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Abstract  

Marketing of creative economy products and services in the city of Padang is currently not 

integrated into a single marketing application, it can also be seen that the use of information 

technology has not been optimal. This research was conducted to develop digital marketing 

applications based on the results of marketing analysis of creative economy products and services in 

the city of Padang. This research produces knowledge about the conditions and factors that 

influence the marketing of creative economy products and services in the city of Padang. Then 

developed a digital marketing application with the concept of electronic customer relationship 

management (e-crm), so that it will make it easier for consumers to search, view, compare and make 

transactions. so as to increase sales of creative economy products and services in the city of 

Padang. 
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INTRODUCTION  

 

Padang City is one of the largest cities on 

the west coast of Sumatra Island, which is 

also the capital of West Sumatra province. 

As the capital city of the province, the 

city of Padang has good infrastructure 

development in various sectors, be it the 

education, tourism, marine sector and so 

on. The tourism sector is one of the fields 

currently being developed by the city 

government of Padang, the development 

of the tourism sector has also triggered 

the development of creative economic 

businesses in the city of Padang, 

including centers for souvenirs, culinary 

delights and cultural performances 

(Kumbara, Afuan and Putra, 2020) . 

The city government collects data on 

creative industry players in the city of 

Padang, be it culinary, fashion, 

performance / cultural services, souvenirs 

(Muhammad and Mandala, 2018). 

Marketing is currently done 

conventionally and utilizes several types 

of digital marketing, be it websites or 

social media. Marketing of creative 

economy products and services in Padang 

City is carried out individually by the 

managers or business owners, be it 

through websites, offline stores, social 

media, marketplaces, until now there has 

been no marketing media for creative 

economy products and services for the 

city of Padang that are integrated in one. 

application. Digital-based marketing or 

what is commonly called digital 

marketing can use social media (Trainor 

et al., 2014). Optimizing the use of 

information technology in the marketing 

of creative economy products and 

services can provide good added value, 

especially for consumer services (Piccoli, 

Lui and Grün, 2017). This will also play a 

role in the growth of creative economy 

actors for the better (Song, Kim and Kim, 

2016). 

mailto:dinul_akhiyar@upiyptk.ac.id
mailto:irzal_ariefwisky@upiyptk.ac.id


 

 

JURNAL IPTEKS TERAPAN 

Research of Applied Science and Education V14.i4 (309-314) 

 

 

 

  
LLDIKTI Wilayah X                                  310 
Submitted : 25 Agustus 2020 –  Accepted : 29 November 2020 – Published : 07 Desember 2020 

ISSN     : 1979-9292 

E-ISSN : 2460-5611 

The use of digital marketing in the scope 

of small and medium enterprises has 

provided many benefits to sales growth 

(Taiminen and Karjaluoto, 2015) and is 

able to manage consumer data well 

(Monteiro et al., 2019). This of course 

will be a consideration in implementing 

this digital marketing. The use of digital 

marketing in the form of social media has 

been applied in various sectors (Ngai et 

al., 2015), this will encourage and answer 

the needs of society or the current digital 

generation (Morris, 2009). Apart from 

social media, another type of digital 

marketing is email marketing, where 

email plays a role in marketing products 

and services in an industry or company, 

which is sent directly to registered 

consumer e-mails (Hartemo, 2016). The 

thing that needs to be considered in digital 

marketing is how to make consumers 

explore the products and services we sell 

so that they will be able to increase 

marketing (Yadav and Rahman, 2018). In 

the development of digital marketing, 

marketing data analysis is first carried out 

using a data mining algorithm that is able 

to predict variables and other related 

things (D'Haen, Van Den Poel and 

Thorleuchter, 2013). 

