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Abstract

COVID-19 has impacted micro, small, and medium enterprises (MSMEs) business in Indonesia. One of
the efforts of MSMEs to survive is by migrating to the digital market. The city government of Samarinda
grabs the opportunity by releasing a mobile application called Behambinan. This study examines the
Behambinan communication strategy to empower MSMESs, considering the apps as an innovation for
the digital market in Samarinda. The Diffusion of Innovation Theory helps to parse the communication
strategies of this innovation. The method used in this study is qualitative descriptive by conducting in-
depth interviews with the Communication and Information Office of Samarinda City and its
stakeholders as key actors of the diffusion process. The Behambinan application is currently at the
dissemination stage to act effectively as the local digital forum for buying and selling. This study found
some challenges during the diffusion process. First, MSME players (adopters) have difficulty
understanding the application due to the lack of digital literacy and technical issues such as not having
a smartphone and high expense for internet quotas to run the application. Second, the misalignment of
interpersonal communication between key actors. Third, weaknesses in promotional strategies. This
study found that interpersonal communication through localite channels has a significant role in the
diffusion process. An integrated communication strategy among key actors and well-planned execution
of localite and cosmopolite channels is essential to engage MSMESs and the public.
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Introduction and selling transactions much easier, one of

Smartphones have changed people's daily which is through a mobile application.
lives, starting from how people live and Behavioral changes of mobile application usage
communicate to make transactions. The among consumer are generally preceded by
diffusion that occurs due to the use of mobile trailing behavior (Salo & Makkonen, 2018).
devices, supported by internet networks and the However, the customer behavioral changes of
development of an online business ecosystem using mobile applications are considered
broadens the choices for consumers (Tduscher simpler than physical products or services
& Laudien, 2018). The online shopping trend because they are only one click away without
has become a new pattern of behavior for excessive effort (Bhattacherjee et al., 2012). In
consumers. Supported by technological other words, mobile application providers face
sophistication in making the process of buying the challenge of taking advantage of the
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opportunity and time during the trial period to
retain users (Salo & Makkonen, 2018).

The COVID-19 pandemic has
strengthened changes of consumer behavior
since people's mobility to meet their needs is
limited. However, according to the Senior
Economist of the Institute for Development of
Economics and Finance (INDEF), Enny Sri
Hartati, MSMEs are the most vulnerable sectors
during the pandemic (Irham, 2020). On the one
hand, UMKM is a sector that is considered the
most capable of surviving a crisis (Suryana,
2019). This is because most MSMEs in
Indonesia are micro-businesses in the informal
sector that use local raw materials and target
local markets (Sudaryanto et al., 2013). On the
other hand, only 13% of 8 million MSME
players nationally are connected to the digital
ecosystem (Saptowalyono, 2020), while only
9% of SMEs have adopted the e-marketplace
strategy since the launch of the Go Online
program by the government in 2017 (Ngazis &
Hasanah, 2019).

During the pandemic, MSMEs
experienced a decline in income during the
pandemic due to the requirement to minimized
face-to-face communication. This impact does
not only affect 1,785 cooperatives and 163,713
MSME actors nationally (Kristianus, 2020), but
also at the local regional level. The research by
the Bank Indonesia Representative of East
Kalimantan found that 90.10% of MSMEs in
East Kalimantan experienced a decline in sales
during the pandemic and 49.20% of MSMEs
were forced to terminate employment (Ghofar,
2020). In East Kalimantan, there are more than
13,000 MSMEs proposed to receive a stimulus
from refocusing the APBD for the pandemic
(Disway Kaltim, 2020). Meanwhile, from the
marketing side, the government directs MSME
players to migrate to online or e-commerce
systems, one of which is through applications
(Irham, 2020). Therefore, the digitizing activity
of MSMEs is a rational option to support
MSME:s, even before the pandemic.

