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Abstract. The use of marketplace mobile applications for buying and selling goods online is
widespread and growing. Some reviews have found that most of these apps do not present
evidence of their effectiveness and the research that exists is mainly done by individuals and
institutions that have ties to the app being tested. As a result, different research methods are
required to be considered. Where by researching the effectiveness of marketplace applications
for customers during the covid-19 pandemic. Marketplace applications have been able to
provide convenience for sellers and buyers of goods online, but have not played a significant
role in the success of long-lasting marketplace applications used by buyers and sellers of
goods. Many factors play a role in this case. To overcome the inability of the marketplace
application to last a long time to be used by its customers, research is proposed on the
effectiveness of the tumbasin.id application during the COVID-19 pandemic in Semarang City.
The purpose of the study is to produce factors or variables that affect the effectiveness of the
tumbasin.id application during the covid-19 pandemic in Semarang City.

This type of research is descriptive and quantitative. The research design is cross-sectional.
Place of research in the city of Semarang. The research time was from January-December
2022. The population and sample of this study were all users of the tumbasin.id application in
Semarang City from 2020 to 2022 as many as 644 people. The sampling technique used was
total sampling. The primary data source is a questionnaire. The secondary data source is the
tumbasin.id application data. The research instrument used a questionnaire in the form of a
Google Form. The method of collecting questionnaire data is using the google form
questionnaire application. Secondary data collection using documentation. Data analysis
using Net Promoter Score (NPS).

The results of the research on the factors that affect the effectiveness of the tumbasin.id
application during the covid-19 pandemic in the city of Semarang, namely customer
satisfaction and customer recommendations with the results of NPS customer satisfaction
scores in 2020 of 11.65%, in 2021 of 10.25%, 2020. 2022 is 12.58% with a total NPS customer
satisfaction score for 2020-2022 of 34.47%. NPS customer recommendation score in 2020 is
12.42%, in 2021 it is 12.11%, in 2022 it is 13.51% with a total NPS score for customer
recommendation during 2020-2022 is 38.04%.

Keywords: customer; effectiveness; marketplace application.

Abstraksi. Penggunaan aplikasi seluler marketplace untuk jual beli barang secara online
tersebar luas dan berkembang. Beberapa ulasan menemukan bahwa sebagian besar aplikasi ini
tidak menampilkan bukti keefektifannya dan penelitian yang ada terutama dilakukan oleh
individu dan institusi yang memiliki hubungan dengan aplikasi yang sedang diuji. Akibatnya,
diperlukan metode penelitian yang berbeda untuk dipertimbangkan. Di mana dengan penelitian
efektivitas aplikasi marketplace untuk pelanggan pada masa pandemi covid-19. Aplikasi
marketplace telah mampu memberikan kemudahan bagi penjual dan pembeli barang secara
online, namun tidak berperan signifikan dalam kesukesan aplikasi marketplace bertahan lama
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dipakai oleh pembeli dan penjual barang. Banyak faktor yang berperan dalam kasus tersebut.
Dalam usaha mengatasi ketidak mampuan aplikasi marketplace bertahan lama dipakai oleh
pelanggannya, maka diusulkan penelitian mengenai efektivitas aplikasi tumbasin.id pada masa
pandemi covid-19 di Kota Semarang. Tujuan penelitian adalah menghasilkan faktor-faktor atau
variabel-variabel yang mempengaruhi efektivitas aplikasi tumbasin.id pada masa pandemi
covid-19 di Kota Semarang.

Jenis penelitian ini adalah deskriptif kuantitatif. Desain penelitian cross sectional.
Tempat penelitian di Kota Semarang. Waktu penelitian pada bulan Januari-Desember 2022.
Populasi dan sampel penelitian ini adalah seluruh pengguna aplikasi tumbasin.id di Kota
Semarang pada tahun 2020 sampai dengan 2022 sebanyak 644 orang. Teknik pengambilan
sampel menggunakan total sampling. Sumber data primer yaitu kuesioner. Sumber data
sekunder yaitu data aplikasi tumbasin.id. Instrumen penelitian menggunakan kuesioner dalam
bentuk Google Form. Metode pengumpulan data kuesioner dengan menggunakan aplikasi
kuesioner google form. Pengumpulan data sekunder dengan menggunakan dokumentasi.
Analisis data menggunakan Net Promoter Score (NPS).