 

RESEARCH METHODS 

To develop the marketing of 

creative economy products and services in 

the city of Padang, it is necessary to first 

analyze the marketing data. Marketing 

data analysis in this study uses one of the 

data mining algorithms, namely C4.5. The 

C4.5 algorithm is able to predict factors 

that affect the marketing of products and 

services for creative economy actors. The 

results of this analysis will become a 

reference in the development of 

marketing of creative economy products 

and services in the city of Padang with the 

concept of Customer Relationship 

Management (CRM). 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Research Framework 
 

This research uses a combination 

method, where this research begins with 

problem identification then performs data 

collection and preliminary data analysis 

stages, data analysis uses the c4.5 data 

mining algorithm, the results of data 

analysis are used to refer to the 

development of digital marketing 

applications, then the application is tested 

to be ready. To be implemented, for more 

details, the stages of the research can be 

seen in Figure 1. After identifying the 

problem, data collection is carried out. 

The initial data that is collected is 

marketing data to be analyzed is data 

from Padang city creative economy actors 

obtained from the creative economy book 

Padang city in 2018. In addition to the 

data taken from the book, to find out the 
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various factors that influence the 

marketing of creative economy products 

in the city of Padang, then the researcher 

conducted a field survey and submitted a 

questionnaire related to marketing factors. 

The collected data is then carried out 

preliminary analysis to be able to produce 

sample data or initial data. This initial 

data will be processed with data mining 

algorithm c.45. to perform marketing 

predictions. Then the results of this 

analysis will be used as a reference for the 

development of digital marketing 

applications, then the digital marketing 

application trial will be carried out and 

finally the implementation of the digital 

marketing application in the creative 

economy players of the city of Padang. 
 

RESULTS AND DISCUSSION 

 

Data analysis was carried out to 

process data on the marketing of creative 

economy products and services for the 

city of Padang, marketing data was 

collected based on data from the creative 

economy actors of the city of Padang, 

which are contained in the creative 

economy report book of West Sumatra 

2018.The marketing data in the book is 

complemented by the collected marketing 

data. directly through field observations to 

the creative economy actors of the city of 

Padang. Based on the data collected, there 

are 7 factors that influence the marketing 

of creative economy products and 

services in Padang City, namely, business 

location, product prices, social media 

promotion, e-commerce marketing, 

product quality, product types, and 

popularity. The data obtained is 

performed data normalization, then data 

processing is carried out using the C45 

algorithm. The C45 algorithm is able to 

predict factors that affect the marketing of 

products and services for creative 

economy actors. The Creative Economy 

Marketing Analysis Decision Tree of 

Padang City can see in figure 2. 

 The type of marketing used will 

greatly affect the sales of creative 

economy products and services in the city 

of Padang. So that the development of the 

marketing concept is carried out with the 

concept of digital marketing. The digital 

marketing concept that will be developed 

is a marketing concept in one medium 

that is mutually integrated between one 

actor and other creative economy actors. 

 
Figure 2. The Creative Economy 

Marketing Analysis Decision Tree of 

Padang City 

 

The development of digital 

marketing applications can be seen in 

pictures3 to 8. 

 

 
 

Figure 3. Main Application Page 
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Figure 4. Consumer Register page 

 

 
 

Figure 5. Order View 

 

 
 

Figure 6. Delivery Selection Process 

 

 
 

Figure 7. Order Details 
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Figure 8. Consumer Transaction 

Notification 

 

CONCLUSION 

This research produces a digital 

marketing application called KADAI 

MINANG. This application can 

accommodate all creative economy actors 

in the city of Padang, so that it is 

integrated or interconnected. This 

application can also be used for the 

development of creative economy 

marketing in other districts and cities in 

the province of West Sumatra, and even 

this application can also be used 

throughout Indonesia of course with 

developments that are tailored to the 

character of each region. This application 

is built based on decision support 

obtained from the analysis of factors that 

determine the marketing of creative 

economy products and services in Padang 

City using the c4.5 data mining algorithm. 

This digital marketing application makes 

it easy for consumers to find, compare 

and select products and services for the 

creative economy of the city of Padang. 

 

ACKNOWLEDGMENT 

We would like to thank Universitas 

Putra Indonesia YPTK Padang for 

providing funding for the 2020 Applied 

Skim Lecturer Research Grant and fully 

supported by the Padang Computer 

College Foundation.. 
 

