
Undertanding Marketing 4.0 and Consumer 4.0 
for Digital Business Transformation of Startup 
and Small Enterprises
Ujang Sumarwan
Professor of Consumer Behavior
Dean, Faculty of Human Ecology, IPB University
President, AACIM (Asian Association for Consumer Interests and Marketing
Paper presented at IPB Innovation and Business Sustainability, IPB University 
Wednesday 17 Dzulhijjah 1442H/28 Juli 2021

Prof Dr Ir Ujang Sumarwan, MSc 2



Prof Dr Ir Ujang Sumarwan, MSc 3



01 FEMAKU Video

• Model Keputusan Konsumen Slide 01-06
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02 FEMAKU Video

• Marketing 4.0 Characteristics  Slide 07-13
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What Is Marketing 4.0?
Use one or more combinations of the following elements in 
developing and marketing products

1. Artificial intelligent atau kecerdasan buatan
2. Cyber Physical Systems (fisik atau non fisik)  

dan Intelligent Decision Support System 
(IDSS)

3. High Speed Internet
4. Software and Aplikasi
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Artificial intelligent atau 
kecerdasan buatan

Contoh Products:
Perangkat elektronik memiliki kemampuan 
decision maker:
Drone, 
robot, 
Self Driving Car (Smart Car)
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Slide Layout 1

Kotak ini 
untuk 
video Kotak ini 
untuk 
video Kotak ini 
untuk 
video kosongkan
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Cyber Physical Systems

•Internet (The Internet as Part of a 
Multi-Channel Strategy)

•Internet of Things
•Jaringan Satelit
•Jaringan mobile
•Jaringan wireless
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High Speed Internet

• Seluruh Perangkat Kerja Terhubung dengan 
high speed internet

• Device Smart Phone menjadi media yang 
menghubungkan semua perangkat

• -Mengecek CCTV di rumah dan Kantor
• Mengecek temperature Gudang penyimpanan 
benih atau frozen food dalam sebuah proses 
produksi

• Transaksi keuangan
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03 FEMAKU Video

• Marketing 4.0 Characteristics software and apps Slide 15
• Consumer 4.0 Characteristics Slide 16-17
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Software dan Aplikasi
•Software terkait dengan mesin
•Software : otak yang menggerakkan mesin 
untuk bekerja

•Software berkemabang sesuai dengan 
standard mesin 

•Misalnya, computer atau laptop atau tab 
terbaru akan menuntuk penggunaan software 
versi terbaru.
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Satwagia Total Pet Solution 4.0
SUPER 
APPS

Target : 
2.000.000 Pet
1.000.000 Owner

JARINGAN 
OUTLET

JARINGAN 
CUSTOMER

450 OUTLET
1350 DOKTER 
HEWAN

PRODUS
EN

DISTRIBUT
OR

PT. SATWA BAHAGIA
INDONESIA

E-Wallet : 
PetPay

PT. TEKNOLOGI DIGITAL 
VETERINER

Digitalisasi Ekosistem 

Source: PT 
SBI



Satwagia Aplikasi
IOS dan AndroidPT. SATWA BAHAGIA

INDONESIA

Dokter Hewan Konsultasi Grooming

Pet 
Shop

Pet 
Hotel

Vaksinas
i

Sterilisas
i

House 
Call

Membershi
pSource: PT 

SBI



Consumer 4.0
• Bagaimana Consumer 4.0 memandang praktek-praktek 
Marketing 4.0

•
1. Focus on more customized and personal 
2. More pics and video graphics to convince the customers
3. Kental dengan Internet of Things
4. Digital Channel and Communication
5. Artificial Intelligent
6. Digital Branding
7. Digital Payment System
8. Market Place
9. Social Influencer
10. Spesific Market Database
11. Borderless
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Consumer 4.0
•Bagaimana Consumer 4.0 memandang 
praktek-praktek Marketing 4.0

12. Use more apps for marketing transactions 
and social interaction
13. Use cloud computing
14. Use social media
15. Use smart phone
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Consumer 4.0: Multi-Channel Shoppers and 
                           Omni-Channel Shoppers

21

multi-channel shoppers—that is, consumers who browse
and/or purchase in more than one channel

The most common form is online to store (search online, buy at 
a physical store). This is the preferred style for over 75 percent 
of multi-channel shoppers,

Mobile as Part of an Omni-Channel Strategy
Omni-channel shoppers are consumers who browse and/or 
purchase
in more than one channel simultaneously. That is, while in a 
store, they might scan a product’s bar code into a mobile 
shopping app that takes them to the web and compares prices for 
that branded item across several local stores. 
The key is simultaneous channel engagement. In the examples 
just mentioned, the channels are in-store, mobile, and Internet. 