Technology becomes one of the important
tools to support competitiveness in the digital
age of commerce. Adoption of information
technology (IT) is one of the areas
recommended to the SMEs to face competitive
challenges (Nugroho et al, 2017). In
developing countries such as Indonesia, the
adoption of IT provides solution for
affordability, accessibility and quality problems
of SMEs (Sani et al., 2020). Moreover, being
innovated in technological approach provide
competitive advantages for SMEs (Wadhwa et

al., 2017). The SMEs contributes to
technological innovation in the economy as it is
necessary for the SMEs to gain competitive
advantage or survive in the globalized market
(new market and consumers) (Prasanna et al.,
2019). SMEs need to pay attention and be able
to gain an advantage from technological
opportunities to support business strategies and
improve operations and services (Indrawati et
al., 2020).

The pandemic has accelerated the shift
towards digitalization and e-commerce during
the change in customers habit due to lockdowns
and social distancing rules (Shrestha, 2020).
The Ministry of Communication and
Information Technology of Indonesia urges
small and medium businesses to go online,
especially by joining e-commerce platforms
where e-commerce increased SMEs revenue by
26% and increased workforce (Kementerian
Komunikasi dan Informasi Indonesia, 2017).
The adoption of e-commerce in the MSME
sector in Indonesia is still low although it is
proven to provide benefits such as expanding
market reach, increase sales and improve
external communication (R. Rahayu & Day,
2017).

However, ICT adoption of SMEs in
Indonesia has not reached the strategic level of
its business. Raharja et al. (2019) recommended
training for business people and socialising the
benefits of ICT adoption of SMEs are important
to encourage ICT adoption in Indonesia. It is
due to the limitation of human resource and
knowledge of IT utilization and benefits for
SMEs’ business (Nugroho et al., 2017).
Competitive pressure becomes one of the
challenges for SMEs in adopting e-marketplace
in Indonesia (Purwandari et al., 2019). Another
research from Indrawati et al. (2020)
extrapolated the biggest inhibiting factor of
technological innovation for SMEs in Indonesia
is the funding of technological innovation and
support from government institutions.

The government of Samarinda city in East
Kalimantan Province Indonesia have taken
chance of approaching the digital environment.
In 2019, they launched a mobile application
named Behambinan as a local e-marketplace
targeting SMEs. A marketplace can be defined
as the place for buyers and sellers to meet, talk
about the product, and finally perform
transactions (Prihastomo et al., 2018). Ideally,
purchasing activities also happens through the
application. Due to some technical limitation,
Behambinan has not provided the activity yet.
Aside from the technical development, the
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application itself can be considered as an
innovation for local SMEs empowerment,
either for the SMEs or for customers.

Theoretical Framework

Innovation is defined as an idea, practice,
or object that is perceived as new by an
individual or other unit of adoption (Singer,
n.d.). For SMEs and the community, the local e-
marketplace mobile application is an innovation
for local products. Local market reach can be a
competitive advantage that both providers and
SMEs must maximize to reach a specific
market. The challenge comes not only in
preparing for SMEs to compete in the online
market. However, in terms of mobile
applications, Behambinan also has to compete
with mobile application competitors who have
advanced technical capabilities with a broad
market. This process is known as the diffusion
of innovation, which is the process that occurs
when people adopt new ideas, practices,
principles or products (Kaminski, 2012)

The idea of diffusion of innovation is
defined as the social process to learning about
an innovation affected by set of pros and cons
of the innovation, the characteristics of
adopters, and larger social and political context
(Dearing & Cox, 2018). Rogers in his notable
work the Diffusion of Innovation (DOI) Theory
argue  that  communication  channels,
interpersonal networks and social modelling
were particularly influential aspects in the
change process (Scott & McGuire, 2017). The
theory is widely used to explained phenomenon
in organization, business and communication.
One of which is Banks (2006) who found an
interrelated linkage between and successful
strategy of change management of innovation.
She noted that internal stakeholders’ literacy of
innovation and the ability to communicate,
collaborate and gain support of management are
essentials to a successful strategic change
management (Banks, 2006).