Hasil penelitian faktor-faktor yang mempengaruhi efektivitas aplikasi tumbasin.id pada
masa pandemi covid-19 di Kota Semarang yaitu kepuasan pelanggan dan rekomendasi
pelanggan dengan hasil NPS skor kepuasan pelanggan tahun 2020 sebesar 11,65%, tahun 2021
sebesar 10,25%, tahun 2022 sebesar 12,58% dengan total NPS skor kepuasan pelanggan selama
tahun 2020-2022 sebesar 34,47%. NPS skor rekomendasi pelanggan tahun 2020 sebesar
12,42%, tahun 2021 sebesar 12,11%, tahun 2022 sebesar 13,51% dengan total NPS skor
rekomendasi pelanggan selama tahun 2020-2022 sebesar 38,04%.

Kata kunci: efektivitas; aplikasi marketplace; pelanggan

INTRODUCTION

Mobile  marketplace  applications  for
smartphones and tablet devices have become
a lucrative business, with worldwide spending
estimated at over US$92 billion (Marshall,
Dunstan, & Bartik, 2020). Applications are
increasingly being used to monitor, assess and
increase sales. There are now more than
10,000 marketplace-specific applications
available to the public (Torous et al., 2018).
Most of these applications have no published
evidence for their effectiveness, making it
difficult for sellers and consumers to know
which application is the most appropriate
(Marshall, Dunstan, & Bartik, 2019).
Currently, choices are made using reviews
and ratings available on app stores (Huang &
Bashir, 2017), but this can lead to unreliable
results (Xie & Zhu, 2015). Although effective
sales to their customers exist, many people do
not access them for various reasons (Abda,

2019). With smartphone ownership reaching
70% of the global population and increasing
(Marshall et al., 2020), application
marketplaces have the potential to offer a
partial solution to limitations in service
availability and acceptability.

Mapping using this application produces an
overview of research topics that are correlated
with the marketplace application. Another
limitation of previous research is that most of
it has been carried out by individuals who
have developed the application, who have
stood to gain financially from its sale, and/or
associated with it (Marshall et al., 2019).
Increasing  MSME actors by applying
marketplace tools can be a driver of economic
growth (Santoso, 2020). The use of internet
technology in supporting MSME businesses
is able to increase national economic growth
(Dianari, 2018). Furthermore, in a systematic
literature review of 68 research articles
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targeting to find what aspects/variables have
an impact on the success of marketplace
applications (Lasalewo, 2020) and in a review
targeting marketplace tools supported by
digital marketing (Santoso, 2020). Existing
research targets the effectiveness of mental
health  applications as antidepressants
(Marshall et al., 2020) and the effectiveness
of stress management program applications
(Hwang & Jo, 2019), and none involves
research or replication of the effectiveness of
marketplace applications for their customers
during the COVID-19 pandemic. 19.

The purpose of this study was to analyze the
effectiveness of the tumbasin.id application
for its customers during the covid-19
pandemic in  Semarang City. The
effectiveness of the tumbasin.id application
for its customers during the covid-19
pandemic in Semarang City will be a good
choice and very important, because it is
expected to increase sales. The Tumbasin.id
application using android technology will
undoubtedly become the leading green
technology in the traditional marketing
industry.

THEORETICAL REVIEW

1. Information System

Information technology was created to
facilitate every human job. Technology is a
way or method to process data or information
in order to create cost and time efficiency so
as to produce higher quality products. The
basics of creating technology are market
needs, finding solutions to problems, applying
various scientific fields, improving product
effectiveness and efficiency and
modernization. Information is a collection of
data that has been processed in such a way as
to be important for its users and has a real
influence that can be felt directly or indirectly
in life now and in the future (Yustiani &
Yunanto, 2017).

