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Abstract

Business actors will undoubtedly want to optimize in all areas in order to
increase their company's profitability. One thing that must be done is to establish an
advertising system based on electronic media, specifically Bukalapak. A system that
simplifies buying and selling transactions for both users and consumers. This article
seeks to determine the impact of business actors' use of Bukalapak media on
resulting profitability, as well as the impact of Bukalapak on consumer convenience
when shopping online. This study used a qualitative strategy in the form of a review
article in the field of Bukalapak-based marketing management. Writing scientific
articles necessitates the use of qualitative methods as well as literature studies or
library research.
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INTRODUCTION

In the 5.0 era, technological advancements, particularly in information
technology, compelled every business actor to make the most recent breakthroughs
in marketing their products (Ervina & Egeten, 2017). This is done to ensure the
company's survival in the face of increasing market competition. As a result, many
businesses, both start-ups and those that have long used information technology
systems to assist in product marketing (Rosida et al., 2021).
This sport is also known as Bukalapak (Ramdansyah & Taufik, 2017). Indeed,
communication activities via internet networks, such as buying and selling events,
have become ingrained in people's lives (Teixeira et al., 2018). Of course, business
actors can take advantage of these opportunities by implementing information
technology, which can provide a competitive advantage for new MSME actors
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(Susanty et al., 2020). The electronic commerce system, or Bukalapak, is currently
spreading. Bukalapak has the potential to outperform the market.

According to Permatasari (2021), bukalapak is a process in which a person or
group of people interacts to buy and sell goods or services using a computerized
electronic system. To avoid falling behind competitors who have previously used the
Bukalapak system, business actors must understand and be able to apply the
electronic sales system or Bukalapak (Religia et al., 2021). The use of the Bukalapak
system, according to (Octavia et al., 2020), had a significant effect on improving the
business performance of business actors, particularly MSMEs. This is also true of
Bukalapak's widespread use at Indonesian retailers as well as world-class retailers in
ASEAN countries (Religia et al., 2021).

Bukalapak, as defined by Permatasari (2021), is a process that occurs when a
person or group of people interacts to buy and sell goods or services through the use
of a computerized electronic system. To avoid falling behind competitors who have
previously used the Bukalapak system, business actors must understand and be
able to apply the electronic sales system or Bukalapak (Religia et al., 2021).
According to (Octavia et al., 2020), using the Bukalapak system improved the
business performance of business actors, particularly MSMEs. This is also true for
the widespread use of Bukalapak at both Indonesian retailers and world-class
retailers in ASEAN countries (Religia et al., 2021).

LITERATURE REVIEW
Using Bukalapak (X1)

Bukalapak is an online store where you can buy and sell a wide range of
goods and services (Herman & Yakub, 2010). The scope of Bukalapak includes
customer service, collaboration among various business relationships, and the use
of electronic-based transactions in a business company (Widhianto, 2002).
Bukalapak makes use of the Information and Communication Technology (ICT)
system by combining one type of business with multiple processes into a single
coordinated system. In Bukalapak-based systems, three processes are commonly
used: production processes, customer-focused processes, and internal management
processes.

ICT is used to conduct business transactions with consumers as opposed to
E-commerce-based systems. Purchase and sale of goods or services with both
business actors and potential customers. Bukalapak makes purchasing and selling
transactions easier by utilizing electronic devices such as the internet and other
computer networks (Wang et al., 2016). Bukalapak is a medium used to carry out
website-based marketing activities, where the website is a way to transact or
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facilitate the promotion process and the buying and selling process takes place
online, according to (Sin et al., 2016).

Furthermore, modern Bukalapak, according to Mohapatra (2013), is a
transaction activity that takes place between business actors and potential
customers via the electronic media intermediary World Wide Web (www). According
to Mohapatra (2013), bukalapak refers to trade transactions that take place via
internet or network media between an organizations (company) or business actor
and its consumers. As a result of these experts' statements, Bukalapak is marketing
via electronic media in the form of an internet network, which can result in
transaction processes between business actors and their prospective customers.