According to Rogers (2003), innovation
will go through five stages in the adoption
process, namely: Knowledge, Persuasion,
Decision, Implementation, and Confirmation.
At the knowledge stage, an individual learns
about the existence of innovation and seeks
information about the innovation. At this stage,
the individual will ask three types of
knowledge, namely: awareness-knowledge
related to knowledge about the existence of
innovation, how-to-knowledge related to
information about how to use innovation
correctly, and principles-knowledge related to

functional principles about how and why an
innovation works (Rogers, 2003b). At the
persuasion stage, potential adopters will be
more involved than the knowledge stage and
begin to actively seek information. Individuals
will create positive and negative attitudes
towards innovation and develop innovative
perceptions so that the character of innovation
will be formed (Rogers, 2003b).

The persuasion stage occurs when the
individual has formed a behavior after
understanding the knowledge of innovation,
both positive and negative. At this stage, the
affective  approach (feelings) 1is more
influential, one of which is an assessment of
colleagues (Rogers, 2003b). At the decision
stage, the individual will choose to adopt or
reject the innovation. Rogers shows two types
of rejection, namely active rejection, and
passive rejection. On active resistance, the
individual tries an innovation and thinks about
adopting it, but it is not done. Meanwhile, in the
passive refusal, the individual did not think to
adopt the innovation at all. At the
implementation stage, the innovation has been
adopted by individuals. However, this stage
brought new uncertainties regarding the
outcome of the diffusion that occurred. It is at
this stage that upgrading, and modification of
innovation are carried out to maintain adopters
(Rogers, 2003b). Finally, at the confirmation
stage, the innovation-decision has been made
but the individual will see support for his
decision to adopt the innovation.

Communication Channels

The communication process occurs at each
of these stages through various communication
channels to achieve mutual understanding from
the participants. Communication channels can
be categorized into localite channels and
cosmopolite channels. Mass media is a
cosmopolite channel that is more significant at
the knowledge stage while localite channels
such as interpersonal channels are very
important in the persuasion stage for the
innovation-decision process (Rogers, 2003a).
Apart from the innovation process and
communication channels, other important
elements in the diffusion of innovation are time
and social systems.

The entire innovation process involves a
time dimension that occurs in a social system so
that it is influenced by the social structure and
the agreement patterns of the units in the system
(Rogers, 2003a). The main obstacle in the
process of adopting innovation is the existence
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of uncertainty, namely the consequence of a
change in the form of rejection of individuals or
the social system. To reduce uncertainty,
individuals must be informed about the
advantages and disadvantages that make them
aware of all consequences (Rogers, 2015).

Communication Strategy

The strategic orientation in the
organization greatly influences the diffusion of
innovation. Organizations that combine a
customer-technology orientation tend to go
beyond organizations that only focus on one of
them (Adams et al., 2019). One of them is a
form of communication strategy.
Communication strategy is a pattern in
important decisions and actions related to
communication and determines what must be
communicated to avoid conflict and reach
mutually beneficial solutions in relationships
with stakeholders (Heath et al., 2018). At
functional level organization’s strategic goals
and priorities are delivered through its
communication themes as part of deliberate
communication strategy process and at
operational level implemented in the
communication planning process (Heath et al.,
2018). Meanwhile, the process of adopting ICT
by SMEs requires some key capabilities. The
capabilities  required include  problem
assessment, conceptualizing and evaluation,
specifying  concepts,  delegating  roles,
identifying appropriate and inappropriate
interests, testing products, modifying and
adapting products, and redefining problems
(Sunday & Vera, 2018). Those capabilities must
be induced well alongside with the
communication strategy.

Ebadi & Utterback (1984) found a close
relationship between the role of communication
and technological innovation in which the
greater the effect of centrality and diversity in
technological innovation. Following Ebadi &
Utterback study, Che et al. (2019) found that the
successful diffusion of ideas in an organization
is strongly supported by literacy and transparent
communication between individuals in the
organization. Meanwhile, Kamboj & Rahman
(2017) found that innovation is associated with
technical processes related to marketing
capabilities and non-technical processes that are
simultaneously  related to  competitive
advantage. Furthermore, they underlined that
the role of managers in managing
communication strategies with internal and
external  stakeholders is an important
component in the success of introducing new

products and competing with competitors
(Kamboj & Rahman, 2017).