2. Sales System

The system is a collection or group of
subsystems or any part or component, both

physical and non-physical that are
interconnected with each other and work
together in harmony to achieve a certain goal.
Sales is the gathering of a buyer and seller
with the aim of exchanging goods and
services based on valuable considerations,
such as money considerations (Yustiani &
Yunanto, 2017).

3. E-Commerce

E-commerce is a trade that utilizes
information technology infrastructure and the
internet which has an important role in
business activities, in the current information
age there are many offline companies that are
actively developing internet technology for
their company operations. E-commerce is a
tool that can be used to share business
information, maintain business relationships
and conduct transactions  through
communication media (Strzgbicki, 2015).

4. Marketplace

Marketplace is a new business model that is
developing along with the rapid development
of information technology infrastructure. This
marketplace is designed to minimize complex
business processes so as to create efficiency
and effectiveness. With the Marketplace,
everyone can do buying and selling activities
easily, quickly and cheaply because there are
no boundaries of space, distance and time.
Conventionally, the market has several roles
including  facilitating  transactions and
providing infrastructure. If the conventional
market requires a physical market as a
meeting place for sellers and buyers, the
marketplace requires virtual facilities as a
place for transactions to occur. Marketplace is
an online business transaction platform that
provides an electric method to facilitate
commercial transactions such as selling
goods, services or information online between
buyers and sellers (Yustiani & Yunanto,
2017).

5. Effectiveness

Effectiveness is the relationship between
output and goals or can also be said to be a
measure of how far the level of output,
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policies and procedures of the organization.
Effectiveness is also related to the degree of
success of an operation in the public sector so
that an activity is said to be effective if the
activity has a major influence on the ability to
provide public services which is a
predetermined  target  (Pekei,  2016).
Effectiveness is a measure of the success or
failure of achieving the goals of an
organization in achieving its goals
(Mardiasmo, 2017). If an organization
achieves its goals, then the organization has
been running effectively. Indicators of
effectiveness describe the range of effects and
impacts (outcomes) of the program'’s outputs
in achieving program objectives. The greater
the contribution of the resulting output to the
achievement of the specified goals or
objectives, the more effective the work
process of an organizational unit.
RESEARCH METHODS

1. Type of Research

This type of research is descriptive
quantitative. The research design is cross
sectional.

2. Research Place and Time

Place of research in the city of Semarang.
Research time in January-December 2022.

3. Population, Sample, and Sampling
Technique

The population of this study were all users of
the tumbasin.id application in the city of
Semarang. The sample of this research is all
users of the tumbasin.id application in
Semarang City from 2020 to 2022 as many as
644 people. The sampling technique used was
total sampling.

4. Data Source

The primary data source is a questionnaire.
The secondary data source is the tumbasin.id
application data.

5. Research Instruments

The research instrument used a questionnaire
in the form of a Google Form about the
Tumbasin.id application, namely:

1. How did you know the Tumbasin.id
application?

2. Are you satisfied with the Tumbasin.id
application service?

3. Do you recommend the Tumbasin.id
application service to your friends/relatives?
4. Did you last buy Tumbasin.id at the
market?

Filling. out the  satisfaction  and
recommendations of the Tumbasin.id
application uses a score scale of 0-10.

6. Data Collection Method

The method of collecting questionnaire data is
using the google form questionnaire
application. Secondary data collection using
documentation.

7. Data Processing Method

Data processing methods include collecting,
classifying, entering, tabulating, editing,
verifying, and presenting data.

8. Data Analysis Method

Data analysis using Net Promoter Score
(NPS). NPS is an effective method to measure
and control the level of customer satisfaction
and calculate the level of customer loyalty in
a brand or company. NPS is measured on a
scale of 0-10 where: Promoter (9-10), Passive
(7-8), Detractor (0-6). The NPS percentage is
calculated by the Promoter percentage and
minus the Detractor percentage. Respondents
in the Passive category are not taken into
account in the formula. The result is a Net
Promoter score (Helmi, 2016; Situmorang,
Annisa, & Hadian, 2016).

