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ABSTRACT 

The various platforms and social media available for selling online create the need 
for MSMEs to study and analyze the most effective platforms or social media to 
sell online. The gamified online learning platform is one of the solutions to make 
learning more easily accessible and sustainable. We followed Gamification Service 
Framework Application Model, from problematization, building, intervention, and 
evaluation to design the gamified online learning platform. The gamified online 
learning platform we developed proved to increase MSMEs' digital marketing skills 
effectively. The participants have 82.8% of completion level and an average overall 
quiz score of 75.3 out of 100. The benefit of gamified digital marketing online 
course we held in Sukabumi includes gaining new digital marketing knowledge, 
building the network, increasing production capacity, and marketing reach. Some 
drawbacks to using gamified digital marketing online courses include lack of 
interaction, material variation, continuous guidance, and obsolete information. 
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1. INTRODUCTION 

MSMEs have an essential role in the Indonesian economy. Based on data from the Ministry of 
Cooperatives and Small and Medium Enterprises in 2018, there were 64.2 million MSMEs in 
Indonesia with a contribution to GDP (Gross Domestic Product) of 8,573.89 trillion rupiahs or 
61.07% of Indonesia's GDP. In addition, MSMEs contribute to 97% of the workforce and 60.4% 
of the total investment (BKPM, 2021). The critical role of MSMEs in Indonesia's economy makes 
the government focus on developing MSMEs by making MSMEs the target of the National 
Economic Recovery program. The government has allocated 123.46 trillion rupiahs to 
implement several policies in the financial sector, such as loan interest subsidies, credit 
restructuring, providing working capital guarantees, and tax incentives (Coordinating 
Ministry for Economic Affairs, 2021). In addition to financial assistance, synergies are also 
needed to improve the performance of MSMEs, especially in the production, marketing, 
packaging, and quality of human resources.  

One of the cities that focus on developing the potential of MSMEs is Sukabumi. Based on Open 
Data Jabar (2022), there are 53,979 MSMEs in Sukabumi. One of the efforts to develop the 
potential of MSMEs in Sukabumi is to strengthen the digital marketing skills of MSMEs to cover 
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a broader market. Initially, digital marketing was defined as the projection of conventional 
marketing activities with the internet as the medium. However, digital marketing is more than 
just a conventional marketing projection. Today, digital marketing can be defined as combining 
customization and mass distribution to achieve marketing goals. A business unit needs to 
ensure that it has a digital presence and a distinctive impression in order to be able to compete 
with other business units (Piñeiro-Otero & Martínez-Rolán, 2016). This digital presence 
can be built through online stores on e-commerce platforms and social media. E-commerce 
platforms commonly used in Indonesia include Blibli, Bukalapak, JD.id, Lazada Indonesia, 
Shopee, and Tokopedia. Then the social media commonly used in Indonesia are WhatsApp, 
Instagram, Facebook, TikTok, and Telegram. The various platforms and social media available 
make MSMEs need to study and analyze the most effective platforms or social media to be 
used as online stores for their businesses, including learning how to make the best use of each 
platform. 

In general, training is used to fill the gap between formal education and the ability to apply 
knowledge to achieve specific goals. Training can be conducted in a variety of media, including 
using online learning platforms (Urbancová et al., 2021). Based on historical data, in 2020, 
the Sukabumi City Government carried out e-commerce training for MSMEs. In the following 
year, 2021, an Economic Recovery Community Service activity was carried out to develop 
MSMEs' marketing competencies, which was attended by 28 MSMEs. The learning outcomes 
from the training showed positive results for MSMEs from the training participants. Then, in 
2022, we will develop a gamified online learning platform to make learning more easily 
accessible and sustainable. Based on previous researches, gamification could change behavior 
(Mulcahy et al., 2020), improve user involvement (Kuo & Chuang, 2016), and enhance 
user positive emotion (Mullins & Sabherwal, 2020).  

2. METHODS 

We follow Gamification Service Framework Application Model from Klapztein and Cipolla 
(2016) to design the online website (Figure 1). This framework has four main steps: 
problematization, building, intervention, and evaluation. 

 
Figure 1. Gamification Service Framework Application Model (Klapztein & Cipolla, 2016) 
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2.1 Problematization  
In this step, we identify the service that needs to be gamified. We want to gamify the online 
learning website that MSMEs can use to learn digital marketing. Online learning is used instead 
of offline learning because we want the learning materials to be easily accessible by MSMEs 
anytime they have free time and anywhere they are located. Online learning also enables 
MSMEs to access learning materials at low or no cost. The online learning website's 
gamification allows us to increase participants' motivation and engagement to complete the 
learning materials (Antonaci et al., 2019). 
 
2.2 Building 
We build the website using WordPress, using two main plugins, LearnDash for building an 
online learning platform and MyCred for gamification. The website can be accessed through 
www.umkm.citraleka.id. The website's interface (all in Indonesian because it is designed for 
MSMEs in Indonesia) can be seen in Figure 2 and Figure 3.  

