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Abstract   

 

WhatsApp Business is one of the applications widely used by SMEs due to its ability to offer various features 

that can support efficiency in managing communication, promotion, and product sales. With easy integration 

with messaging applications that are already popular among the public, WhatsApp Business provides practical 

solutions for entrepreneurs in managing interactions with customers more effectively. This research aims to 

analyze the impact of using WhatsApp Business on the marketing activities of SMEs, with a case study on the 

SME 'UKK Cake' located in Pelaihari City. This research focuses on how the features of WhatsApp Business 

are utilized to enhance the marketing process, improve communication efficiency, and expedite transactions. 

Additionally, this research aims to explore the experiences and perceptions of SME actors in utilizing this 

application for more efficient marketing and communication purposes. The method used in this research is a 

phenomenological approach with a qualitative research design. Data was collected through in-depth 

interviews with the owners and managers of UKK Cake, as well as through participatory observations. Data 

analysis was conducted using data reduction techniques and thematic coding to identify important patterns 

that emerged from interviews and observations. The results of this study indicate that WhatsApp Business is 

capable of enhancing customer satisfaction, accelerating transaction processes, and contributing to increased 

sales of UKK Cake products. This research provides important contributions in demonstrating how digital 

technology, particularly WhatsApp Business, can be effectively utilized by MSMEs in managing marketing and 

communication with customers. Additionally, the results of this research are also expected to serve as a 

reference for other MSME actors to adopt similar technologies to support their business growth in the digital 

era.  

 

Keywords: WhatsApp Business, SME marketing, business applications, SME UKK Cake, phenomenology. 
 

 

Introduction  

A prosperous life is the dream of every individual in fulfilling their economic needs, whether in the form 

of clothing, food, or shelter. This economic welfare does not only include fulfilling physical needs, but also 

includes improving the overall quality of life. To achieve this level of welfare, people try in various ways, one 

of which is by establishing micro, small, and medium enterprises (MSMEs). MSMEs not only have an 

important role in creating jobs for the community, but also as the main driver of local economic growth which 

in turn will contribute to the national economy. Furthermore, MSMEs have the potential to equalize the 

distribution of wealth and reduce economic inequality between regions (Artika & Putra, 2024; Putra & Suseno, 

2022). MSMEs also play a role in encouraging the creation of innovation in products and services offered to 

consumers. The vital role of MSMEs in the Indonesian economy has proven to be very significant, especially 

in dealing with the pressures of the crisis. For example, in the 1998 monetary crisis, many large companies 

went bankrupt and had financial difficulties. However, MSMEs have survived and even shown an increase in 

the number of business units and new jobs, reflecting the resilience of this sector amidst economic turmoil 

(Negara et al., 2022). The existence of these resilient MSMEs shows their enormous contribution to national 

economic stability and as a supporter of the economy of the lower classes who are more vulnerable to the 

impact of the crisis.  

According to Presidential Decree of the Republic of Indonesia Number 99 of 1998, MSMEs are defined as 

small and medium-scale people's economic activities, which need to be protected from unfair business 

competition. In this context, the existence of MSMEs must be seen as an important element in the broader 

economy, which supports the diversity of business sectors and creates jobs. The definition of MSMEs itself 

varies depending on the institution that examines it, such as in terms of turnover and assets as viewed by 
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financial institutions, the number of workers as viewed by BPS, and the scale of production as measured by 

Trade Ministry (BPS RI dan Bappenas RI, 2013). This shows that MSMEs are complex and multidimensional 

economic entities, not only limited to business size, but also encompassing broader social and cultural aspects. 

In this case, the definition of MSMEs serves to provide greater protection and development opportunities in 

various economic sectors, including the technology and digital sectors which are currently growing rapidly. 

Along with the development of the times, advances in information technology have driven a huge 

transformation in various sectors, one of which is the marketing sector (Wijaya et al., 2023;  Mendrofa, , 2024). 