Based on the NPS assessment, the types of
customers are divided into 3, namely:
(Asmara & Ratnasari, 2016)

a. Promoters, these customers are enthusiastic
about the products offered and are also willing
to recommend these products to others.
Promoters are customers who choose a value
of 9-10.

b. Passives, the type of customers who are
satisfied with the product but are not willing
to recommend it to others and have the
potential to move to another product. Passive
is a customer who chooses a value of 7 or 8.
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c. Detractors, customers have a bad
experience with a product and have the
potential to give negative recommendations
about the product. This type of customer will
choose values 0-6.

After the respondent data is collected, the
NPS obtained is calculated using the
equation: (Asmara & Ratnasari, 2016)

NPS = %Promoters - %Detractors

RESULTS AND DISCUSSION
1. How did you know the Tumbasin.id
application?

Table 1
How did you know the Tumbasin.id application?
Keterangan 2020 2021 2022 Total
Jumlah % Jumlah % Jumlah % Jumlah %
Aplikasi Playstore 1 0,16% 3 0,47% 0 0,00% 4 0,62%
TV Indihome 1 0,16% 0 0,00% 0 0,00% 1 0,16%
Demo Masak 1 0,16% 0 0,00% 0 0,00% 1 0,16%
Detik.com 0 0,00% 1 0,16% 0 0,00% 1 0,16%
Facebook 11 1,71% 5 0,78% 6 0,93% 22 3,42%
Founder 0 0,00% 1 0,16% 0 0,00% 1 0,16%
Google 17 2,64% 10 1,55% 2 0,31% 29 4,50%
Iklan 0 0,00% 1 0,16% 0 0,00% 1 0,16%
Instagram 92 14,29% 70 10,87% 70 10,87% | 232 | 36,02%
Promosi Walikota 2 0,31% 1 0,16% 0 0,00% 3 0,47%
Sendiri 1 0,16% 0 0,00% 0 0,00% 1 0,16%
Teman/Saudara/Kerabat | 75 11,65% | 60 9,32% 77 1196% | 212 | 32,92%
Twitter 2 0,31% 1 0,16% 0 0,00% 3 0,47%
Whatsapp 4 0,62% 8 1,24% 3 0,47% 15 2,33%
Youtube 1 0,16% 0 0,00% 0 0,00% 1 0,16%
Tidak Menjawab 14 2,17% 42 6,52% 61 9,47% 117 | 18,17%
Jumlah 222 203 219 644
100 Tahun 2020 92
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Figure 1
How did you know the Tumbasin.ld 2020 application?

Based on the picture above, in 2020
customers know about the Tumbasin.ld
application from the Playstore Application,
Indihome TV, Cooking Demo, Alone, and
Youtube, each with 1 respondent (0.16%).
Mayor and Twitter promotions each as many
as 2 respondents (0.31%). Whatsapp as many
as 4 respondents (0.62%). Facebook as many

as 11 respondents (1.71%). No answer as
many as 14 respondents (2.17%). Google as
many as 17 respondents (2.64%).
Friends/relatives/relatives as many as 75
respondents (11.65%). Instagram as many as
92 respondents (14.29%). There are no
respondents who answered from Detik.com,
Founder, and Ads (0.00%).
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Figure 2
How do you know the Tumbasin.Id 2021 application?
Based on the picture above, in 2021 42 respondents (6.52%).

customers know about the Tumbasin.ld
application from Detik.com, Founder,
Advertisement, Mayor Promotion, and
Twitter each as much as 1 respondent
(0.16%). Playstore applications as many as
respondents (0.47%). Facebook as many as 5
respondents (0.78%). Whatsapp as many as 8
respondents (1.24%). Google as many as 10
respondents (1.55%). No answer as many as

Friends/relatives/relatives as many as 60
respondents (9.32%). Instagram as many as
70 respondents (10.87%). There were no
respondents who answered from TV
Indihome, Cooking Demo, Alone, and
Youtube (0.00%).
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Figure 3
How did you know the Tumbasin.ld 2022 application?

