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ABSTRAK 

 

Transaksi bisnis digital di Indonesia mencapai US$ 4,48 miliar pada tahun 2021. Hal ini 

menunjukkan bahwa internet merupakan alat pemasaran digital yang sangat strategis. Dari 

observasi awal penelitian ini, 95% dari lima puluh industri pelatihan di Jakarta menyatakan 

bahwa pemasaran digital sangat dibutuhkan, dan hanya 20% dari industri pelatihan yang 

menerapkan pemasaran digital secara parsial. Penelitian ini bertujuan untuk menyediakan 

instrumen untuk menetapkan indikator pemasaran digital. Dengan menggunakan pendekatan 

deskriptif kuantitatif, penelitian ini menyimpulkan bahwa terdapat tujuh dimensi dan tujuh 

belas indikator yang merepresentasikan indikator marketing digital, yaitu: business to business, 

business to customers, customers to customers, internet of things, data life-cycle technology, 

integrated system, internal organization, external organization, top management commitment, 

program and strategy, financial support, staff and expert's availability, facility & 

infrastrucrure, applying e-commerce, customer relation, advertising, sales & marketing. Hasil 

uji validitas dan reabilitas pada survey yang dilakukan memperoleh hasil valid dan reliable 

pada setiap pertanyaan yang merepresentasikan dari setiap indikator. 

 

Kata Kunci: marketing digital, industri pelatihan, indikator, deskriptif kuantitatif, facebook ads 
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ABSTRACT 

 

Digital business transactions in Indonesia reached US$ 4.48 billion in 2021. This shows that 

the Internet is a very strategic digital marketing tool. From the initial observation of this 

research, 95% of the fifty training industries in Jakarta stated that digital marketing is needed, 

and only 20% of the training industries have partially implemented digital marketing. This 

research aims to provide an instrument to establish digital marketing indicators. Using a 

qualitative descriptive approach, this study concludes that there are six dimensions and 

seventeen indicators that represent digital marketing indicators, namely: Business to Business, 

Business to Customers, Customers to Customers, Internet of things, Data life-cycle technology, 

Integrated system, Internal organization, External organization, Top Management 

commitment, Program and strategy, Financial support, Staff and expert's availability, Facility 

& infrastructure, Applying E-commerce, Customer relation, Advertising, Sales & Marketing. 

The results of the validity and reliability tests on the survey conducted obtained valid and 

reliable results on each question representing each indicator. 

 

Keywords: digital marketing, training industry, indicators, descriptive qualitative, facebook 

ads 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://lib.mercubuana.ac.id



x 

 

DAFTAR ISI 

 

HALAMAN JUDUL ............................................................................................................ i 

HALAMAN PENGESAHAN ............................................................................................. ii 

PERNYATAAN KEASLIAN ............................................................................................ iii 

PERNYATAAN SIMILARITY CHECK .......................................................................... iv 

PEDOMAN PENGGUNAAN TESIS ................................................................................. v 

KATA PENGANTAR ....................................................................................................... vi 

ABSTRAK ....................................................................................................................... viii 

ABSTRACT ......................................................................................................................... ix 

DAFTAR ISI ....................................................................................................................... x 

DAFTAR GAMBAR ....................................................................................................... xiii 

DAFTAR TABEL ............................................................................................................ xiv 

BAB I  PENDAHULUAN .................................................................................................. 1 

1.1 Latar Belakang ................................................................................................................... 1 

1.2 Rumusan Masalah .............................................................................................................. 6 

1.3 Tujuan Penelitian ............................................................................................................... 6 

1.4 Manfaat Penelitian.............................................................................................................. 6 

1.5 Batasan dan Asumsi Masalah ............................................................................................. 6 

BAB II KAJIAN PUSTAKA .............................................................................................. 7 

2.1 Marketing Digital ............................................................................................................... 7 

2.2 Strategi Marketing Digital .................................................................................................. 9 

2.3 Industri 4.0 ....................................................................................................................... 27 

2.4 Tranformasi Digital .......................................................................................................... 29 

2.5 Industri Kecil dan Menengah ........................................................................................... 30 

2.6 Penelitian Terdahulu ........................................................................................................ 32 

2.7 Kerangka Pemikiran ......................................................................................................... 34 

BAB III  METODELOGI PENELITIAN ......................................................................... 35 

3.1 Jenis dan Desain Penelitian ............................................................................................ 35 

3.2 Data dan Informasi .......................................................................................................... 35 

3.3 Teknik Pengumpulan Data .............................................................................................. 36 

3.4 Populasi dan Sampel ....................................................................................................... 37 

3.5 Teknik dan Analisis Data ................................................................................................ 37 

https://lib.mercubuana.ac.id



xi 

 

3.6 Survey .............................................................................................................................. 37 

3.7 Langkah-langkah Penelitian ........................................................................................... 40 

BAB IV HASIL PENGOLAHAN DATA DAN ANALISIS ........................................... 41 

4.1 Produk Pelatihan .................................................................................................. 41 