Based on the study of various literatures,
this study assumes that communication
strategies impact the success of introducing
local e-marketplaces as a marketing innovation
in the pandemic era. Therefore, this study seeks
to analyse the communication strategies applied
by providers in promoting Behambinan as well
as the diffusion of innovation that occurs in the
process.

Material and Methodology

This research uses a qualitative approach.
In qualitative research, the main instrument is
the person or the researcher himself who must
have broad insight from concepts and theories
to ask, analyze and then construct the meaning
of the situation under study (Sugiyono, 2017).
Lofland in Moleong (2014) explains that the
sources of qualitative research data are words
and actions. There are two sources of data,
namely primary data and secondary data.
Primary data is obtained directly from research
subjects according to the specified instruments,
while secondary data is in the form of evidence,
notes, or reports that have been published to
assist analysis in research (Purhantara, 2010).
This method uses a qualitative approach with
the snowball sampling method of informant
retrieval. The informant will initially provide
recommendations for other informants to be
interviewed in-depth. Researchers have
determined two initial informants in this study.
The first key informant is Head of Government
Applications and Services the Communication
and Information Office and Samarinda City,
Mr. Suparmin. The second key informant is
Cooperative and UMKM Office, Mrs. Mariah.
Then proceed to the Population Control and
Family Planning Office of Samarinda City as a
stakeholder, MSME actors as sellers, as well as
to buyers (users) of the Behambinan
application.

Result and Discussion

Advances in information technology
change the pattern of transactions and business
developments in the world. The use of the
internet also supports the existence of micro,
small and medium enterprises in various aspects
of business, from marketing, transactions to
long-term consumer loyalty. The ease and
speed that an internet-based application offers,
brings innovation to SMEs in the city of
Samarinda. '"Moving' traditional markets into an
online marketplace (marketplace), which is
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downloaded on the smartphone of every
consumer who needs it. Especially during the
Covid 19 pandemic, there were restrictions
imposed according to health protocols. An
example of information technology innovation
is the creation of the Behambinan application in
the city of Samarinda.

This application was originally intended to
facilitate consumers who will break their fast
during Ramadan, without leaving the house and
avoiding crowds. A number of food and
beverage products are offered through the
Behambinan application. The wuse of the
Behambinan marketplace application is a new
experience for MSME players and the
community. This application was originally
intended as an alternative media for buying and
selling the Ramadan market which must be
closed during the pandemic. Usually, people
will come to the market or Ramadan bazaar in
various locations that have been provided.

Behambinan is the result of the adoption of
the Gendong Gandeng Program, which is an
MSME empowerment program from the
Yogyakarta City Government that aims to
alleviate poverty. This program was launched in
2018 and also has a local marketplace
application called Nglarisi. Unfortunately, the
Nglarisi application has not been able to
optimally support MSME businesses digitally
due to technical problems, the ability of
Gendong Cooperate members to use the
application is still lacking, and the lack of
demand (Subarkah, 2019).

This study sees Behambinan as a useful
local marketing innovation for SMEs. In
general, MSMEs register themselves in e-
marketplaces with large markets, such as
Tokopedia or Bukalapak, which provide a
digital market for buying and selling
transactions. Unfortunately, based on the results
of a survey by the Indonesian Internet Service
Providers Association (APJII), the most traded
commodity in the national marketplace is
durable products, considering that this
marketplace promises a national and global
market and tighter business competition (APJII,
2019). Non-durable products, such as certain
foods, will be constrained by location and
delivery time factors. Therefore, this
marketplace is not suitable for the type of micro
business with a local market base.

The high uncertainty that occurs in the
digital ecosystem forces the firm's ability to
prepare strategic decisions in predictive
rationality (Koch & Windsperger, 2017). This
occurs in the process of diffusion of

Behambinan's innovation. Most of the MSME
players who were members of Behambinan in
the early stages were business actors with a non-
durable products business base. For example,
SMEs who joined the Office of Population
Control and Family Planning. Of the 121
registered SMEs, 39 were registered in the
Behambinan app. This uncertainty is due to
technical limitations (i.e. not having a
smartphone, limited capital) and understanding
of online marketing that MSMEs players have.