REFERENCES 

 

D’Haen, J., Van Den Poel, D. and 

Thorleuchter, D. (2013) ‘Predicting 

customer profitability during acquisition: 

Finding the optimal combination of data 

source and data mining technique’, Expert 

Systems with Applications, 40(6), pp. 

2007–2012. doi: 

10.1016/j.eswa.2012.10.023. 

Hartemo, M. (2016) ‘Email marketing in 

the era of the empowered consumer’, 

Journal of Research in Interactive 

Marketing, 10(3), pp. 212–230. doi: 

10.1108/JRIM-06-2015-0040. 

Kumbara, V. B., Afuan, M. and Putra, R. 

B. (2020) ‘THE EFFECT OF 

EXPERIMENTAL MARKETING ON 

REVISIT INTENTION TOURISTS IN 

MANDEH ISLAND TOURISMN 

OBJECT , PESISIR SELATAN 

REGENCY’, 2, pp. 73–81. 

Monteiro, T. A. et al. (2019) ‘Managing 

the digital consumer: insights from Brazil 

and Spain’, Journal of Manufacturing 

Technology Management, 30(8), pp. 

1196–1215. doi: 10.1108/JMTM-12-

2017-0272. 

Morris, N. (2009) ‘Understanding Digital 

Marketing: Marketing Strategies for 

Engaging the Digital Generation’, Journal 

of Direct, Data and Digital Marketing 



 

 

JURNAL IPTEKS TERAPAN 

Research of Applied Science and Education V14.i4 (309-314) 

 

 

 

  
LLDIKTI Wilayah X                                  314 
Submitted : 25 Agustus 2020 –  Accepted : 29 November 2020 – Published : 07 Desember 2020 

ISSN     : 1979-9292 

E-ISSN : 2460-5611 

Practice, 10(4), pp. 384–387. doi: 

10.1057/dddmp.2009.7. 

Muhammad, A. and Mandala, E. P. W. 

(2018) ‘Aplikasi Customer Relationship 

Management Dalam Pemasaran Songket 

Silungkang Kota Sawahlunto’, Teknologi, 

6(2), pp. 52–59. Available at: 

http://lppm.upiyptk.ac.id/teknologi/index.

php/TEKNOLOGI/article/view/111. 

Ngai, E. W. T. et al. (2015) ‘Social media 

models, technologies, and applications: 

An academic review and case study’, 

Industrial Management and Data 

Systems, 115(5), pp. 769–802. doi: 

10.1108/IMDS-03-2015-0075. 

Piccoli, G., Lui, T. W. and Grün, B. 

(2017) ‘The impact of IT-enabled 

customer service systems on service 

personalization, customer service 

perceptions, and hotel performance’, 

Tourism Management, 59, pp. 349–362. 

doi: 10.1016/j.tourman.2016.08.015. 

Song, T. H., Kim, S. Y. and Kim, J. Y. 

(2016) ‘The dynamic effect of customer 

equity across firm growth: The case of 

small and medium-sized online retailers’, 

Journal of Business Research, 69(9), pp. 

3755–3764. doi: 

10.1016/j.jbusres.2015.12.067. 

Taiminen, H. M. and Karjaluoto, H. 

(2015) ‘The usage of digital marketing 

channels in SMEs’, Journal of Small 

Business and Enterprise Development, 

22(4), pp. 633–651. doi: 10.1108/JSBED-

05-2013-0073. 

Trainor, K. J. et al. (2014) ‘Social media 

technology usage and customer 

relationship performance: A capabilities-

based examination of social CRM’, 

Journal of Business Research, 67(6), pp. 

1201–1208. doi: 

10.1016/j.jbusres.2013.05.002. 

Yadav, M. and Rahman, Z. (2018) ‘The 

influence of social media marketing 

activities on customer loyalty: A study of 

e-commerce industry’, Benchmarking, 

25(9), pp. 3882–3905. doi: 10.1108/BIJ-

05-2017-0092. 

 

 

 