4.2 Eksplorasi Data Awal ....................................................................................................... 42 

4.3 Aliran Proses Marketing Digital di Industri Pelatihan ..................................................... 43 

4.4 Tingkat Persetujuan Koresponden ....................................................................... 43 

4.5 Analisis Faktor ..................................................................................................... 45 

4.5.1 Anti-image Matrices ................................................................................................... 45 

4.5.2 Communalities ............................................................................................................ 46 

4.5.3 Total Variance Explained ........................................................................................... 46 

4.5.4 Scree Plot .................................................................................................................... 46 

4.5.5 Rotated Component Matrix ........................................................................................ 47 

4.5.6 Component Transformation Matrix ............................................................................ 48 

4.6 Uji Validitas dan Reabilitas Indikator Digital Marketing .................................... 48 

4.7 Pengolahan Data Analisis Distribusi Relevansi & Analisis Cluster .................... 49 

4.7.1 Distribusi Relevansi Indikator .................................................................................... 49 

4.7.2 Initial Cluster Center .................................................................................................. 50 

4.7.3 Iteration History ......................................................................................................... 51 

4.7.4 Final Cluster Center ................................................................................................... 51 

4.7.5 Number of Cases in each Cluster ............................................................................... 53 

4.7.6 Hasil Konfirmasi Persetujuan Focus Group Discussion ............................................ 53 

4.8 Framework of Leading Indicator of Digital Marketing Index ............................. 55 

4.9 Kerangka Pemilihan Tools dan Langkah Penggunaan Tools ........................................... 56 

BAB V  HASIL DAN PEMBAHASAN ........................................................................... 62 

5.1 Temuan Utama ................................................................................................................. 62 

5.1.1 Meksplorasi data awal ................................................................................................ 62 

5.1.2 Tingkat Persetujuan Koresponden .............................................................................. 63 

5.1.3 Uji Validitas dan Reabilitas ........................................................................................ 63 

5.1.4 Tingkat Kepentingan Indikator dan Pengelompokan Cluster ..................................... 63 

5.1.5 Hasil Konfirmasi Persetujuan Focus Group Discussion ............................................ 65 

5.1.6 Kerangka Kematangan Indikator Marketing Digital .................................................. 65 

5.1.7 Kerangka Pemilihan Tools dan Penggunaan Tools .................................................... 66 

https://lib.mercubuana.ac.id



xii 

 

5.1.8 Marketing Digital Facebook Ads ............................................................................... 66 

5.2 Kajian Pengembangan dan Penelitian Lainnya ................................................................ 66 

5.3 Implikasi Industri ............................................................................................................. 67 

5.4 Keterbatasan Penelitian .................................................................................................... 67 

BAB VI  KESIMPULAN DAN SARAN ......................................................................... 69 

6.1 Kesimpulan ...................................................................................................................... 69 

6.2 Saran ................................................................................................................................. 69 

DAFTAR PUSTAKA ....................................................................................................... 70 

LAMPIRAN ...................................................................................................................... 76 

 

https://lib.mercubuana.ac.id



xiii 

 

DAFTAR GAMBAR 

 
Gambar 1. 1 Internet Adoption by Country ............................................................................................. 2 

Gambar 1. 2 Data Pengguna Internet dan Media sosial di Indonesia Tahun 2023 ................................. 3 

Gambar 1. 3 Grafik Penerapan Marketing Digital di Industri Pelatihan ................................................. 3 

Gambar 1. 4 Data Transaksi di Internet .................................................................................................. 4 

Gambar 1. 5 Data Pertumbuhan Marketing Digital di Indonesia ............................................................ 5 

Gambar 2. 1 Top 5 e-commarce di Indonesia quartal dua 2021 .............................................. 12 

Gambar 2. 2 Pengguna social media di Indonesia pada Januari 2021 ..................................... 15 

Gambar 2. 3 Kerangka Pemikiran ............................................................................................ 34 

Gambar 2. 4 Kerangka Pemikiran ............................................................................................ 34 

Gambar 2. 5 Kerangka Pemikiran ............................................................................................ 34 

Gambar 3. 1 Aliran Jenis dan Desain Penelitian...................................................................... 35 

Gambar 3. 2 Langkah-langkah Penelitian ................................................................................ 38 

Gambar 3. 1 Aliran Jenis dan Desain Penelitian...................................................................... 35 

Gambar 3. 2 Langkah-langkah Penelitian ................................................................................ 40 

Gambar 4.  1 Produk Pelatihan ................................................................................................ 41 

Gambar 4.  2 Aliran Proses Marketing Digital Pada Industri Pelatihan .................................. 43 