The process of empowering SMEs through
the Behambinan application has been carried
out by providers in collaboration with related
stakeholders. One of them is shown by the
presence of 19 groups of assisted SMEs who are
partners with the Samarinda City Government.
City Government Partners are groups of SMEs
that work with the government to provide food
and drinks for City Government activities and
later on for all agencies in the Samarinda City
Government. Unfortunately, MSME actors also
encounter problems in becoming partners
because they have to meet certain criteria,
including having a business license that meets
the standards of the City Government, having
sufficient capital, entrepreneurs providing food
and drink, being able to fulfill orders without
using the cash on delivery method. In addition,
stakeholders observed that the common
obstacle of the Behambinan application is
related to the promotion where this application
is not widely known by the public so that orders
are limited or even absent in a day. Behambinan
must be able to compete with other mobile
application competitors to become the choice
that customers have in mind.

Communication Process in the Diffusion
Innovation

The communication process occurs in
every stage of the diffusion of innovation, both
through localite channels and cosmopolite
channels. As an application initiated, created,
and managed by the regional apparatus, namely
the Samarinda City Information and
Communication Office, Behambinan was
introduced as the  government-owned
innovation to empower SMEs. This
introduction process made use of influential
figures in the Samarinda city government, such
as the Mayor. These figures consistently convey
information as well as invitations to use
Behambinan, starting with employees within
the City Government itself. This consistency is
followed up by local regulations that support the
use of Behambinan. Another form of localite
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channel comes from external stakeholders who
are involved in coaching SMEs.

Interpersonal channels are stronger for
creating or changing individual behavior
(Sahin, 2006). Though, this study found the
different  consistency  of  interpersonal
communication between the two stakeholders.
At the Population Control and Family Planning
Service, the interpersonal communication
process is a key point to increase knowledge
and interest and eliminate the uncertainty of
SMEs players in using Behambinan.
Interpersonal communication is carried out by
SME coaches through various media, both face-
to-face, and online coaching through
communication applications. Unfortunately,
stakeholders from the Department of
Cooperatives & SMEs Samarinda City did not
do the same. These stakeholders tend to be
neutral and are reluctant to prioritize
Behambinan as the main application for the
SMEs they develop, on the grounds that
competitors  provide  more  profitable
opportunities for SMEs.

Meanwhile, the provider and manager of
Behambinan, namely the Communication and
Information Office, focuses on communication
through the cosmopolite channel. The first step
is to create a unique communication concept to
be conveyed through the application. For
example, by making jokes or interesting phrases
to greet users of the Behambinan application
every day. Providers also carry out online and
offline promotions by utilizing communication
media within the Samarinda City Government
and the mass media. The provider also arranges
events and programs to introduce Behambinan,
especially targeting young people as active
smartphone users.

In addition, providers also communicate
through localite channels by forming SMEs
communication groups on WhatsApp, in
addition to being willing to conduct direct
consultations with SMEs. This was revealed by
one of the SME business actors who are users
of Behambinan, Mrs. Herlina. He appreciates
providers who are open to receiving complaints
and questions from him at any time, even when
he comes directly to the Office of
Communication and Information.  The
communication approach taken by the
Samarinda  City =~ Communication  and
Information Agency to Mrs. Herlina has used
persuasion and affection so that there is mutual
trust.

This study notes that the Samarinda City
Communication and Informatics Office does

not yet have a regular training program to gain
the trust of SMEs in general. Training programs
do not merely provide information, but to create
knowledge education and training must provide
a know-why experience rather than just how-to
experience (Seemann, 2003). Providers and
stakeholders as well as other actors involved in
the diffusion of innovation in empowering
SMEs must focus their attention on the interests
and arrangements of SMEs to ensure that goals
are connected to the views and mindsets of the
actors (Sunday & Vera, 2018).

