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Abstract. This study aims to analyze the effect of online technology on the
performance of Micro, Small and Medium Enterprises (MSMEs) in the Covid-19
pandemic era. The outbreak of the corona virus has an impact on all aspects of the life
of the Indonesian people and has even hit the economy sector at large, including
MSMEs. MSMEs have limited use of technology. This has further exacerbated the
performance of MSMEs coupled with government policies in dealing with Covid-19
such as staying at home, social distancing and reducing activities outside the home,
ultimately causing a decrease in MSME income. This research is a quantitative study
using primary data. The population and sample of this research were all UMKM
culinary rujak as many as 40. Data collection using a questionnaire. Data were analyzed
using statistical descriptive analysis with simple linear regression. The results of the
study found that there was an effect of the use of online technology on the performance
of MSMEs. The implementation of this research is to provide input on alternatives that
can be chosen by MSMEs during the Covid-19 Pandemic to maintain and improve their
performance through the use of online-based technology.
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1. Introduction

Many Micro, Small and Medium Enterprises (MSMEs) are engaged in the culinary
sector. Opening a business that is easy and does not require large capital attracts people to
become entrepreneurs. Another factor is the change in people's lifestyles with a high level of
busy mobility in the end, the working community prefers everything that is practical and fast
[1] . This change in behavior becomes a new business opportunity that causes the culinary
business to develop. The culinary business starts from the establishment of cafes, restaurants
and also street vendors. However, currently MSMEs are experiencing a period of uncertainty
due to the outbreak of the Covid-19 pandemic. The existence of government policies related to
the Covid-19 pandemic, such as prohibiting people from leaving their homes, social
distancing and carrying out lockdowns / quarantine areas, ultimately became a nightmare for
business actors, especially MSME players, which caused business performance to disrupt. The
lockdown action in response to the spread of the new corona virus ultimately threatens the
existence of many innovative startups [2].

The phenomenon that occurs in the activities of MSME actors is a decline in
performance in the form of turnover. Currently, one of the marketing strategies that can
support MSME:s to survive in times of uncertainty is the use of online technology, including
the use of online application services such as go-food / grab-food. The rapidly changing
business environment has an impact on increasingly competitive competition as a result of
technological developments [3], especially during the Covid-19 pandemic. The rapid
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development of technology that gave birth to smartphones as well as the development of
internet and web-based businesses has finally become a new hope for MSMEs players to
survive difficult times. The emergence of smartphones supported by internet services today is
not only useful as a medium of information, but can also be a means of conducting trade
transactions by utilizing electronic commerce (e-commerce) facilities. The development of e-
commerce ultimately makes it easier for business people to conduct business transactions even
though they are not face to face, including the MSME business.

The UMKM adopts an online application for business continuity. This decision not only
provides opportunities for MSME players to add customers, but also provides convenience for
the customers themselves. One of the benefits obtained by MSME players is the opportunity
to expand the business by providing the widest possible access to innovate on the products
offered without large capital to distribute them [4]. Other advantages when MSMEs use online
applications are getting business promotion opportunities through applications, expanding
market / customer segments, ease of product distribution to customers, having access to
customers through applications, and avoiding shipping costs even though the impact is higher
selling prices. The use of this online application eventually becomes a media for promotion
and sales transactions that help entrepreneurs reach customers and expand market share, given
the far-reaching reach that online applications such as Go-food / Grab-Food can do.
Entrepreneurs nowadays can't just wait for customers to come to the store / outlet. In the end,
this condition must be addressed by providing online sales services. Business actors must
understand the conditions of their prospective customers in order to decide to buy and must be
able to ensure customer satisfaction with the services provided so that these customers are
satisfied and decide to buy [5]. In the end, the goal of getting closer to customers becomes
realistic when this is done using online applications. The use of online technology is currently
present and provides opportunities for businesses to approach customers and bring customers
into the company in an effort to explore customer interests in new ideas / products and pretest
customer interests [6]. In the end, the implementation of e-commerce, which includes online
application services, will have a significant impact on every level of business strategy [7].