Gambar 4.  3 Framework Indikator Marketing Digital ............................................................ 55 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://lib.mercubuana.ac.id

file:///C:/Users/Bumi%20Alam%2012/Desktop/FINAL%20SIDANG%20AKHIR%20REVISI%20seminar%20akhir%20%20MENGUKUR%20TINGKAT%20KESIAPAN%20MARKETING%20DIGITAL%20DI%20INDUSTRI%20PELATIHAN%20%20%20-%20IBNU%20SHALEH%20FIX.docx%23_Toc143846838
file:///C:/Users/Bumi%20Alam%2012/Desktop/FINAL%20SIDANG%20AKHIR%20REVISI%20seminar%20akhir%20%20MENGUKUR%20TINGKAT%20KESIAPAN%20MARKETING%20DIGITAL%20DI%20INDUSTRI%20PELATIHAN%20%20%20-%20IBNU%20SHALEH%20FIX.docx%23_Toc143846839
file:///C:/Users/Bumi%20Alam%2012/Desktop/FINAL%20SIDANG%20AKHIR%20REVISI%20seminar%20akhir%20%20MENGUKUR%20TINGKAT%20KESIAPAN%20MARKETING%20DIGITAL%20DI%20INDUSTRI%20PELATIHAN%20%20%20-%20IBNU%20SHALEH%20FIX.docx%23_Toc143846841
file:///C:/Users/Bumi%20Alam%2012/Desktop/FINAL%20SIDANG%20AKHIR%20REVISI%20seminar%20akhir%20%20MENGUKUR%20TINGKAT%20KESIAPAN%20MARKETING%20DIGITAL%20DI%20INDUSTRI%20PELATIHAN%20%20%20-%20IBNU%20SHALEH%20FIX.docx%23_Toc143706627
file:///C:/Users/Bumi%20Alam%2012/Desktop/FINAL%20SIDANG%20AKHIR%20REVISI%20seminar%20akhir%20%20MENGUKUR%20TINGKAT%20KESIAPAN%20MARKETING%20DIGITAL%20DI%20INDUSTRI%20PELATIHAN%20%20%20-%20IBNU%20SHALEH%20FIX.docx%23_Toc143706628
file:///C:/Users/Bumi%20Alam%2012/Desktop/FINAL%20SIDANG%20AKHIR%20REVISI%20seminar%20akhir%20%20MENGUKUR%20TINGKAT%20KESIAPAN%20MARKETING%20DIGITAL%20DI%20INDUSTRI%20PELATIHAN%20%20%20-%20IBNU%20SHALEH%20FIX.docx%23_Toc143706629
file:///C:/Users/Bumi%20Alam%2012/Desktop/FINAL%20SIDANG%20AKHIR%20REVISI%20seminar%20akhir%20%20MENGUKUR%20TINGKAT%20KESIAPAN%20MARKETING%20DIGITAL%20DI%20INDUSTRI%20PELATIHAN%20%20%20-%20IBNU%20SHALEH%20FIX.docx%23_Toc143706639
file:///C:/Users/Bumi%20Alam%2012/Desktop/FINAL%20SIDANG%20AKHIR%20REVISI%20seminar%20akhir%20%20MENGUKUR%20TINGKAT%20KESIAPAN%20MARKETING%20DIGITAL%20DI%20INDUSTRI%20PELATIHAN%20%20%20-%20IBNU%20SHALEH%20FIX.docx%23_Toc143706640
file:///C:/Users/Bumi%20Alam%2012/Desktop/FINAL%20SIDANG%20AKHIR%20REVISI%20seminar%20akhir%20%20MENGUKUR%20TINGKAT%20KESIAPAN%20MARKETING%20DIGITAL%20DI%20INDUSTRI%20PELATIHAN%20%20%20-%20IBNU%20SHALEH%20FIX.docx%23_Toc143706660


xiv 

 

DAFTAR TABEL 

 

Tabel 2.  1 Penelitian Terdahulu .............................................................................................. 32 

Tabel 4. 1 Hasil eksplorasi data awal....................................................................................... 42 

Tabel 4. 2 Tingkat Persetujuan Koresponden .......................................................................... 44 

Tabel 4. 3 Anti-image Matrices ............................................................................................... 45 

Tabel 4. 4 Communalities ........................................................................................................ 46 

Tabel 4. 5 Total Variance Explained ....................................................................................... 46 

Tabel 4. 6 Scree Plot ................................................................................................................ 47 

Tabel 4. 7 Rotated Component Matrix .................................................................................... 47 

Tabel 4. 8 Component Transformation Matrix ........................................................................ 48 

Tabel 4. 9 Uji Validitas dan Reabilitas .................................................................................... 49 

Tabel 4. 10 Tabel Distribusi Relevansi Indikator .................................................................... 50 

Tabel 4. 11 Initial Cluster Center ............................................................................................ 51 

Tabel 4. 12 Iteration History .................................................................................................... 51 

Tabel 4. 13 Final Clusster Center............................................................................................ 52 

Tabel 4. 14 Anova .................................................................................................................... 52 

Tabel 4. 15 Pembentukan Cluster K-Means ............................................................................ 53 

Tabel 4. 16 Hasil Review Focus Group Discussion ................................................................ 54 

Tabel 4. 17 Pemilihan Tools .................................................................................................... 56 

 

https://lib.mercubuana.ac.id


	Blank Page