Another problem encountered is the lack of
technological knowledge of the SME actors.
Many of the SME players who are members of
the empowerment group run by the Samarinda
city government refuse to try Behambinan
because they do not understand e-commerce, do
not own smartphones, or are worried about
internet quota costs. Consumers can reject
innovation due to a lack of awareness of the
investment if they feel the innovation is not
right for them (Salim, 2019). One strategy to
increase awareness of innovation is through a
professional community that can create and
transfer knowledge to bring change (Ben-
Slimane et al., 2020; Sapir et al., 2016). The
process of communication innovation by
professionals to specific groups can be done
through personal cosmopolite channel activities
such as community visits, campaigns, training,
or exhibitions (Sharma & Kumar, 2018).

Communication Strategy to Develop Local E-
Marketplace as an Innovation

The manager of the Behambinan mobile
application is the Samarinda City Information
and Communication Office. The office
appointed a small team of four to carry out roles
of managing Behambinan from technical
development to customer service who
connecting buyers and sellers. This team is the
organization of the Behambinan application as
part of the information and communication
technology ecosystem in the city of Samarinda.
As part of the Samarinda city government, this
team is not focused on running the Behambinan
application as a business unit. The actors who
run this application management are employees
who are tied to other main tasks and functions
according to the work unit in the Samarinda city
government. Therefore, the team faces some
challenges in managing Behambinan under the
pressure from city leaders to bring this mobile
application of SMEs empowerment into
success. On the one hand, this condition
facilitates ~ coordination =~ with  internal
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stakeholders who are supported by various
policies to achieve goals. On the other hand, this
team has limitations of resources in developing
applications to compete with competitors.

The communication strategy makes the
communication function in the management
process relevant according to its focus and
involves the right stakeholders so that
communication becomes a solution to
organizational problems (Heath et al., 2018).
The formulation of a communication strategy,
both functional and practical, was carried out by
the Behambinan team in coordination with the
leaders of the Communication and Information
Office and the Mayor of Samarinda. This team
does not have a professional communication
practitioner in the organization to implementing
a strategy for developing organizational or
business communication strategies.
Professional communication practitioner is an
essential element for creating an organization
and determine strategic issues (Heath et al.,
2018).

Consumers are active users. The seller
offers sales until the goods reach the consumer.
Meanwhile, buyers can buy, to review the
product. In addition, consumer reviews can
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To sum up, this study examined strategies
carried out in this innovation process, from
diffusion  (dissemination of innovation
information) to empowering MSMEs that can
develop sustainably. According to Rogers, there
are five stages in the innovation acceptance
process, namely the knowledge stage, the
persuasion stage, the decision stage, the
implementation stage, and the confirmation
stage (Damastuti, 2020).

First, at the strategic knowledge stage
carried out by the Samarinda City
Communication and Information Agency is the

Following

v

................

provide ratings, share again (share), or
recommend a product again to various social
media. This condition also changes the
character and patterns of consumer spending. In
e-commerce, effective marketing
communication carried out from an integrated
coordination between organization’s functions
and strategies (Kliatchko, 2013).

Rahayu & Fatima (2019) in their research
about big e-commerce firm Lazada examined
some marketing communication strategies used
are advertising (via electronic media, printed
media and social media), sales promotion on the
website, promo code, word of mouth, and
utilizing social media. This research found that
local e-marketplace Behambinan has not utilize
an integrated marketing communication as such
big firm did. Behambinan does not has a
company website under its brand name, instead
they manage information mainly through social
media Instagram. The content of Behambinan’s
Instagram account mostly random thoughts,
motivational quotes, tips, and certain festive
speeches. Tough the designs are interesting
enough, but only small portion of information
talk about SMEs products and promotional
deals or events.

& behambinan n

&

< <
‘SOCIAL MEDIA MARKETING
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Internal and  External

Introduction  to
Behambinan Applications. Where the tactics
are carried out, namely the socialization of the
Behambinan application at the internal level

(employees) at the Regional Apparatus
Organization (OPD) of Samarinda City, such as
the population office, cooperative and SMEs
offices, and others. Meanwhile, the external
introduction is to all people of Samarinda city,
through local mass media. Second, in the
persuasion stage, the strategy is carried out by
providing excellent service to consumers
(users) and sellers (sellers). Third, the strategy
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decision stage determines the continuity of the
application. The Behambinan application is
accepted or rejected by the target. The point is
that both users and sellers are given more
benefits from using this application. For
example, educational messages and motivation
for users and sellers.