The results of several studies have found that there is an effect of technology on the
performance of MSMEs[8], and through the adoption of e-commerce technology also affects
the performance of MSMEs [9]. Another study found the effect of online marketing strategies
on increasing MSME profits [10]. The research results of [4] found that the factors that
encourage MSMEs to adopt online applications are to expand the business area and reach
consumers who cannot come directly to the store, besides this online application is a medium
for product marketing as well as a ways to increase sales turnover. The results of the research
by Mumtahana et al [11] found that utilizing e-commerce technology fulfills product
marketing strategies which can have an impact on increasing sales. Indraswarri & Kusuma
[12] found that there were differences in income before and after using online applications.
Amelia (2019) found that there was a positive influence on the use of online go-food
applications on increasing sales.

Rujak Sentir UMKM actors are a group of MSMEs engaged in micro business. Micro
businesses based on law No. 28 Tahun 2008 [13] concerning MSMEs are productive
businesses owned by individuals and / or individual business entities that meet the criteria for
micro-businesses as regulated in law. The spread of the corona virus also has an impact on the
performance obtained by these MSME players. from the lack of customers, the decline in
turnover to the closure of the business had to be done due to the difficulty of the economy.
Therefore, this study was conducted to analyze whether the use of online applications can



maintain the performance of MSMEs. The performance included in this research is related to
sales.

2. Literature Review

2.1 Electronic Commerce (e-commerce)

Electronic commerce (e-commerce) is narrowly defined as the act of trading using the
Internet as a distribution channel in activities to market and sell goods and services to
customers [7].A broad definition is presented by Malcolm [14] who explains that electronic
commerce is the exchange of information about electronic payment goods / services and
includes the creation and maintenance of web-based relationships. Referring to the above
explanation, Fruhling & Digman [7] electronic commerce is not limited to the Internet,
intranet, extranet, electronic data exchange (EDI), etc. but the entire online transaction
process, such as processing transactions with electronic payments, coordination with business
partners. (inventory management), customer self-service (such as orders).

2.2 Online Technology

Online technology, including the use of online applications, is a technology that has
emerged due to the most transforming findings of the present century, namely the internet
(The-Economist, 1999). The presence of the internet is believed to be the basis for changing
the business paradigm which has the potential to affect every link in the company's value
chain [15].

The use of web media, including the use of online applications, is carried out by
customers for making payments, advertising and promotions. The effectiveness of using
online applications can be interpreted as how effective the process of online applications is to
increase sales. The use of online applications (e-marketing) is an act of using the web in
marketing products and services to customers [16]. Using online applications, the company's
goals will be directly accessed by potential customers who use the application. all information
provided by the company will be accessible to potential customers in realtime. Thus the use of
online applications will streamline the activities that are the company's goals.

The use of online applications will affect business operations and marketing to
customers. The effect of online applications occurs through three marketing channels, namely,
"communication channels (information channels on product / service availability), transaction
channels (facilitating economic exchange between buyers and sellers), distribution channels
(facilitating physical exchanges[17]. The online application makes it easy for users to access
information anywhere via a device connected to the internet. The indicators used regarding
online applications consist of, (1) Promotion and (2) Distribution [18].

2.3 Performance

Performance is interpreted as a level to meet expectations associated with its function
[19]. This expectation is related to its function in the organization. Managerial performance is
"one of the factors that can increase organizational effectiveness". Manager performance is
"the ability of managers to carry out their responsibilities in product quality, product quantity,
product timeliness, new product development, personnel development, budget achievement,
cost reduction (increased revenue), and public affairs" [20]



The purpose of organizational effectiveness shows how important business performance
is. Furthermore, company performance according to Soininen et al [21]is an indicator of high
profitability and market share growth where the growth of the two measurement indicators is
an essential part of company performance and is used to evaluate the competitiveness of the
company. In general, there are two indicators that describe business performance as part of (a)
financial performance (eg, sales increase performance, profitability, etc.); (b) operational
performance (growth in market share, new products, product quality, marketing effectiveness
and value added [22]. Financial performance is the extent to which financial efficiency and
profit measure. Meanwhile, non-financial performance is operational performance that
includes “customer satisfaction; sales growth; employee growth; market share [23]). The
performance indicators used in this study consist of "sales growth; customer growth; profit
growth; working capital growth [24].