04 FEMAKU Video

• Consumer 4.0 Characteristics more apps used Slide 19
• Consumer 4.0 Stages Need Recognition Slide 20-21
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USE More Apps

• Biro
• Komunikasi

• IPB University
Kotak ini 
untuk 
video Kotak ini 
untuk 
video Kotak ini 
untuk 
video kosongkan
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Characteristics Consumer 4.0
From the perspektif behavior as responses to 
Marketing 4.0
Market Place, Social Media, Websites and 
Internet  

1. Tahap Need Recognition
stimulate Consumer to recognize more 
consumer needs and increase wants and 
desires
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05 FEMAKU Video

• Consumer 4.0 Stages Information Search, Alternative Evaluation, 
Purchase Slide 22-25
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Characteristics Consumer 4.0
•2. Tahap Information Search
•Consumer find more information faster to support 
his/her decision to purchase and to consume 
products, such as price comparison is easier and 
faster

3. Tahap Alternative evaluation
Consumer use more instrument to evaluate 
products: group references, social influencers, 
share, like, and recommends from other consumer 
in social media and market place.

27



Ratings

• Biro
• Komunikasi

• IPB University
Kotak ini 
untuk 
video Kotak ini 
untuk 
video Kotak ini 
untuk 
video kosongkan

28



Consumer 4.0
4. Tahap Purchase

Purchasing more often from marketplaces or 
combination from online and offline stores
Use electronic money to pay
Use credit cards to pay
Use Delivery Services more often
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06 FEMAKU Video

• Consumer 4.0 Stages Consumption, Post Purchase Consumption 
and other Social Behavior Slide 26-29
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Consumer 4.0
•5. Tahap Konsumsi
•Taking picture of food and beverages before 
consuming

•Sharing pictures and video of food to social 
media

•Sharing consumption experiences on social 
media
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Consumer 4.0
5. Tahap Pasca Konsumsi

1. Express his/her evaluation of consumptions 
by expressing symbols 👍 atau 👎 atau 
•2.  Recommend his experience of product 
consumptions to others 

•3. Joint Brand Community to show loyalty
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a. Pendekatan Produsen? Saya ahli apa? Bisa 
membuat apa?, bisa menjual apa? Barang atau 
jasa atau idea?

b. Pendekatan Konsumen?, Konsumen mana yang 
saya jadikan sasaran, dimana mereka, siapa 
mereka?, kebutuhan mereka apa yang bisa 
dipenuhi?

• 

Dari mana memulai Bisnis saat 
Pandemi?

Prof Dr Ir Ujang Sumarwan, MSc 33



Apa yang Konsumen Butuhkan 
saat Pandemi?

•Kebutuhan Makan dan Minum? 
•Sudah pasti konsumen pasti butuh makan dan minum 
pada sebelum demikian pula saat pandemic?, 
•maka pertanyaannya adalah makanan apa yang 
dibutuhkan, 
•minuman apa yang dibutuhkan, obat-obatan apa yang 
dibutuhkan?
•Untuk memahami ini, maka kita harus memahami 
Keinginan konsumen?
• Prof Dr Ir Ujang Sumarwan, MSc 34



Laten Needs: Kebutuhan Tertidur: Kebutuhan yang 
tidak disadari konsumen

Prof Dr Ir Ujang Sumarwan, MSc 35



Alternatif 
22.K. Keinginan Konsumen

Konsumen butuh makan, namun ratusan jenis 
makanan tersedia untuk konsumen. 
Makanan mana yang dipilih oleh konsumen untuk 
dikonsumsinya, sangat tergantung apa yang disukai 
dan diinginkan konsumen. 
Inilah yang disebut keinginan konsumen. 
Keinginan Konsumen: produk spesifik yang 
dikonsumsi untuk memenuhi kebutuhan konsumen

Prof Dr Ir Ujang Sumarwan, MSc 36



•Keinginan konsumen: jenis makanan tertentu yang dikonsumsi 
untuk memenuhi kebutuhan fisiologis

•Konsumen memiliki keinginan yang berbeda untuk memenuhi 
kebutuhan yang sama.

•Definisi lain Keinginan: Kebutuhan yang belum terpenuhi
•Apa yang anda inginkan untuk makan pagi?