This technological advancement has not only affected the way we communicate, but also the way we conduct 

economic transactions as a whole. The internet is now the main driver in the global economy, known as the 

digital economy. The existence of this digital economy opens up new opportunities for business actors, 

especially MSMEs, to reach consumers more widely at a more efficient cost (Azwar et al., 2025; (Putra & 

Suseno, 2022; Muis et al., 2022). Trading activities that are now widely carried out online are not only efficient 

in terms of time and cost, but also allow companies to carry out more precise and in-depth market segmentation, 

and build more personal relationships with customers (Yusuf et al., 2020). Digital marketing is now the main 

foundation in modern business strategies. No longer optional, digital marketing has become a must for every 

business actor, including MSMEs, to face increasingly fierce competition and increasingly digitally connected 

markets (Perdana et al., 2024;Syah Abadi, 2024).  

Compared to conventional marketing, digital marketing has advantages in cost efficiency and the ability to 

reach a wider market more effectively, especially in targeting consumers through social media and instant 

messaging applications that are more familiar to the public. In the context of marketing, the main goal is to 

attract new customers and retain existing customers, as well as increase customer satisfaction and loyalty. This 

is achieved through the provision of products that are relevant to consumer needs, competitive pricing, effective 

distribution, and targeted promotional strategies. This process requires a deep understanding of consumer 

preferences and evolving market dynamics (Wijaya et al., 2023).  

However, the marketing strategies implemented do not always have the same impact on all consumers, 

because purchasing decisions are greatly influenced by individual factors and environmental factors, including 

cultural, social, and psychological factors (Susyanto, 2019; Annas & Putra, 2024). Therefore, it is very 

important to conduct more in-depth research on the effect of using the WhatsApp Business application on 

MSME marketing, especially in increasing market reach, effectiveness of communication with customers, and 

achieving more optimal sales goals. This will provide a clearer understanding of how this application can be 

utilized to improve the competitiveness and effectiveness of MSME marketing in the fast-paced digital era 

(Perdana et al., 2024;Bungai et al., 2024)).  

The development of digital technology has a significant impact on marketing strategies, one of which is the 

presence of the WhatsApp Business application. WhatsApp Business has become a very popular tool for 

MSMEs in carrying out their product communications and marketing. The choice of WhatsApp Business is 

driven by ease of access, relatively low costs, and its ability to reach consumers in a more personal and effective 

way. The main advantage of WhatsApp Business is its ability to provide fast and interactive responses to 

customers, which can increase customer satisfaction and loyalty. Features such as product catalogs, automatic 

replies, and message statistics provide competitive advantages for MSMEs in expanding their markets. This 

study aims to analyze the extent to which the WhatsApp Business application influences MSME marketing 

activities, with a case study on the UKK Cake MSME located in Pelaihari City. The selection of UKK Cake as 

the object of study is based on the fact that this business has been actively using WhatsApp Business in its 

daily operations, which can provide insight into the implementation of digital technology among local MSMEs.  

Based on the description above, this study is very important to conduct because it can provide a deeper 

understanding of the effectiveness of using WhatsApp Business in MSME marketing strategies, especially in 

improving customer relationships and reaching a wider market. This study aims to analyze the effect of using 

WhatsApp Business on MSME marketing activities, with a case study on the MSME "UKK Cake" located in 

Pelaihari City. 

 

Methods  

This study uses a phenomenological approach, which is one of the methods in qualitative research. This 

approach was chosen because this study wants to explore in depth the subjective experiences of MSME actors 

in using the WhatsApp Business application as a marketing medium. The main focus of this study is not only 

to find out the results of using the application, but also to understand how business actors experience it in their 

daily practices.  

Through a phenomenological approach, this study explores the meaning given by MSME actors to the use 

of WhatsApp Business in the context of promotional activities, communication with consumers, and order 

recording. The focus of this study is on one business unit, namely UKK Cake located in Pelaihari City, Tanah 

Laut Regency, South Kalimantan, which was chosen because it has actively used WhatsApp Business in its 
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marketing strategy. To obtain relevant and in-depth data, this study uses several data collection techniques 

through In-depth Interviews, and participatory observations, then analyzed using qualitative data analysis 

techniques, which include several stages, namely data reduction, thematic coding, and content analysis. To 

ensure the validity of the data in this qualitative study, the researcher used several validation techniques, 

including: Source triangulation, Member Checking and Audit Trail. 