2.4 Micro, Small and Medium Enterprises (MSMEs)

The definition of Micro, Small and Medium Enterprises (MSMESs) according to the Law
of the Republic of Indonesia Number 20 of 2008 concerning Micro, Small and Medium
Enterprises states that micro enterprises are productive businesses owned by individuals and /
or individual business entities that meet the criteria of micro businesses as regulated in law. A
small business is a productive economic business that stands alone, carried out by an
individual who is not a subsidiary, not a branch of a company that is owned, and is not a direct
or indirect part of a medium or large business. Medium-sized enterprises are productive
economic enterprises that are independent, carried out by individuals who are not subsidiaries,
are not owned branches of companies, and are not a direct or indirect part of a small or large
business.

Referring to the number of assets and turnover, the criteria for SMEs consists of;

1. Micro enterprises have a maximum asset of 50 million and a maximum turnover of 300

million;

2. Small businesses have Assets larger than 50 million up to 500 million and turnover greater
than 300 million up to 2.5 M; and

3. Medium enterprises have assets greater than 500 million up to 10 M and turnover of large
from2.5M-50M

2.5 Go-Food/ Grab- Food

Go-Food / Grab-food is a company engaged in the service sector [1].According to
Tjiptono [25] a service company is an act of selling activities, providing benefits, offering
satisfaction [1], and an act of offering other parties something that is intangible and does not
result in ownership of something Umar [26]. Go-Food / Grab-food services are managed by
vendors who sell applications via smartphones. The features offered basically include media
promotions and online ordering where the agreed profit share ranges from 15% -20%. Go-
Food / Grab-food is a food delivery feature. This feature is most often used by most customers
every day to make transactions to buy the desired food from the intended outlet.

2.6 The Effect of Online Application Utilization on MSME Performance

The results showed that there was a positive influence on the application of online
applications on business value [27]. Doherty, Ramsey, Harrigan, & Ibbotson [28] found that
“MSMEs that adopt and use broadband internet technology encourage efficiency and daily
strategic developments. Arisandi [29] found that using e-commerce was able to increase
business productivity and business endurance and increase sales. Utomo's [30] research found



that the use of businesses using online technology can improve business performance.
Research conducted by Misnawati & Yusriadi [31] explains that opportunities for advanced
digital technology will have an impact on the ease of managing a business to increase sales
profits, while Zulfikar and Supriyoso [32] found that online sales are effectively carried out
well. Hartmann & Lussier [33]conducted research on the use of B2B to help sales during the
Covid-19 pandemic, while highlighting the managerial implications of using digital
technology in SMEs to deal with the impact of COVID-19 and secure business continuity
[34]. Referring to the research results above, the hypothesis of this study is that the use of
online applications has an effect on performance.

3. Research Method

The population is all Rujak UMKM in Jalan Pasar 7 Kab. Deli Serdang as many as 50
traders. The sample technique used is saturated sample so that the entire population is the
sample of this study. This type of data uses primary data with data collection techniques using
a questionnaire. The operational definitions of the variables are as follows:

1. Performance is a business performance consisting of financial performance and operational
performance. The indicators used are "sales growth; customer growth; profit growth;
working capital growth .

2. The use of online technology is the use of the go-food / grab-food online application. The
indicators used in relation to online applications consist of, (1) Promotion and (2)
Distribution.

The research model used is shown as follows:

Utilization of Online Performance

\ 4

Applications

Fig 1. Research Model

The simple linear equation used is: y = a + bx + e. Data were analyzed using statistical
descriptive analysis using simple linear regression. The steps taken are to first test the validity
and reliability and test the new classical assumptions then carry out a simple linear regression
test.

4. Results and Discussion

4.1 Validity and Reliability Test

The validity test can use the significance test by comparing the calculated r value with
the r table for degree of freedom (df) = n-2 [35]. Based on this formula, df = 34 then the
amount of df is obtained 34-2 = 32 and alpha 5%. For df 32 and alpha 5%, the r table is
0.2859. Based on the results of the validity test using SPSS, it can be concluded that not all
question items to measure each of the validity research variables, one indicator is invalid,
namely the online application indicator (AOS), thus this indicator is ignored. The next step is



to re-test the validity with the results that all indicators are declared valid and the data is
suitable for further testing. After testing the validity, the next step is to test the reliability of
the data by means of One Shot or just one measurement. The reliability test will use the
existing facilities at SPSS with the Cronbach Alpha (o) test [35]A construct or variable is said
to be reliable if it provides a Cronbach Alpha value> 0.70 (Nunnally, 1994) in [35]Table 1
shows the complete validity and reliability test results that show all valid and reliable data.

