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Abstract: This research has aims to: (1) develop MOOCs based e-marketing; (2) testing the
attractiveness of MOOCs based e-marketing; and (3) knowing the level of effectiveness of
MOOC:s based e-marketing. The method in this study is research and development. The results
of this study include: (1) the results of the e-marketing expert test and website marketing design
expert test have a percentage: 81.50% (ease of accessing consumers), 84.10% (presentation of
goods/services sold), 79.10 % variation of website content), 86.00% (compatibility with website
goals), 83.70% (harmony of each page of views), 83.70% (complete description of products sold),
83.70% (attractiveness of e-website marketing), 85.00% (ease of order process for consumers),
81.50% (responsible admin e-marketing), 81.50% (trouble shooting website problems); (2)
MOOCs based e-marketing proved effective in improving the management of student
entrepreneurship administration in the vocational sector in the Industrial Revolution 4.0 era,
indicated by the results of the final ability test which showed significant differences between
control classes without using e-marketing based MOOCs and experimental classes using MOOCs
based e-marketing; and (3) E-marketing based MOOC:s needs to be further developed because it
can improve the management of entrepreneurial administration in vocational students in the

Industrial Revolution era 4.0.
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The acceleration of the development of
communication, media and informatics technology
has changed the community in all its activities
(Karim, 2016; Turner & Gianiodis, 2018). This has
an impact on companies that are required to have a
strong business strategy. The strategy is to improve
service to customers and develop marketing. In
building these strengths and strategies, tools are
needed that can support marketing in increasing
product and service sales (Putra, Irdianto, &
Mukhadis, 2016), (Arbaugh, Fornaciari, & Hwang,
2016). The flow of information circulation in the
business world is very fast and even has become an
urgent interest. Technology also developed in it so
that it became a term that we are familiar with
information technology (Putra et al.,, 2018),
(Chawla, Chanda, Angra, & Chawla, 2018).

However, this is still a major problem if the
company is not able to train its employees to know
the digital world. The development of information
technology will facilitate companies in running their
business (Alshanbari & Issa, 2014; Imgrund,
Fischer, Janiesch, & Winkelmann, 2018). Currently,
the development of the internet is happening very
fast and can reach the whole world, and every
company wants its products to be known by the
wider community.

One information and communication
technology that can be used is the internet. The use
of the internet can easily communicate and obtain
the information needed quickly and accurately
(Mackay & Zundel, 2017; Rahimi, Mgller, & Hvam,
2016). Also, companies can market their products
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electronically or online. This is termed e-marketing.
E-marketing encourages companies to be able to
promote their existence to be better known in the
wider community. E-marketing is very interesting
because in the era of globalization (industrial
revolution 4.0) it demands a lot of convenience and
speed of information (Fornaciari et al., 2017; Recker
& Mendling, 2016). For companies, e-marketing
can expand the market, expand the company's brand
image, and provide convenience in providing
information to its customers. Whereas for
customers, the desired goods/services can be
obtained without having to leave the house/office
(making it easier for customers to access company
product information), simply by opening a website,
choosing the desired product/service, ordering,
making transactions and products/services. The
choice of an e-marketing strategy that matches the
company and knows the details of the ways and
effects of its application is very important and
needed by the company.

E-marketing is defined as a process of
building and maintaining relationships with
customers through an online activity to provide
facilities for exchanging ideas, products and
services to fulfill the wishes of both parties (Irdianto
& Putra, 2016; Mukhadis, Putra, Nidhom, Dardiri,
& Suswanto, 2018). Also, e-marketing is the
marketing side of e-commerce which consists of
business enterprises to provide information,
promote and sell products and services through the
internet. Other parts besides e-marketing can be in
the form of e-purchasing, which is the side of the e-
commerce sales process (Malinova & Mendling,
2018), (Andrade, Chopra, Nurlybayev, & Golab,
2010). Today, the digital or internet world is also
enlivened by the presence of a system called
MOOC:s. Massively Online Open Courses (MOOC)
is one of the online technology transformation
transformations. MOOC is also often associated
with one of the evolutions of e-learning so that not a
few who use it as an alternative to learning
something new (Bozkurt, Akgiin-Ozbek, &
Zawacki-Richter, 2017; Wu & Chen, 2017).