Profitability (Y1)

Profitability must be considered by all business actors because it determines
how long the company will survive. Profitability investigates how each business actor
generates profits (Kusumadewi, 2022). These benefits are known. The profit
achievement standard owned by business actors is the level of success they achieve
within a specific time period from the operational results they manage (Astuti et al.,
2015). The ability of business actors to obtain these benefits can be seen in the
relationship between income and operational funds used in running business assets,
both fixed and current assets, for the manufacturing process of goods or services
produced (Teresya, Nabiilah, 2022).

Improve Profits can be increased by increasing income and decreasing
production costs (Suwardika & Mustanda, 2017). Profits can also be increased by
expanding the market reach of each product manufactured. Profit margin, return on
equity, and asset returns are all indicators of profitability. The Quick Ratio, also
known as a ratio, is used to assess the dimensions of profitability indicators (Astuti et
al., 2015).

The trade-off theory and the pecking order theory are two popular capital
structure profitability theories (Sari, 2021). The trade-off theory refers to the balance
that business actors will achieve in order to maintain an equal amount of debt and
profits (Pessach et al., 2020). It is a loan made by a business actor to overcome a
lack of capital in his business, with the goal of having to balance the conditions in the
business he started (Nuswandari, 2013). The amount of debt can be said to reflect
the company's needs in terms of cumulative external capital (Ali Ahmad, 2015).

The profitability ratio is used to calculate the profit formulation obtained by one
business actor over a specific time period (Varga et al.,, 2021). The profitability
formulation is used to determine the difference in the number of profits made at
different times, which can be the previous time, the current time, or even predict
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future profits (Pramanik et al., 2019). It can also be used to calculate net profit after
tax with own capital, as well as to assess the productivity of all company funds that
used both loan capital and own capital. In general, the use of profitability measures
in a company is to obtain an overview of the financial condition related to business
actors' profits and losses. Knowing the productivity of all funds that used both loan
capital and own capital is also beneficial (Shibani et al., 2022).

Consumers enjoy shopping via electronic media. Customers feel more at
ease because they don't have to worry or waste time. The ease with which the
technology is perceived as relatively simple to understand and use in online
transactions is the consumer's convenience (Frederiksen, 2013). Consumers are
often hesitant to use online media for shopping at first because they are concerned
about the system's security and the confidentiality of their personal information. As a
result, they are less likely to conduct online transactions (Prathama & Sahetapy,
2019).

The ease with which consumers can access online media reflects their
technological ability. This ease of use factor has a significant influence on shaping
consumer behavior in order to increase consumer perceptions of the system's ease
of use, which has an impact on increasing the results obtained by selling business
actors (Nasution et al., 2020). Consumer convenience is measured using variables
such as indicators of easy interaction, easy transactions, easy product discovery,
easy learning, and easy use (Romla & Ratnawati, 2018). Furthermore, it is stated
more clearly that important variables that must be considered in consumers'
convenience when using online media are easy to learn (ease to learn), easy to use
(ease to use), easy to understand (clear and understanding), and become skilled in
using (become. skilled) (Wibowo et al., 2015).

The assumption that using technology will be painless is referred to as
consumer convenience. This convenience, on the other hand, will lead to consumer
perceptions that the higher the perception of system ease, the greater the level of
utilization of the technology used (Suhir et al.,, 2014). The intensity of use and
interactions with technology will increase as a result of their ease of use (Aziziyah,
2021). (Fitriani et al., 2020), (Prathama & Sahetapy, 2019), (Suhir et al., 2014),
(Romla & Ratnawati, 2018), and (Romla & Ratnawati, 2018) (Nasution et al., 2020).

IMPLEMENTATION METHOD

In conjunction with a literature review or library research, this article employs
a gualitative method. It aims to compare existing theories to previous theories in the
research literature. The literature used is literature derived from research findings or
reviews published in scientific articles in national and international journals relevant
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to marketing management. All articles for literacy data were obtained from the
electronic search engines Mendeley and Google Scholar.