 

 

Result and Discussion 

Results 

Based on the results of observations conducted by researchers for three days at the UKK Cake operation 

site, it was found that UKK Cake has been operating since 2022 and initially used regular WhatsApp as a 

means of communication and product marketing. However, after receiving recommendations from fellow 

MSME actors, UKK Cake decided to switch to WhatsApp Business. This transition has proven to have a 

significant impact in facilitating the marketing process and interaction with customers. 

Some of the main features used by UKK Cake are the product catalog feature, which allows customers to 

view product photos, prices, and descriptions without having to wait for replies one by one. The label feature 

allows UKK Cake to group customers based on certain categories, such as new customers or customers who 

are currently placing orders, so that communication and promotions can be tailored to the needs of each group. 

The quick reply feature allows UKK Cake to provide a more efficient response to customer questions using 

pre-prepared message templates. In addition, the checkout feature allows customers to place orders and 

payments directly via WhatsApp, speeding up the transaction process. 

The business profile and working hours features also make it easier for customers to find out important 

information about UKK Cake. The greeting feature for new customers provides a more personal and 

welcoming feel to customers, while the “away” feature helps UKK Cake notify customers of response times 

when they are unable to respond immediately. 

 

Discussion 

In this section, the discussion is conducted by connecting the research results with digital marketing 

theories and marketing communications. This study shows that WhatsApp Business makes a significant 

contribution to increasing the effectiveness of UKK Cake's communication and marketing. The discussion will 

be conducted by separating the features of WhatsApp Business and linking them to relevant theories. 

 

Product Catalog Feature and Customer Shopping Experience 

One of the features that UKK Cake feels the most benefit from is the product catalog feature. This 

feature allows customers to see a complete list of products with descriptions, prices, and photos without having 

to wait for a direct reply from the business owner. This is related to digital marketing theory which states that 

a platform that allows customers to access product information independently will improve a more efficient 

and enjoyable shopping experience (Wijaya et al., 2023). This study found that the use of a product catalog in 

WhatsApp Business provides a shopping experience similar to the shopping experience in e-commerce, 

allowing customers to choose products more easily and quickly. 

This catalog feature also supports the marketing communication theory which states that the easier and 

faster a purchasing process is, the higher the customer satisfaction, which in turn can increase loyalty 

(Mendrofa et al., 2024). The effective use of a product catalog makes it easier for UKK Cake to increase 

customer satisfaction by providing full transparency of the products sold. 

 

Label Feature and Customer Segmentation 

The label feature in WhatsApp Business allows UKK Cake to group customers based on certain 

categories, such as new customers, repeat customers, or customers who are currently placing orders. This is 

very relevant to market segmentation theory, which suggests that separating customers into specific groups 

allows companies to carry out more targeted and relevant marketing (Kotler & Keller, 2016; Wijaya et al., 

2023)). 

With the label feature, UKK Cake can send more relevant promotions or product information to each 

customer group. For example, they can provide special offers to repeat customers or promote new products to 

customers who are making their first purchase. Marketing techniques like this support more personal customer 

relationships and increase the likelihood of conversion from each interaction. 

 

Quick Reply Feature and Response Speed 

The quick reply feature on WhatsApp Business makes it easy for UKK Cake to respond to customer 

questions efficiently. In digital marketing, response speed is a very crucial factor in influencing purchasing 
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decisions, especially in fast-moving industries such as food and beverages (Groening & Binnewies, 2019). This 

study found that the use of automated message templates to answer common questions allows UKK Cake to 

provide a quick response, thereby reducing waiting time for customers. 

The marketing theory that suggests that fast and responsive interactions can increase customer 

satisfaction and influence their loyalty ((Bungai et al., 2024)) is proven to be relevant to this finding. The speed 

in providing the information customers need not only increases efficiency but also strengthens better 

relationships with customers, thereby increasing the opportunity for repeat purchases. 