Regarding its implementation to support
formal learning, it can be said that its utilization is
not optimal. This is because there are those who
think that the results are very efficient, but some
consider it inefficient. Some overseas schools and

universities seriously utilize the MOOC model for
learning, some of which even fully use related
services for learning (Hew, Qiao, & Tang, 2018;
Pardos, Tang, Davis, & Le, 2017). The trend of e-
learning in Indonesia itself can be said to be still in
a transitional period, right now it is precisely the
business people who are observed are interested in
exploring its benefits for the development of human
resources in their environment. Whereas for
consumers, it does not yet look significant. Perhaps
there are still many factors that need to be addressed
and adjusted, especially related to infrastructure and
culture.

About e-marketing, MOOCs can help e-
marketing development by providing many
additional features. For example by using MOOCs
technology, e-marketing networks can be used to
conduct market research and product development,
develop a strategy and tactics to persuade customers
to buy, provide online distribution, maintain
customer records, lead customer satisfaction
services, and collect feeds back from customers so
that the results can continue to be improved and the
process is more efficient and effective (Huisman,
Admiraal, Pilli, van de Ven, & Saab, 2018; Lambert
& Alony, 2015; Zancanaro, Nunes, & Domingues,
2017). The purpose of E-marketing based MOOCs
is to combine various information technologies to
change marketing strategies to increase customer
value through segmentation; creating changes to
satisfy consumers; improve planning and finalize
concepts to facilitate promotion and so forth. At
present, there are very few entrepreneurs in
Indonesia who utilize E-marketing based MOOC:s.
That is because the facilities and infrastructure that
have not fully supported. What's more about the
geographical location of the business. Internet
network problems, the ability to process e-
marketing websites, to the management of
entrepreneurial administration that is relatively not
strong. In fact, at every level of education
(especially vocational education) an understanding
of the entrepreneurial spirit has been instilled deeply
(Irdianto & Putra, 2016; Putra, Mukhadis, &
Suhartadi, 2016).

Some researchers explain that the weak
absorption of entrepreneurs in Indonesia is due to
the cultivation of the entrepreneurial spirit when
taking the education level is only focused on basic
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materials. There are still few educational institutions
(vocational fields) that teach direct implementation
of entrepreneurship. Such implementations include
creating e-marketing websites, managing corporate
administration, communicating with investors, and
others. Based on quite several problems that have
been described, it is very necessary to develop E-
marketing based MOOCs technology to improve
entrepreneurial administration management in
vocational education students.

Electronic marketing (e-marketing) is a
process of using information technology in the
process of creating, communicating, and providing
value to customers (Fox, Pittaway, & Uzuegbunam,
2018; Gedeon, 2017). E-marketing affects
traditional marketing in two ways. E-marketing is
dominated by the results of information technology
that is applied to traditional marketing (Abdullah,
Sarfraz, & Kazmi, 2018; Omeno & Sang, 2018).
Functionally, the e-marketing goal is divided into
two. Currently, e-marketing is defined as a form of
the process (Mukhadis et al., 2018; Putra, Irdianto,
et al,, 2016). So that electronic marketing, all
activities are online or electronically based
mechanisms that facilitate the manufacturing
process of goods and services by manufacturers to
satisfy customers. Electronic marketing utilizes
network technology to coordinate market share
research. Also, e-marketing also helps product
development, develops strategies and tactics to lure
customers, provide online distribution, maintain
customer records. In the 4.0 Industrial Revolution
era, e-marketing had a positive impact in creating
customer satisfaction and collecting customer
feedback (Saggaf, Salam, Wirawan, & Hasanuddin,
2018; Strekalova, Karimipour, James, & Treise,
2018). Electronic marketing promotes marketing
programs that support the goals of companies
implementing e-commerce. Elements of strategy in
E-marketing planning explain how E-marketing
objectives will be achieved.