A literature review is used consistently with the type of literature research
using a qualitative approach method. It is used inductively to avoid raising additional
guestions. The reason for conducting qualitative research is because this is an
exploratory study. Furthermore, an in-depth discussion is conducted in the Library
section related to or reviewed literature, because that section serves as the
foundation for formulating hypotheses, which will then be used as material for
comparison with the results or findings of previous research to reveal the truth of the
existing theory (Permatasari and Jaelani., 2021). This article will explain how the use
of Bukalapak affects business actors' profitability as well as consumer convenience
when using the electronic system on Bukalapak.

RESULT AND DISCUSSION
The Effect of Bukalapak Use on the Profitability of Business Actors

Bukalapak usage by business actors has a positive impact on increasing
profitability (Teresya, Nabiilah, 2022). Bukalapak usage is influenced positively by
the dimensions or profitability indicators used (Rohandi, 2017). Business actors who
use Bukalapak can increase their profitability when measured in terms of sales that
occur within a specific time period. The increased number of consumers as a result
of the expansive promotion area is responsible for the steadily increasing number of
sales (Ayu & Suarjaya, 2018). The scope of this promotion will undoubtedly have a
significant impact on increasing selling value, which affects the profitability of
business actors. Furthermore, indicators of Bukalapak's existence, which are
supported by smooth production and distribution activities, have an effect on
business actors' income (Atmaja & Verawati, 2021).

Businesses that use the Bukalapak system can communicate with potential
customers about their operations (Arifianto & Coiri, 2018). The effectiveness of
Bukalapak must, of course, take into account the amount of profit generated. As a
result, management must work to make the experience appealing to potential
customers by simplifying sales and providing solid services (Fatmala et al., 2018).
Furthermore, one of the advantages of using Bukalapak is the ease with which
transactions can be processed. The profitability of Bukalapak will be affected. If
consumers perceive profitability positively, service quality, customer satisfaction, and
trust will improve (Lumintang et al., 2020). Profitability, as measured by the level of
return on investment, lowers a company's capital structure, and vice versa, if
profitability is high, so is the entrepreneur's net profit (Pangesti & Adyaksana, 2021).
The Effect of Using Bukalapak on Consumer Convenience
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According to the indicators for using Bukalapak, the system has an effect on
consumer convenience. Bukalapak makes life easier for customers by providing
quick and practical service (Putra et al., 2015). Many business actors, however, are
beginning to understand the use of Bukalapak, which causes e-commerce to make
businesses more flexible, free to make transactions from anywhere and at any time,
and Bukalapak can help business actors increase sales transactions because the
buying and selling system has a broader view than business actors who only carry
out the system. Traditional transactions that affect the dimensions or indicators of
Bukalapak

To increase the effectiveness of using Bukalapak, consider the convenience
of users, specifically business actors who use Bukalapak technology, as well as how
the system provides convenience to consumers (Indarsin & Ali, 2017). As a result, in
order to have a significant impact on human life in the real world, management must
invest in the internet's long-term development. As a result, business actors must
have a transformational impact that results in the creation of a new business
paradigm in the form of digital marketing, Bukalapak, and a variety of other terms
(Pekovic & Rolland, 2020). The ease with which business actors and consumers use
Bukalapak has a significant impact on both customers'/consumers' perceptions of
increased profitability (Romla & Ratnawati, 2018). As a result of either of these
outcomes, there is a need for continuous improvement in the services offered by the
Bukalapak web, which will have a significant impact on both sales levels and
consumer satisfaction (Fitriani et al., 2020).