Based on the picture above, in 2022
customers know about the Tumbasin.Id
application from Google as many as 2
respondents (0.31%). Whatsapp as many as 3
respondents (0.47%). Facebook as many as 6
respondents (0.93%). No answer as many as
61 respondents (9.47%). Instagram as many
as 70 respondents (10.87%).

250
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Jumlah

Tahun Total

Friends/brothers/relatives as many as 77
respondents (11.96%). There were no
respondents who answered from the
Playstore Application, Indihome TV,
Cooking Demo, Detik.com, Founder, Ads,
Mayor's Promotion, Alone, Twitter, and
Youtube (0.00%).
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Figure 4 How do you know the Tumbasin.Id Total Year application?

Based on the picture above, the total number
of customers aware of the Tumbasin.ld
application from TV Indihome, Cooking
Demo, Detik.com, Founder, Ads, Alone, and
Youtube, each with 1 respondent (0.16%).
Mayor and Twitter promotions each as many

as 3 respondents (0.47%).
application as many as 4 respondents
(0.62%). Whatsapp as many as 15
respondents (2.33%). Facebook as many as 22
respondents (3.42%). Google as many as 29
respondents (4.50%). No answer as many as

Playstore
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117 respondents (18,17%).
Friends/brothers/relatives as many as 212
respondents (32.92%). Instagram as many as
232 respondents (36.02%).

2. Did you last buy Tumbasin.id at the

market?

Table 2
Last shopping Tumbasin.id in the market?
Pasar 2020 2021 2022 Total
Jumlah % Jumlah % Jumlah % Jumlah %
Karangayu 44 6,83% 25 3,88% 25 3,88% 94 14,60%
Peterongan 42 6,52% 48 7,45% 60 9,32% 150 23,29%
Pedurungan 56 8,70% 57 8,85% 52 8,07% 165 25,62%
Bulu 23 3,57% 21 3,26% 20 3,11% 64 9,94%
Rasamala 23 3,57% 16 2,48% 13 2,02% 52 8,07%
Jrakah 2 0,31% 6 0,93% 6 0,93% 14 2,17%
Jatingaleh 14 2,17% 8 1,24% 11 1,71% 33 5,12%
Ngaliyan 4 0,62% 6 0,93% 16 2,48% 26 4,04%
Tidak 14 |217% | 16 |248%| 16 |248% | 46 | 7,14%
Menjawab
Jumlah 222 203 219 644
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Figure 5

How did you know the Tumbasin.ld 2020 application?

Based on the picture above, in 2020 the last
customers to shop for Tumbasin.id in the
Jrakah market were 2 respondents (0.31%).
Ngaliyan as many as 4 respondents (0.62%).
Jatingaleh and Not Answering each as many
as 14 respondents (2.17%). Bulu and

Rasamala respectively 23  respondents
(3.57%). Peterongan as many as 42
respondents (6.52%). Karangayu as many as
44 respondents (6.83%). As many as 56
respondents (8.70%).
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Figure 6
How did you know the Tumbasin.ld 2021 application?
Based on the picture above, in 2021 the last (3.26%). Karangayu as many as 25

customers to shop for Tumbasin.id in the
Jrakah and Ngaliyan markets were 6
respondents each (0.93%). Jatingaleh as many
as 8 respondents (1.24%). Rasamala and Not
Answering each as many as 16 respondents
(2.48%). Feather as many as 21 respondents

respondents (3.88%). Peterongan as many as
48 respondents (7.45%). As many as 57
respondents (8.85%).
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Figure 7

How did you know the Tumbasin.ld 2022 application?

Based on the picture above, in 2022, the last
customers to shop for Tumbasin.id in the
Jrakah market were 6 respondents (0.93%).
Jatingaleh as many as 11 respondents
(1.71%). Rasamala as many as 13 respondents
(2.02%). Ngaliyan and Not Answering each

as many as 16 respondents (2.48%). Fur as
many as 20 respondents (3.11%). Karangayu
as many as 25 respondents (3.88%). There
were 52 respondents (8.07%) who indulged in
bullying. Peterongan as many as 60
respondents (9.32%).
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Figure 8
How do you know the Tumbasin.ld application Total Year?