Administrative management is defined as a
process or framework that involves the process of
directing, supervising and mobilizing the ability to
carry out an activity in an organization (Arbaugh et
al., 2016; Mackay & Zundel, 2017; Torabi, Giahi, &
Sahebjamnia, 2016). Some experts explain that
administrative management serves as the main
control on human intelligence to analyze, plan,

motivate, assess and supervise the effective use of
human resources and materials used to achieve
certain goals. Thus it can be concluded that
management is a way to control or organize
(organizing), preparation of personnel or staffing,
direction and leadership, and control, to achieve the
ultimate goal (Kolk & Rivera-Santos, 2018), (Sousa
& Rocha, 2018). In a role, the administrative
management function is that the implementation of
business is planned systematically and can be
evaluated correctly, accurately, and completely to
achieve the objectives productively, quality,
effectively and efficiently. That is the most
important part of the success of a business. The
success of a business, one of which is influenced by
the amount of entrepreneurial spirit that someone
has. The concept of Entrepreneur includes
organizing, managing, and assuming the risk of the
business. The word entrepreneur is related to
business activities or business activities in general
(Coccia, 2017; Ferasso, Pinheiro, & Schroeder,
2017). Entrepreneurs should be someone who can
assess business opportunities (business) and
combine various kinds of resources (resources)
needed to take appropriate action to gain profit in the
future. Entrepreneurship is essentially defined as a
trait, character and character of someone who can
creatively create innovative ideas into the real world

METHOD

The method used in this study is research
and development methods. The initial stage of this
research is to develop MOOCs based e-marketing.
The product development results are then analyzed
and tested for effectiveness. The stages and
mechanism of product development in this study
include data collection, research planning, product
design development, field trials, revision of results,
product feasibility testing, and final product revision
process. The method mechanism in this study is
gradually shown in Figure 1.
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Figure 1. Stages of Research Stages

In the effectiveness test phase, the research
instrument is through questionnaires in the form of
questionnaires and test questions. In this test phase
two classes were used, each of which was 29
students in the vocational field. Data analysis with
e-marketing expert test, website design expert,
attractiveness test, and t-testResearch method
contains research designs, approaches used,
development of instruments, data collection
techniques, data analysis, and other processes
deemed necessary. The research procedure is
written in a straightforward and clear manner.

RESULTS AND DISCUSSION

The results of this study include two things,
namely the development (product) in the form of e-
marketing based MOOCs and the effectiveness test
of E-marketing based MOOCs in improving the
management of entrepreneurship administration in
vocational students in the Industrial Revolution 4.0
era. In the product development stage, an e-
marketing expert and website marketing design
validation test was conducted. This test was carried
out by four expert experts. Furthermore, the average
value of each expert is calculated. Test results for e-
marketing experts and website marketing design are
shown in Table 1.

Table 1. E-marketing Expert Test Results

Model Aspects Validity Decision
Level (%)

The ease of accessing 81,50 VTR

consumers

Presentation of 84,10 VTR

goods/services sold

Variations in website 79,10 VTR

content

Conformity with the purpose 86,00 VTR
of the website

Harmony on each page of 83,70 VTR
the display

Complete description of 83,70 VTR
products sold

The attraction of e- 83,70 VTR
marketing websites

Ease of order processing for 85,00 VTR
consumers

Responsible e-marketing 81,50 VTR
admin

Troubleshooting website 81,50 VTR

problems

*VTR = Valid without revision

In Table 1, it is explained that the validation
test of e-marketing experts. This test is carried out
by four e-marketing experts who have a value above
75%. In the convenience aspect, consumers access,
have a validity level of 81.50%. In the aspect of
serving goods/services sold, the validity level is
84.10%. In the aspect of website content variation,
has a validity level of 79.10%. In the aspect of
Conformity with the purpose of the website, it has a
validity level of 86.00%. In the Harmony aspect of
each page, it has a validity level of 83.70%. In the
Completeness aspect, the description of the products
sold has a validity level of 83.70%.

In the Attractiveness aspect of e-marketing
website, it has a validity level of 83.70%. In the
aspect of ease of order process for consumers, has a
validity level of 85.00%. In the Responsible aspect
of e-marketing admin, it has a validity level of
81.50%. In the aspect of Troubleshooting the
website problem, has a validity level of 81.50%.
This means that all aspects of the E-marketing based
MOOCs products have wvalid values without
revisions. Furthermore, the test results of website
marketing design experts were carried out by two
expert experts. The test results are presented in
Table 2.
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Table 2. Test results for website marketing
design experts

Indikator Skor Kategori
Look neat and systematic 5 Very good
Display content section 4 Good
layout

Display material section 4 Good
layout

Selection of color 4 Good
proportions

Selection of fonts 4 Good
Font size selection 5 Very good
Display and animation 5 Very good
presentation