 

Checkout Feature and Transaction Efficiency 

The checkout feature that allows customers to order and pay for products directly via WhatsApp has 

proven effective in speeding up the transaction process. This feature strongly supports the marketing theory 

that focuses on convenience and ease in the purchasing process (Muhtadin, 2024). This study shows that by 

reducing the steps required to complete a transaction, customers can make purchases faster and easier, which 

in turn increases satisfaction and encourages more transactions. 

This feature also supports the digital transformation of MSMEs, where MSMEs can leverage technology 

to simplify the transaction process and increase their competitiveness in the growing digital market. 

 

Business Profile, Business Hours, and Business Transparency Features 

The business profile and business hours feature provide much-needed transparency for UKK Cake in 

increasing customer trust. Transparency is an important element in effective marketing communications, where 

consumers feel more confident and comfortable interacting with a business (Yoesoep, 2022). With clear 

information about operating hours and contactable contacts, UKK Cake ensures that customers do not feel 

confused or disappointed when they want to contact this business. 

 

Greeting Features for New Customers and Customer Experience 

The greeting feature for new customers strengthens the first impression for customers who are 

interacting with UKK Cake for the first time. A positive first impression is essential in building long-term 

relationships with customers. This is in line with marketing theory which states that first impressions greatly 

influence consumer perceptions and decisions (Kotler & Keller, 2016). This feature provides added value that 

contributes to customer loyalty from the beginning of their interaction with UKK Cake. 

 

Away Feature and Effective Communication 

The "away" feature allows UKK Cake to maintain effective communication even though they are 

unable to respond to direct messages. In the context of marketing communications, maintaining open 

communication even though they cannot respond immediately is important so that customers do not feel 

ignored. This feature gives the impression that UKK Cake cares about customers and is always ready to help, 

even with time constraints. 

 

Overall, the use of WhatsApp Business has a significant impact on UKK Cake's marketing strategy. 

Through various features offered by WhatsApp Business, UKK Cake has succeeded in increasing efficiency 

in communicating with customers, accelerating transactions, and expanding their market reach. This shows 

that WhatsApp Business is not only a communication tool, but also an effective tool in accelerating the 

marketing and sales process for MSMEs. The implementation of these features, which are in accordance with 

the theory of digital marketing and marketing communications, allows UKK Cake to compete more effectively 

in this digital era. 

 

Conclussion 

Based on the results of this study, it can be concluded that the use of the WhatsApp Business 

application has a significant impact on the marketing of the "UKK Cake" UMKM in Pelaihari City. Before 

switching to WhatsApp Business, UKK Cake only used regular WhatsApp which was limited in terms of 

efficiency and management of communication with customers. After switching to WhatsApp Business, UKK 

Cake felt significant convenience in managing product communication and marketing, thanks to the features 

provided, such as product catalogs, customer labels, quick replies, checkout, business profiles, working hours, 

greetings for new customers, and the "not in place" feature. 

These features have been proven to increase operational efficiency, speed up transactions, and provide 

a better customer experience. This is in line with digital marketing theory which shows that the use of effective 

digital communication tools can speed up the transaction process and increase customer satisfaction. In 

practice, this switch has had a positive impact on increasing sales and strengthening UKK Cake customer 

loyalty. 
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However, although the use of WhatsApp Business provides various advantages, this study also shows 

challenges in managing continuous messages. Although the quick reply feature and product catalog can reduce 

response time, business owners still need to monitor and manage incoming messages manually to maintain 

service quality and ensure customer satisfaction is maintained. 

To improve operational efficiency, MSMEs are also advised to integrate WhatsApp Business with 

other business management systems, such as accounting and inventory management systems. This integration 

will help simplify transaction management and communication in a more organized manner, and allow business 

owners to monitor performance in real-time, which can help make decisions faster and more accurate. This 

research is limited to one case study at UKK Cake, and therefore, it is recommended to conduct further research 

on other MSMEs in various sectors and regions. Further research can delve deeper into the differences in the 

impact of using WhatsApp Business on various types of businesses and help provide more comprehensive 

guidance for MSME actors in Indonesia                                                                                                                
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