Conceptual Framework

o

Figure 1. Conceptual Framework
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CONCLUSION

Based on a review of the literature on the issue of business actors using
Bukalapak, it is possible to conclude.
The use of Bukalapak by business actors has a positive effect on the amount of
profit obtained in a given period of time. The use of Bukalapak by business actors
strengthens consumer convenience in obtaining the desired product. Is a process
that occurs when a person or group of people interacts to buy and sell goods or
services through the use of a computerized electronic system. To avoid falling
behind competitors who have previously used the Bukalapak system, business
actors must understand and be able to apply the electronic sales system or
Bukalapak

REFERENCES

Ali A. (2015). Pengaruh Struktur Modal Terhadap Profitabilitas Pada Perusahaan
Telekomunikasi Sasi Agustin Sekolah Tinggi llmu Ekonomi Indonesia ( Stiesia
) Surabaya Perekonomian selalu mengalami perubahan dan persaingan
bisnis semakin kuat yang membuat para manajer ter. Jurnal llmu Dan Riset
Manajemen, 4(September), 1-20.

Arifianto, E. Y., & Coiri, M. (2018). Pemanfaatan Bukalapak Dalam Pebelajaran
Manajemen Usaha Kecil Dan Menengah. Jurnal Komunikasi Pendidikan, 2(1),
77. https://doi.org/10.32585/jkp.v2i1.67

Astuti, K. D., Retnowati, W., & Rosyid, A. (2015). Pengaruh Struktur Modal Terhadap
Profitabilitas ( Studi Pada Perusahaan Go Publik Yang Menjadi 100
Perusahaan Terbaik Versi Majalah Fortune Indonesia Periode Tahun 2010-
2012). Jurnal Akuntansi, 2(2339-2436), 49-60.

Atmaja, H. E., & Verawati, D. M. (2021). Meningkatkan Minat Kewirausahaan Di Era
Global Melalui Bukalapak. Jurnal Bisnis Dan Akuntansi Unsurya, 6(1), 57—66.

Aziziyah, A. (2021). Peranan Persepsi Manfaat sebagai Mediasi dalam Pengaruh
Kemudahan Penggunaan dan Kepercayaan terhadap Penggunaan Bukalapak
pada Aplikasi Traveloka. Jurnal Illmu Manajemen, 9(1), 205.
https://doi.org/10.26740/jim.v9n1.p205-216

Berlintina Permatasari, J. (2021). The Effect Of Perceived Value On E- Commerce
Applications In Forming Customer Purchase Interest And Its. Integrated
Journal of Business and Economics, 101-112.

Bhatti, A., Akram, H., Basit, M., & Khan, A. U. (2020). Bukalapak trends during
COVID-19 Pandemic Bukalapak trends during COVID-19 Pandemic. July.

Ervina, A., & Egeten, J. (2017). Instagram , Bukalapak , Media Pemasaran — Kode
Etik dan Studi Kasus. Jurnal Teknologi Informasi-Aiti, 14(2), 88—98.

223
IJEBIR, Volume 01 Issue 01, 2022

Copyright at authors some right reserved this work is licensed under
a Creative Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

Fatmala, W. S., Suprapto, & Rachmadi, A. (2018). Analisis kualitas layanan website
Bukalapak berrybenka terhadap kepuasan pengunjung menggunakan metode
webqual 4.0 dan importance performance analysis (ipa). Jurnal
Pengembangan Teknologi Informasi Dan llmu Komputer, 2(1), 175-183.

Fauzia, I. Y. (2016). Pemanfaatan Bukalapak dan m-commerce dalam bisnis di
kalangan wirausahawan perempuan. Journal of Business & Banking, 5(2),
237. https://doi.org/10.14414/jbb.v5i2.705

Fitri Prasetyorini, B. (2013). Pengaruh Ukuran Perusahaan, Leverage, Price Earning
Ratio Dan Profitabilitas Terhadap Nilai Perusahaan. Jurnal Imu Manajemen,
1(1), 183-196.