Selection of supporting 4 Good
images

Website homepage 4 Good

In Table 2, it is explained that the nine
indicators tested produce good and very good
values. This shows that the product developed has a
relatively good category level. The score shows that
the Display indicator is neat and systematic, the
products that have been developed are categorized
as very good. On the display indicator of the content
section, the products that have been developed are
categorized as good. On the indicator display
content section layout, products that have been
developed are included in the good category. On the
Display indicator of the material section layout, the
products that have been developed are categorized
as good. In the color proportion selection indicator,
the products that have been developed are
categorized as good. In the font selection indicator,
the products that have been developed are
categorized as good. In the letter size selection
indicator, the products that have been developed are
in the very good category. In the animation display
and presentation indicator, the products that have
been developed are in the very good category. In the
supporting image selection indicator, the products
that have been developed are categorized as good.
On the homepage indicator, the products that have
been developed are categorized as good.

The next step is to test the effectiveness of
the product. At this stage it is carried out with a
quasi-experimental process, which looks at the
ability of students before and after using e-
marketing based MOOCs. Test questions from the
entrepreneurship subject. Instruments using pre-test
and post-test questions. Furthermore, the data were
analyzed by t-test. The results of the t-test analysis
of students' abilities before using MOOCs based e-
marketing are shown in Table 3.

Table 3. Summary of Initial Ability Test Results

t-test for Equality of Means

T Df Sig. Mean Std. Error
Difference Difference

-1.11 57 .28 -1.85 1.68

-1.10 54.38 .28 -1.85 1.68

Table 3 presents the results of the initial
ability test of control class students and
experimental class before using E-marketing based
MOOC:s that has been developed. Summary of these
results explains that t count is 1.11 with the sig. 0.28.
So that, it can be interpreted between the control
class and the experimental class there is no
significant difference. Furthermore, the results of
the final ability test are presented in Table 4.

Table 4. Summary of Final Ability Results

t-test for Equality of Means

T Df Sig. Mean Std. Error
Difference Difference

7.63 57 .000 11.98 1.57

7.60 53.18 .000 11.98 1.58

Table 4. presented the results of the final
ability test of students in the control class and
experimental class. The control class does not use E-
marketing based MOOCs, while the experimental
class uses e-marketing based MOOCs. A summary
of the results of the t-test shows that the significant
value is 0.00 (sig. 0.00). So, it can be interpreted that
there are significant differences between the results
of the final control class ability test and the final
ability of the experimental class.
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The discussion in this study includes two
things. This includes the results of the development
of E-marketing based MOOCs products and the
integration of e-marketing based MOOCs as a
medium in improving the entrepreneurship
management of students in the field of vocational
education. Discussions related to the results of the
development of e-marketing based MOOCs
products are the results of the analysis of validation
carried out by a team of experts.

E-marketing Synchronization and Consumer
Needs

Based on the results of an analysis of the e-
marketing expert validation test, it can be concluded
that E-marketing based MOOCs products that have
been developed entirely successfully. This was
indicated by the results of the validation stating that
all components of the e-marketing based MOOCs
products that were developed were included in the
valid category without revision. In addition, the
display indicator is neat and systematic, font size
selection, and the appearance and presentation of
animation validation results enter the category very
well. This is in line with the purpose and function of
e-marketing that must be able to attract consumers.
Some experts explain that e-marketing has a big
influence on companies that want to reach
consumers more widely and more (Beamish &
Lupton, 2015; Fornaciari et al., 2017). Marketing
strategies using internet media can be better known
to the wider community. That is because the number
of internet users is increasing (Recker & Mendling,
2016; Udoye & T, 2017). This system has
advantages because it can reach various elements of
society so that it will get more consumers. The use
of an e-marketing system is useful for creating
communication between consumers and producers
regarding a product. Therefore, the convenience of
consumer interfaces with e-marketing websites must
be high. Often this system is useful for conveying
criticism or suggestions for products so that the
company can improve the quality of its products.
The creation of this communication can affect the
level of consumers who use or buy the item.

Some experts explain that e-marketing must
have a simple level of operation (Aggarwal, 2013;
Beamish & Lupton, 2015). For example, consumers
must easily update data related to new products that

will come out. In addition, it can also be used as a
media transfer database within the company so that
it is faster. Conceptually, the use of E-marketing
based MOOC:s is judged to be easier because it can
be run directly without filters that hinder sales. This
method does not use a confusing distribution system
so that producers can use online media easily. Using
an e-marketing based MOOCSs system can accelerate
widespread sales performance (Heidarinejad, Dalgo,
Mattise, & Srebric, 2018; Strekalova et al., 2018).
So that it can accelerate the popularity of a product.
Another impact, in this system can display more
detailed statistics such as sales, interest rates, price
increases, number of products sold and others. So
that it can make it easier for companies to survey the
needs of the community online media.