Table 1 Validity and Reliability Test

Indicat Validity Test Reliability Test
r cou r_tabl Informati Cronbac Criteri Informati
or nt e on h's Alpha a on
AO1 0,7535  0.2869 Valid 0,8472 > 0,07 Reliable
AO2 0,7608  0.2869 Valid 0,8459 > 0,07 Reliable
AO3 0,6594  0.2869 Valid 0,8600 > 0,07 Reliable
AO4 0,6823  0.2869 Valid 0,8651 > 0,07 Reliable
AO6 0,7327  0.2869 Valid 0,8504 > 0,07 Reliable
AO7 0,7800  0.2869 Valid 0,8434 > 0,07 Reliable
AOS8 0,3008  0.2869 Valid 0,8958 > 0,07 Reliable
Kl 0,8023  0.2869 Valid 0,8259 > 0,07 Reliable
K2 0,8756  0.2869 Valid 0,8108 > 0,07 Reliable
K3 0,5719  0.2869 Valid 0,8865 > 0,07 Reliable
K4 0,7065  0.2869 Valid 0,8406 > 0,07 Reliable
K5 0,6501  0.2869 Valid 0,8560 > 0,07 Reliable

4.2 Data Normality Testing
Normality testing can be done using graph analysis and statistical testing. Testing with
statistics using the Kolmogorv Smirnov non-parametric test [35]This test refers to the
Kolmogorv Smirnov value where if it has a probability greater than 0.05, the variable is
normally distributed [35]The following is complete information about the Kolmogrov
Smirnov test can be seen in the table below:
Tabel 2 One-Sample Kolmogorov-Smirnov Test

Unstandardized Residual

N 34

Normal Mean .0000000

Parameters®’ Std. o 192353884
Deviation

Most Extreme Absolute 072

Differences Positive 072
Negative -.061

Test Statistic 072

Asymp. Sig. (2-tailed) 2004



Based on the results of the data normality test using the Kolmogorov-Smirnov test, it can
be concluded that the data in this study were normal distribution, as indicated by the
Kolmogorov Smirnov value of 0.72 and a significance level of 0.200> 0.05. The results of
Table 2 are also supported by graphic images. The normality test graph can be seen in Figure
2 below.
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Fig. 3. Normal P-Plot

Based on the appearance of Figure 2, the histogram graph and the normal plot graph, it
can be concluded that the histogram graph shows a balanced left and right skewness
distribution pattern so that it can be concluded that the data is normally distributed.
Meanwhile, if we refer to Figure 3, the normal plot graph shows that the points spread around
the diagonal line, and the spread does not move away from the diagonal line, thus it can be
concluded that the regression model has met the assumption of normality. This is in
accordance with Ghozali [35],which states that if the data spreads around the diagonal line and
follows the direction of the diagonal line or the histogram graph shows a normal distribution
pattern, the regression model fulfills the assumption of normality.

4.3 Heteroscedasticity Testing



Based on the test results shown in Figure 4, it can be concluded that the data in this study
are free from heteroscedasticity symptoms because the plot diagrams shown in the test do not
show a certain pattern but are random. Ghozali [35] states that if there is a certain pattern,
such as the existing dots forming a certain regular pattern (wavy, widened, then narrowed), it

indicates heteroscedasticity has occurred.
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Fig. 4. Heteroscedasticity Testing

4.4 Multicollinearity Testing

Multicollinearity testing aims to test whether the regression model found a correlation
between independent variables (independent). A good regression model should not have
correlation between independent variables [35]. Measuring tools that are often used to
measure the presence or absence of correlated variables using a test tool or Variance Inflation
Factor (VIF) detection. Where the VIF value is not more than 10 and the tolerance value is not
less than 0.1 [35]. In Table 3, it can be seen that of the independent variable the VIF value is
not more than 10 and the tolerance value is not less than 0.1. So it can be concluded in this

regression model there is no multicollinearity problem.
Table 3. Multicollinearity Testing

Collinearity Statistics

Variabel Tolerance Variance Inflation Factor

Online Aplication 1,000

1,000

4.5 Results of Data Analysis
Table 4 below shows the partial calculation results (t-count)

Table 4. Uji Hipotesis

Unstandardized Standardized Results
Coefficients Coefficients
Std.
Variabel B Error Beta
Online (Constant)  -1,298 1,652 IP?ISitive
. . nriuence
Aplication—> A _onl 869 o7 993

Performance




Hypothesis: there is an effect of using online applications on performance.