Based on the picture above, in the last year
total customers shopped for Tumbasin.id in
the Jrakah market as many as 14 respondents
(2.17%). Ngaliyan as many as 26 respondents
(4.04%). Jatingaleh as many as 33
respondents (5,12%). No answer as many as
46 respondents (7.14%). Rasamala as many as
52 respondents (8.07%). Fur as many as 64

respondents (9.94%). Karangayu as many as
94 respondents (14.60%). Peterongan as
many as 150 respondents (23.29%). As many
as 165 respondents (25,62%).

3. Are you satisfied with the Tumbasin.id
application service?

Table 3
NPS Score for Application Satisfaction Tumbasin.id
NPS 2020 2021 2022 Total
Jumlah % Jumlah % Jumlah % Jumlah %

Promoter 93 | 14,44% 85 | 13,20% 101 | 15,68% 279 | 43,32%
Passive 111 | 17,24% 99 | 15,37% 98 | 15,22% 308 | 47,83%
Detractor 18 | 2,80% 19| 2,95% 20| 3,11% 57 8,85%
Total 222 | 34,47% 203 | 31,52% 219 | 34,01% 644 | 100,00%
NPS

Skor 11,65% 10,25% 12,58% 34,47%
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Figure 9
NPS Satisfaction Score with the Tumbasin.id application service

Based on the picture above on the NPS, the
customer  satisfaction score for the
Tumbasin.id  application  service  has
decreased by 10.25% in 2021 compared to
11.62% in 2020 and 12.58% in 2022 with a
total NPS satisfaction score of 34, 47%. In
general, the customer satisfaction of the
Tumbasin.id application service is very
satisfied. The score given by the customer lies
in a score of 7 to 10, namely from quite
satisfied to very satisfied to become a
customer in the Tumbasin.id application. The
reasons for satisfaction are related to factors
such as thoroughness, updating of goods sold,
satisfying buyers, often providing promo
prices, free shipping, goods sold are still
fresh, and variations of goods. Thus the
Tumbasin.id application is effective during
the Covid-19 pandemic in Semarang City.

The problem that occurs in the field is that so
far no information has been extracted about
how much customers value for all the benefits
of products and services provided by the
Tumbasin.id application. The basic mission of
a company is no longer profit, but the creation
and addition of value for customers while
profit is a consequence of delivering customer
value. In the relationship between price and

quality received, it becomes the value given
by the customer and is an important factor in
the customer's repeat purchase process for the
products and services provided by the
company. In this case indirectly that the
company's income level is influenced by the
value provided by customers in the long term.
Customer satisfaction is the main indicator in
repurchase behavior, growth in the number of
customers and  company  revenues
(Kusumowardani, 2021).

NPS is an effective method to measure and
control the level of customer satisfaction. The
format is still in the form of a questionnaire,
but it is neater, structured, and can be counted.
NPS provides a practical way to categorize
customers based on their answers through a
single question (Situmorang et al., 2016).
NPS not only serves as a measure of customer
loyalty but also as a monitoring tool for
customer loyalty. NPS is a method of
measuring loyalty that is very simple, but very
effective for measuring the level of customer
loyalty (Helmi, 2016).

4. Do you recommend the Tumbasin.id
application service to your friends/relatives?
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Table 4
NPS Score Recommended Applications Tumbasin.id
NPS 2020 2021 2022 Total
Jumlah % Jumlah % Jumlah % Jumlah %
Promoter 106 | 16,46% 105 | 16,30% 114 | 17,70% 325 | 50,47%
Passive 90 | 13,98% 71 | 11,02% 78 | 12,11% 239 | 37,11%
Detractor 26 | 4,04% 27| 4,19% 27| 4,19% 80| 12,42%
Total 222 | 34,47% 203 | 31,52% 219 | 34,01% 644 | 100,00%
NPS
Skor 12,42% 12.11% 13,51% 38,04%
40,00% NPS Skor Rekomendasi 38,04%
35,00%
30,00%
= 25,00%
‘—g 20,00%
3 12,42% 12,11% 13,51%