 
Figure 2. Homepage of Online Learning Website 

 
Figure 3. Content of Online Learning Website 

 
The online learning platform consists of 8 topics and 22 subtopics, accompanied by a quiz on 
each topic. The details for the topics and subtopics can be seen in Table 1 
 
 

http://www.umkm.citraleka.id/
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Table 1. Content of Online Learning Website 

Topics Subtopics Details 

The Introduction of social 

media and E-commerce 

Selling through social media 

and e-commerce 

What is an example of social 

media and e-commerce 

platforms for selling the 
products 

Creating e-commerce account How to create a Shopee 

account 

Creating social media account How to create an Instagram 

account 

Designing store identity Brand What are the brand 
components 

Logo How to design a memorable 

store logo 

Store description and rules How to write store descriptions 

and rules 

Product Upload Product Photo How to make a great product 
photo 

Product Description How to write a good product 

description 

Product Category How to make a good product 

category 

Product Price How to determine product 
pricing and discount strategy 

Product Upload How to upload product in 

shopee 

Know Your Customer Identifying target market How to identify market 

segments and determine the 

target market 

Product buying process How to develop the product 

buying process in e-commerce 

Promotion content Choosing promotion content 
topics 

How to choose relevant 
information for marketing 

content 

Designing promotion content How to develop promotional 
content based on market needs 

Scheduling promotion content 
publication 

How to develop a publication 
schedule for promotion content 

Writing promotion content How to write attractive 

promotion content to engage 
the customer 

Selling management and 

product delivery 
Product Packaging 

 How to sell and deliver the 

product from shopee 

Product packaging components What product packaging 
components attract customer 

Product packaging design How to design product 
packaging effectively 

Customer service Customer response How to response customer 

questions and complaints 

Customer refund How to make a refund due to 
the seller's mistake 

 
To implement gamification in the online course, we use points, badges, and leaderboards, the 
widely used and researched gamification elements (Tondello & Nacke, 2016). Points are 
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numerical values used to evaluate individual performance (Alomari et al., 2019). Badges 
are a visual representation of achievement that can be achieved and collected (Seaborn & 
Fels, 2015). The leaderboard is an electronic board display to show user ranking in 
competitive situations (Seaborn & Fels, 2015). For every activity done by the user, such as 
completing reading activities, uploading the assignment, answer questions in the forum, they 
will be rewarded with points which will be converted to badges and a leaderboard.  
 
2.3 Intervention 
The participants for the online training are provided by the Regional Planning & Development 
Agency of Sukabumi (BAPPEDA). There are a total of 163 MSMEs who registered for the 
training. The registered participants are asked to make an account on the website and enroll 
in the course. There are several activities that participants need to complete,  

• Complete the pre-training questionnaire to identify the MSMEs profile before the 

intervention 

• Watch and read the learning materials from the website 

• Complete the quiz and assignment related to the learning materials 

• Complete the post-training questionnaire to evaluate the training effectiveness. 

All the activities are self-paced, so the participants can schedule their time to learn from the 
website. Participants are considered to have completed the course when they finish all the 
course activities and received an e-certificate. 
 
2.4 Evaluation 
To measure the effectiveness of the intervention, we used the completion level of the 
participants, the quiz’s total score, and the answer of pre- and post-training questionnaires as 
the evaluation tools.  

3. RESULTS AND DISCUSSION  

Out of 163 registered participants, only 87 participants enrolled in the course. Then, from the 
enrolled participants, only 72 participants completed the course. (see Figure 4) 

 
Figure 4. Number of Participants 

 
The completion level of learning for all enrolled participants reaches 82.8%. Majority of 
participants who complete the courses is female (70%), 34-49 years old, reseller, and have 
operated the business for about 1-5 years. Participants' average overall quiz score is 75.3 out 
of a maximum score of 100. The histogram of participants' overall quiz scores is shown in 
Figure 5. 

163 
registered 

participants

87 enrolled 
participants

72 
completed 

participants
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Figure 5. Quiz Score Histogram 

 
Based on the pre-training questionnaires filled out by the online training participants, they 
expect the online training will increase their knowledge about digital marketing so they can 
implement it in their MSMEs to increase sales volume. Then, based on the post-training 
questionnaire, the following are the benefits obtained by participants: 

1. Gaining new knowledge, especially in digital marketing 

2. Building a network among MSMEs and regional government 

3. Increase production capacity 

4. Increase marketing reach 

These benefits are a measure of whether or not participants' expectations are met by 
completing the online training. On the other hand, online training still has many shortcomings, 
as follows: 

1. Lack of interaction and practice 

Participants thought offline, practice-focused training would be easier to understand than 
online training. This is because there is a direct interaction between the lecturer and the 
participants. In addition, participants also want to be able to implement the material directly 
after understanding the training. 

2. Material variation 

Participants thought online training could provide more varied material and cover various 
aspects of a business. 

3. Continuous guidance 

Participants need ongoing guidance, such as mentoring and regular supervision. Mentoring 
and regular supervision are needed to ensure the implementation is done correctly. In addition, 
participants also need to repeat the material at a later date which a supervisor or assistant 
can do. 
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4. Not updated information. 

Participants need updated information about the training in WhatsApp groups and other social 
media. 

4. CONCLUSION 

Digital marketing is essential for MSMEs to reach a broader market and increase their sales 
volume. Unfortunately, digital marketing skills-building efforts are met with many obstacles, 
such as limited access and monotonous content delivery. By using a gamified online course to 
deliver the digital marketing lesson, those obstacles can be eliminated, and MSMEs will be able 
to learn digital marketing at their own pace and needs. The participants have 82.8% of the 
completion level and an average overall quiz score of 75.3. The benefit of gamified digital 
marketing online course we held in Sukabumi includes gaining new digital marketing 
knowledge, building the network, increasing production capacity, and marketing reach. There 
are also some drawbacks to using gamified digital marketing online courses, such as lack of 
interaction, material variations, continuous guidance, and obsolete information. Unfortunately, 
this method of gamified online course is only suitable for MSMEs who are able to access the 
internet. We hope that in the future, the website we designed will be used by more MSMEs 
and include more courses, such as financial management, business process improvement, or 
strategic planning for MSMEs. To ensure the program will be sustainable in the future, we plan 
to register for intellectual property rights.  
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