, M. R. Handoko, G. Evan, and H. Widjojo, 

“Pengaruh Iklan Di Media Sosial Instagram Terhadap Minat Beli 

Masyarakat Pada E-Commerce,” JMBI UNSRAT (Jurnal Ilm. Manaj. 

Bisnis dan Inov. Univ. Sam Ratulangi), vol. 8, no. 1, pp. 217–228, 2021, 

doi: 10.35794/jmbi.v8i1.33853. 
[20] Y. Kusumawaty, “Strategi Pemasaran Produk Makanan Ringan Khas 

Riau (Keripik Nenas Dan Rengginang Ubi Kayu),” J. Agribisnis, vol. 

20, no. 2, pp. 124–138, 2019, doi: 10.31849/agr.v20i2.2235. 
[21] T. Sitompul, R. Nizar, and A. Putri, “Strategi Pengembangan Usaha Ikan 

Salai Lele (Clarias gariepinus) Di Kelurahan Air Dingin Kecamatan 

Bukit Raya Kota Pekanbaru (Studi Kasus Usaha Bapak Ahmadin 
Margolang),” J. Agribisnis, vol. 21, no. 2, pp. 187–197, 2019, doi: 

10.31849/agr.v21i2.3826. 

[22] D. Aliviyanti et al., “Upaya Penguatan Manajemen Pemasaran Hasil 
Perikanan Berbasis Media Online di TPI Sendangbiru, Kabupaten 

Malang, Indonesia,” Abdi Geomedisains, vol. 1, no. 2, pp. 59–67, 2021, 

doi: 10.23917/abdigeomedisains.v1i2.199. 
[23] N. S. Kirana, L. I. G. Ayu, C. Tiffany, and T. F. Sutrisno, “The Role of 

Social Media Marketing And Privacy Concern on Perceived Risk And 

Online Purchase Behavior in Fresh Meat Products,” in The 2nd 
International Conference On Economics, Business, And Management 

Research (ICEBMR), 2023. 

[24] H. Yanfika, A. Mutolib, B. Viantimala, and O. Susanti, “Pengelolaan 
Usaha dan Branding Produk Perikanan Bernilai Ekonomis di Kecamatan 

Pagelaran, Kabupaten Pringsewu,” J. Pengabdi. Pada Masy., vol. 6, no. 

2, pp. 405–415, 2021, [Online]. Available: 
http://ppm.ejournal.id/index.php/pengabdian/article/view/766%0Ahttp://



International Journal of Multidisciplinary Research and Publications 
 ISSN (Online): 2581-6187 

 

 

23 

 
Rindya Fery Indrawan, Yohana Agustina, Bambang Yudi Ariadi, and Anas Ta’in, “Effectivity of E-Commerce Marketing on Fisheries 

Sector Companies,” International Journal of Multidisciplinary Research and Publications (IJMRAP), Volume 7, Issue 2, pp. 17-23, 2024. 

ppm.ejournal.id/index.php/pengabdian/article/download/766/416 
[25] R. Muninggar and H. Aulia, “Persepsi Konsumen Terhadap Pemasaran 

Digital Produk Perikanan Di Daerah Khusus Ibukota Jakarta,” 

ALBACORE J. Penelit. Perikan. Laut, vol. 4, no. 3, pp. 257–269, 2021, 
doi: 10.29244/core.4.3.257-269. 

 