Fitriani, S., Medinah, M., & Linarti, U. (2020). Pengaruh Faktor-Faktor Lingkungan
Eksternal yang Menghambat Penggunaan Bukalapak pada UMKM Kerajinan
di Kota Yogyakarta. Journal of Industrial and Engineering System, 1(2), 101-
110. https://doi.org/10.31599/jies.v1i2.317

Frederiksen, M. (2013). Integration i “mixed methods” forskning: Metode eller
design? Metode & Forskningsdesign, 1(2), 17-40.
http://ojs.statsbiblioteket.dk/index.php/mf/article/view/8260

Herman, H., & Yakub, Y. (2010). Kajian Tentang Perkembangan Bukalapak
Terhadap Praktik Bisnis. CommlIT (Communication and Information
Technology) Journal, 4(2), 86. https://doi.org/10.21512/commit.v4i2.540

Indarsin, T., & Ali, H. (2017). Attitude toward Using m-Commerce: The Analysis of
Perceived Usefulness, Perceived Ease of Use, and Perceived Trust: Case
Study in lkens Wholesale Trade, Jakarta-Indonesia. Saudi Journal of
Business and Management Studies, 2(11), 995-1007.
https://doi.org/10.21276/sjbms.2017.2.11.7

Khalid Ashraf CHISTI, Khursheed ALI, M. S. (2013). IMPACT OF CAPITAL
STRUCTURE ON PROFITABILITY OF LISTED COMPANIES ( EVIDENCE
FROM INDIA ). The USV Annals of Economics and Public Administration,
13(1), 183-191.

Kusumadewi, N. (2022). Pengaruh Leverage, Pertumbuhan Penjualan Dan Ukuran
Perusahaan Terhadap Profitabilitas. J-Aksi: Jurnal Akuntansi Dan Sistem
Informasi, 3(2), 244-252. https://doi.org/10.31949/jaksi.v3i2.3015

Lumintang, J. J. B., Rumagit, G. A. J., & Taroreh, M. L. G. (2020). Kajian Manfaat
Bukalapak Pada Penjualan Produk Usaha “Snacking” Di Kota Manado. Agri-
Sosioekonomi, 16(3), 413. https://doi.org/10.35791/agrsosek.16.3.2020.31131

Mohapatra, S. (2013a). Bukalapak Strategy BT - Bukalapak Strategy: Text and
Cases (S. Mohapatra  (ed.); pp. 155-171). Springer  US.
https://doi.org/10.1007/978-1-4614-4142-7 7

224
IJEBIR, Volume 01 Issue 01, 2022

Copyright at authors some right reserved this work is licensed under
a Creative Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

Mohapatra, S. (2013b). Understanding Bukalapak BT - Bukalapak Strategy: Text
and Cases (S. Mohapatra (ed.); pp. 3-26). Springer US.
https://doi.org/10.1007/978-1-4614-4142-7_1

Nasution, S. L., Limbong, C. H., & Ramadhan, D. A. (2020). PENGARUH KUALITAS
Produk, Citra Merek, Kepercayaan, Kemudahan, Dan Harga Terhadap
Keputusan Pembelian Pada Bukalapak Shopee (Survei pada Mahasiswa S1
Fakultas Ekonomi Jurusan Manajemen Universitas Labuhan Batu). Ecobisma
(Jurnal Ekonomi, Bisnis Dan Manajemen), 7(1), 43-53.
https://doi.org/10.36987/ecobi.v7i1.1528

Nuswandari, C. (2013). Determinan Struktur Modal Bank. Dinamika Akuntansi,
Keuangan Dan Perbankan, 2(1), 92-102.
https://doi.org/10.24034/j25485024.y2013.v17.i1.2227

Octavia, A., Indrawijaya, S., Sriayudha, Y., Heriberta, Hasbullah, H., & Asrini. (2020).
Impact on Bukalapak adoption on entrepreneurial orientation and market
orientation in business performance of smes. Asian Economic and Financial
Review, 10(5), 516-525.
https://doi.org/10.18488/journal.aefr.2020.105.516.525

Pangesti, S. D., & Adyaksana, R. |. (2021). Determinan adopsi Bukalapak dan
dampaknya pada usaha mokro kecil dan menengah (UMKM). Journal of
Business and Information Systems (e-ISSN: 2685-2543), 3(2), 97-107.