The results of the analysis on the website
test expert test data explained that the nine indicators
tested produced good and very good value. In other
words, e-commerce is part of e-marketing where e-
marketing itself is part of e-business (Hornsby,
Messersmith, Rutherford, & Simmons, 2018; Turner
& Gianiodis, 2018). The concept of personalization
is part of the marketing mix contained in need for
specific customer identification and identification to
build relationships. It is very important to be able to
identify company customers (Dahlstedt & Fejes,
2017; Nabi, Linan, Fayolle, Krueger, & Walmsley,
2017).

E-marketing based MOOCs improves
entrepreneurial management administration

The results of the effectiveness test on e-
marketing products based on MOOCs show that
there is a significant difference in the final ability
between the experimental classes (using w-
marketing based MOOC:s) and the control class (not
using MOOCs based e-marketing). In learning
entrepreneurship courses, students are required to be
able to think actively and are good at analyzing
market conditions. Through E-marketing based
MOOC:s products, students can easily interact with
customers easily. Also, the level of understanding of
students related to all materials in entrepreneurship
courses also increased. Students will be able to
control all privacy in managing their business
administration. Privacy is an element of the
marketing mix that is highly related to
personalization (Dahlstedt & Fejes, 2017; Turner &
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Gianiodis, 2018). When a company collects and
stores information about its potential customers, the
problem that arises is how and by whom the
information is used. The main task that must be done
when implementing an internet marketing strategy
is to create and develop policies above accessing
procedures for information gathering (Andrade et
al., 2010; Cheng, Wang, & Lee, 2018).

The results of this study reveal that using E-

marketing based MOOCs improves the
entrepreneurial management administration of
vocational students. Administration of

entrepreneurial management is interpreted as a
process of utilizing economic potential creatively,
innovatively, and with the courage to face the risk of
obtaining useful profits to succeed in programs in
educational organizations. So that entrepreneurship
can also be said as an element in education to
expedite the educational process not as a medium to
gain excess profits. Several studies explain that the
use of e-marketing as a learning medium has proven
effective and able to increase understanding of the
entrepreneurial material. Entrepreneurship in the
world of education means integrating personalities,
opportunities, finances and resources in the
surrounding environment in order to take advantage
that can be used to succeed in educational goals
(Putra, Irdianto, et al., 2016). This personality
includes knowledge, skills, attitudes and behavior
(Mukhadis et al., 2018). Entrepreneurial souls for
education personnel such as heads or managers,
expert staff, teachers, employees and other workers
by running a business using capital and developing
entrepreneurial spirit contain risks (Fox et al., 2018;
Gedeon, 2017).

CONCLUSION

Based on the findings and discussion, it can
be concluded as follows. First, the development of
e-marketing based MOOCs products have a good
percentage of e-marketing expert test results and
expert marketing website design tests. In the aspect
of ease of accessing consumers, has a validity level
of 81.50%, aspects of serving goods/services sold,
have a level of validity of 84.10%, a variety of
website content variations have a validity level of
79.10%, aspects of conformity with the purpose of
the website, has a validity level of 86.00%, the
harmony aspect of each page of the display, has a

level of validity of 83.70%, the completeness aspect
of the description of the product being sold, has a
validity level of 83.70, the attractiveness aspect of e-
marketing website has a level of validity of 83.70%,
aspect ease of order process for consumers, has a
validity level of 85.00%, responsive aspects of
admin e-marketing, has a validity level of 81.50%,
aspects of troubleshooting problems website, has a
validity level of 81.50%. Secondly, e-marketing
based MOOCs has proven effective in improving
the management of entrepreneurial administration
for vocational students in the industrial revolution
4.0 era. This was indicated by the results of the final
ability test which showed a significant difference
between the control class without using e-
marketing-based MOOCs and the experimental
class using MOOCs based e-marketing. Third, e-
marketing based MOOCs needs to be further
developed because it can improve the management
of entrepreneurship administration for vocational
students in the industrial revolution era 4.0.
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