Testing with reference to the significance number in Table 5 shows the number 0.000, so
by comparing these results with a 5%, 0.000 <0.05 indicates that the use of online applications
has a significant effect on performance. The use of online applications is able to explain the
performance variable by 79.7%. This value is obtained by referring to the R Square value
according to Table 5.

Table S. R Square Value

Model R R Adjusted R Std. Error of the
Square Square Estimate

1 .893¢ 97 791 1.95336

Based on the results of statistics, it shows that there is an effect of the use of the go-food
/ grab-food online application on performance during the Covid 19 pandemic. The Covid 19
pandemic causes the turnover of MSMEs to fall. The decline in turnover was also caused by
the existence of government policies to stay at home and reduce activities outside the home,
social distancing, lockdown / area quarantine that did not affect the turnover of MSMEs. In
the end, MSMEs lose customers who buy directly. The presence of go-food or grab-food
applications ultimately provides income for traders because they get new customers
considering the far reach that this application can reach. Collaboration between MSME actors
and vendors indirectly becomes a promotional event because the go-food or grab-food vendors
will display information on their partners' businesses. Referring to the online application
indicator, it is explained that the go-food or grab-food application is an effective promotional
media for MSME players. Regarding distribution indicators, it can be explained that
collaboration with go-food or grab-food application vendors in the end brings customers
closer to the seller. The opening of new market shares where long distances are not an
obstacle for customers to buy the desired product within the range of the application.
Therefore, it can be concluded that utilizing go-food or grab-food applications is a means of
distribution for sellers to deliver their products directly to customers without the need for
customers to come to stores / outlets.

Another factor that causes the turnover to fall is a decrease in people's purchasing power,
while the price of raw materials increases which in turn causes a decrease in profit margins
because the selling price is fixed. Therefore, the use of online applications helps MSMEs in
marketing / distribution, so that through online marketing, turnover can be increased by means
of online promotion. Online promotion will expand market share and open up opportunities
for new customers.

Based on the results of research, MSMEs using online applications have experienced
growth in sales as a result of new customers using the go-food / grab-food online application
features. The impact of new customer growth is the occurrence of sales transactions which are
closely related to profit growth. When a sale occurs, it will have an impact on profit growth
and working capital. The results of this study ultimately support previous research which
states that the use of online applications will affect performance [27], [28], [29], [30], [31].

The practical implications of this study indicate that technology literate MSMEs that
utilize online technology can be concluded to be able to survive in times of uncertainty.
Referring to this conclusion, in the end, it provides an overview of the need for early guidance
by related parties such as the local Cooperative and UMKM Service for MSMEs in their



regions, especially awareness of the use of technology in helping their businesses, both for
means of promotion, distribution, and transactions. This coaching will later be able to
strengthen MSMEs to survive conditions of uncertainty such as what is happening today,
namely the Covid-19 Pandemic. The use of online technology, one of which is the use of the
go-food / grab-food online application, has finally become an alternative to survive the Covid-
19 pandemic. This application not only brings distant customers closer to outlets / stores but

also becomes a new way to still generate revenue from business.

5. Conclusion

The conclusion of this study is that there is an effect of the use of the gofood / grab-food
online application on the performance of MSMEs. Online applications are a means of
promotion and distribution for MSMEs, resulting in the addition of new customers, sales
growth, profits and capital. In the end, during the Covid-19 pandemic, the use of online
applications was able to help MSMEs survive and continue their business. Therefore, it is
important for related parties to provide guidance so that MSMEs are technology literate,
especially online technology. MSMEs that are online technology literate will have the
opportunity to expand market share because they are able to maximize technology either using
online applications or maximizing social media such as Instagram, Facebook, WhatsApp and
so on.
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