The fifth is the implementation stage
(implementation) of the coaching strategy to the

sellers (SMEs). Where the Ministry of
Communication and Information provides
training in business development. The last step
is confirmation. Looking for reinforcement of
decisions that have been taken. In this stage, it
proves useful innovation itself (Haryanto,
2007). The strategy at the confirmation stage is
effective communication and consistency.

Table 1. Communication Strategies in DOI Stages of Behambinan Applications

Diffusion of Innovation

Number Stages

Internal and External
Introduction of

Behambinan External:

Applications

1 Knowledge

Excellent service to
users and sellers

2 Persuasion

3 Decision

4 Implementation

5 Confirmation

Conclusions

Based on the analysis above, it can be
concluded that there are five strategies to
develop a local e-marketplace as SMEs
empowerment innovation, namely: Introduction
to Internal and External Behambinan
Applications, Excellent Service to users and
sellers, Benefits for sellers and users, MSME’s
Development, Effective Communication, and
consistency. Internal introductions are made to
internal stakeholders, including MSMEs who
are part of this application. Internal recognition

Effective
communication and
consistency

Communication
Strategy

Tactics

Internal:

Socialization  to  regional
apparatus  organizations in
Samarinda city

Socialization to the people of
Samarinda city through mass
media

The application is easy to
download and use, promotes
delivery  costs  (courier),
provides a large selection of
food and beverage products,
accessories, and more

Opening the opportunity to
accept potential sellers
Providing  more  benefits
through educational messages

Benefits for both sellers = applied, for example, health
and users protocol info, tips, and

motivation to build a business
and others.

Establish cooperation
(partners) with other agencies

MSMEs empowerment = related to MSME development.

Guide training to increase
MSME:s to sellers

Provide admin contact
information for  questions,
criticisms, and suggestions.
Create a WhatsApp or telegram
group specifically for the seller
of the Behambinan application

was carried out using localite channels and
cosmopolite channels as an innovation
diffusion communication strategy. Meanwhile,
the related external introduction focuses on
reaching the widest possible market. This is
done in particular by utilizing cosmopolite
channels both through the city government-
owned communication channels and the mass
media.

The decision to adopt a local e-
marketplace mobile application by MSMEs is
influenced by the communication process
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through localite channels and cosmopolite
channels. The results of this study support
previous research (i.e. Vrain & Wilson, 2021)
which found that interpersonal channels have a
significant role in the diffusion process of
innovation. The results of this study also
confirm that the decision to adopt an innovation
is an interactive and dynamic process of actors
connected to MSMEs (both internal providers
and external stakeholders) (Sunday & Vera,
2018). Thus, consistency of information and
support for local applications must be carried
out by key actors, especially external
stakeholders who have direct contact with
MSMEs. As the results are shown by Sharma &
Kumar (2018), a personal cosmopolite channel
in the form of training and enrichment activities
is an efficient source of communication for
potential adopters.

This study found that the communication
channel has not been maximized in an
integrated manner with various stakeholders
which is the cause of misalignment of
understanding between actors. From the
customer side, communication through
cosmopolite channels is needed to introduce the
Behambinan application to the target market.
The results of this study found that the use of
cosmopolite channels is still limited to channels
owned by the government and partners who
have long collaborated with providers.
Providers can expand promotions by utilizing
social networking well and local influencers to
share reviews to attract potential customers'
curiosity.

Behambinan is an e-marketplace mobile
application that is currently in the dissemination
stage. At this stage, knowledge and awareness
of the importance of this innovation are needed
to reach potential adopters. The results of this
study suggest the Behambinan team uses
appropriate communication strategies with the
right channels to introduce Behambinan
respectively to MSMESs and the public.
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