Pekovic, S., & Rolland, S. (2020). Recipes for achieving customer loyalty: A
qualitative comparative analysis of the dimensions of customer experience.
Journal of Retailing and Consumer Services, 56(May), 102171.
https://doi.org/10.1016/j.jretconser.2020.102171

Pessach, D., Singer, G., Avrahami, D., Chalutz Ben-Gal, H., Shmueli, E., & Ben-Gal,
I. (2020). Employees recruitment: A prescriptive analytics approach via
machine learning and mathematical programming. Decision Support Systems,
134(March), 113290. https://doi.org/10.1016/j.dss.2020.113290

Pramanik, S. K., Suja, F. B., Zain, S., & Pramanik, B. K. (2019). Jo ur na | P re.
Bioresource Technology Reports, 100310.
https://doi.org/10.1016/j.msea.2022.143695

Prathama, F., & Sahetapy, L. (2019). PENGARUH KEMUDAHAN PENGGUNAAN
APLIKASI DAN KEPERCAYAAN KONSUMEN TERHADAP MINAT BELI
ULANG KONSUMEN BUKALAPAK LAZADA. Agora, Jurnal Manajemen
Bisnis, 7(1). https://publication.petra.ac.id/index.php/manajemen-
bisnis/article/view/8142

Putra, D. E., Astuti, E. S., & Riyadi. (2015). Pengaruh Kemudahan Terhadap
Kemanfaatan, Minat Dan Penggunaan Bukalapak. Jurnal Administrasi Bisnis,

225
IJEBIR, Volume 01 Issue 01, 2022

Copyright at authors some right reserved this work is licensed under
a Creative Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

21(2), 1-8.

Ramdansyah, A. D., & Taufik, H. E. R. (2017). Adoption model of Bukalapak from
SMEs perspective in developing country evidence — Case study for Indonesia.
European Research Studies Journal, 20(4), 227-243.
https://doi.org/10.35808/ersj/887

Religia, Y., Surachman, S., Rohman, F., & Indrawati, N. (2021). Bukalapak Adoption
in SMEs: A Literature Review. https://doi.org/10.4108/eai.17-7-2020.2302969

riyanti teresya, rizka rahmah nabiilah, safina tunnajah. (2022). Literature Review
Bukalapak : Profitabilitas ,. 3(4), 474—-484.

Rohandi, M. M. A. (2017). Effectiveness C2C Bukalapak Media In Bandung (Case
study at Bukalapak.com and Bukalapak.com). Jurnal Manajemen Dan Bisnis:
Performa, Volume XIV(2017), 177-197.
https://ejournal.unisba.ac.id/index.php/performa/article/view/3628

Romla, S., & Ratnawati, A. (2018). Keputusan Pembelian Bukalapak Melalui
Kemudahan Penggunaan, Kualitas Informasi Dan Kualitas Interaksi Layanan
Web. Jurnal Ekonomi Dan Bisnis, 19(1), 59.
https://doi.org/10.30659/ekobis.19.1.59-70

Siregar, A. P., Nofirman, N., Yusuf, M., Jayanto, I., & Rahayu, S. (2022). The
Influence of Taste and Price on Consumer Satisfaction. Quantitative
Economics and Management Studies, 3(6).

Yusuf, M., Afifah Fitriyani, Z., Abdilah, A., Ardianto, R., Suhendar, A., & Pertiwi, U.
(2022). The Impact Of Using Tokopedia On Profitability And Consumer
Service. Jurnal Darma Agung, 30(2), 559-573.
https://doi.org/10.46930/0JSUDA.V3012.2273

Yusuf, M., Sutrisno, S., Putri, P. A. N., Asir, M., & Cakranegara, P. A. (2022).
Prospek Penggunaan E-Commerce Terhadap Profitabilitas Dan Kemudahan
Pelayanan Konsumen: Literature Review. Jurnal Darma Agung, 30(3), 505-
520.

226
IJEBIR, Volume 01 Issue 01, 2022

Copyright at authors some right reserved this work is licensed under
a Creative Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/