2.K. Keinginan Konsumen

Prof Dr Ir Ujang Sumarwan, MSc 37



5K

1. Kebutuhan Konsumen
2. Keinginan Konsumen
3. Kepercayaan Konsumen
4. Kepuasan Konsumen
5. Kekecewaan Konsumen

5K

Prof Dr Ir Ujang Sumarwan, MSc 38



Consumer 4.0 Social Behavior

Consumers are connected to each other 
via social media and WA Group

Consumers like to share informations, 

however they are not filtering what they 
share, some are sharing hoax information
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07 FEMAKU Video

• Consumer 4.0 Ibu Ibu Behavior during Pandemic Era Slide 30-33
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What Consumer Ibu-ibu do during 
Pandemic Covid-19 as responses to 
Marketing 4.0

Ibu-ibu Tidak bisa melakukan kegiatan 
sosial yang harus dilakukan secara fisik , 
tidak bisa refreshing ke mall, 
tidak bisa arisan, travelling, silaturahmi, 
tidak bisa kuliner.
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What Consumer Ibu-ibu do during 
Pandemic Covid-19 as responses to 
Marketing 4.0

a) Beberapa kegiatan yang bisa jalan saat di rumah 
sebagai media mengobati kangen

b) Arisan lewat online
c) Pengajian tahsin online
d) Rajin Masak, karena semua anggota keluarga ada 

di rumah
e) Rajin menonton youtube, mencari resep di youtube.
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What Consumer Ibu-ibu do during 
Pandemic Covid-19 as responses to 
Marketing 4.0
a) Sebagian ibu-ibu  sering belanja online untuk beli 

makanan, pakaian dan kebutuhan lainnya
b) Ibu-ibu takut ke pasar, maka pesan bahan makanan 

lewat tukang sayur keliling/
c) Tukang sayur keliling sudah punya nomor wa sehingga 

memudahkan ibu-ibu memesan bahan makanan.
d) Konsumen belanja lebih sering di warung yang dekat 

rumah , warung di sekitar perumahan,yaitu warung kecil 
bukan mini market. 
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08 FEMAKU Video

• Consumer 4.0 Millenial Behavior during Pandemic Era from 
elearning to Podcast Slide 34-41
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The Millenials Consumer Behavior 
during the Pandemic Era
a) Kuliah Online
b) Nonton netflix pakai Premium Account murah
c) MaBar (Main Bareng)
d) Jualan Dessert Cups/Box
e) Masak-masak
f) PodCast

g) MicroBlog
h) TikTok Video
i) Sharing Info & Bongkar Hoax
j) Media BanSos
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Kuliah Online

• https://ww
w.tiktok.co
m/amp/tag/
kuliahonlin
e?lang=en 
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Nonton netflix pakai Premium Account 
murah

• https://www.instagram.com/p/B_Z8
fkWnIsg/?utm_source=ig_web_cop
y_link 
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https://www.google.com/url?q=https://www.instagram.com/p/B_Z8fkWnIsg/?utm_source%3Dig_web_copy_link&sa=D&source=editors&ust=1627875644422000&usg=AOvVaw3aVGk303_WSxoD07m6vPar
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MaBar (Main Bareng)

• https://www.youtu
be.com/watch?v=
JnZIkMf6nHg 
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https://www.google.com/url?q=https://www.youtube.com/watch?v%3DJnZIkMf6nHg&sa=D&source=editors&ust=1627875644662000&usg=AOvVaw3DXikBSJJADoxF524WW4Wf
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Jualan Dessert Cups/Box

• https://www.instagram.com/p/B_4
VmCrlzD1/?utm_source=ig_web_c
opy_link 
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https://www.google.com/url?q=https://www.instagram.com/p/B_4VmCrlzD1/?utm_source%3Dig_web_copy_link&sa=D&source=editors&ust=1627875644998000&usg=AOvVaw11SJWLHETmu9tkOhg4stjv
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Masak-masak

• https://cookpad.com/id 
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PodCast

• http://anchor.fm
• Spotify
• Instagram
• YouTube 
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https://www.google.com/url?q=http://anchor.fm/&sa=D&source=editors&ust=1627875645567000&usg=AOvVaw3aV8GdbbwPEjm0gztE8dcA


09 FEMAKU Video

• Consumer 4.0 Millenial Behavior during Pandemic Era from 
Microblog  to Social Support Podcast Slide 42-46
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MicroBlog

• https://www.instagram.com/lulusjadiapa/
• https://www.instagram.com/nugrohoiif/  
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TikTok Video

• https://www.youtub
e.com/watch?v=K6
tI-yC54sk

• https://www.tiktok.
com/music/I'm-Jus
t-a-Kid-500000000
1355149519?lang
=en# 

54



Sharing Info & Bongkar Hoax
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Media BanSos • https://www.instagram.com/kenyangbarengojol/ 
• https://www.instagram.com/bogormengabdi/ 
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