15,00%
10,00%
5,00%
0,00%
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Figure 10
NPS Recommendation Score with the Tumbasin.id application service

Based on the picture above, the NPS customer
recommendation score for the Tumbasin.id
application service decreased in 2021 by
12.11% compared to 2020 at 12.42% and in
2022 by 1351% with a total NPS
recommendation score of 38, 04%. In general,
the customer recommendations for the
Tumbasin.id application service are highly
recommended. The score given by the
customer lies in a score of 7 to 10, which is
from moderately recommending to highly
recommending the Tumbasin.id application
to friends/relatives/relatives. The reasons for
the recommendation are related to factors
such as payments with virtual accounts,
improving product quality, notification of
delivery times, promos, vouchers, bonuses,

and lots of give aways, minimum orders,
always available transaction history,
application of google map location points,
completeness of vegetables and seafood,
quality goods, fresh, and good packaging.
Thus the Tumbasin.id application is effective
during the Covid-19 pandemic in Semarang
City.

The description of respondents’ answers to
show how high the level of customers
recommending the Tumbasin.id application
to friends/relatives/relatives is shown in the
NPS. The NPS value is measured from a
rating scale of 0 to 10 (strongly not
recommend to highly recommend) for the
question of how likely it is that customers will
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recommend the Tumbasin.id application to
friends/relatives/relatives to make purchases
on the Tumbasin.id application. Customers
who give a 0-6 scale rating are categorized as
detractor customers, that is, they strongly do
not recommend the Tumbasin.id application.
Customers who give a rating scale of 7-8 are
categorized as passive customers, which are
satisfied but do not want to recommend.
Customers who give a 9-10 scale rating are
categorized as promoter customers, which are
very satisfied and willing to recommend the
Tumbasin.id application to
friends/relatives/relatives (Kusumowardani,
2021).

In order for the company to have a high NPS
value, the company must be able to increase
the number of promoters and reduce the
decrator. By adding services and providing
more experiences to consumers, it can also
change the number of passive consumers into
promoter consumers. On the other hand, the
company can also reduce the number of
detractors so that the percentage of the
number of consumers who switch to other
brands will be smaller, meaning the company
can save on marketing costs. Because
consumer  promoters  will  voluntarily
recommend the brand they use to others. The
rising NPS also shows the growth of the
products used (Helmi, 2016).

CONCLUSION

Based on the results of a study entitled The
Effectiveness of the Tumbasin.ld Application
During the Covid-19 Pandemic in the City of

Semarang, what affected the effectiveness of
the Tumbasin.id application during the
Covid-19 pandemic in the City of Semarang
were customer satisfaction and customer
recommendations for the tumbasin.id
application service at that time. the Covid-19
pandemic in Semarang City with NPS results
customer satisfaction scores in 2020 of
11.65%, in 2021 by 10.25%, in 2022 by
12.58% with a total NPS customer
satisfaction score during 2020-2022 of 34,
47%. NPS customer recommendation score in
2020 is 12.42%, in 2021 it is 12.11%, in 2022
it is 13.51% with a total NPS score for
customer recommendation during 2020-2022
is 38.04%.

Suggestions that can be given include that the
Tumbasin.id application has a high NPS
value, the company must be able to increase
the number of promoters and reduce the
decrator. This can be done by improving the
consumer experience, increasing product
quality, using social media services so that the
company is always connected to its
customers, and so that the company always
listens to customer suggestions and
recommendations. In order for research on
effectiveness to be more comprehensive,
measurements should not only use the Net
Promoter Score but also add measurements
through customer experience (moment of
truth) so that Net Emotional Value
measurements can be carried out. This study
has limitations, namely the number of
questionnaire statements is limited, so further
researchers should add the number of
questionnaire statements, brand categories,
and research in different segments.
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