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UNIT 

1 INT RODU CT IO N TO D IG ITAL BUSINESS  

 
A. Digital Business 

Digital Business is a promotional activity for a brand or 

product using electronic (digital) media (Siregar, 2023). Digital 

business refers to the use of digital technologies, especially the 

internet, to create new value in business models, customer 

experiences, and internal capabilities. It goes beyond traditional 

e-commerce by integrating digital tools into every aspect of the 

business, including online marketing, digital communication, 

and cloud-based operations. This approach transforms how 

businesses interact with customers, suppliers, and employees, 

enabling more efficient and personalized services. Common 

examples of digital business include mobile apps, digital 

payment systems, and AI-driven customer service solutions. 

 

B. The Importance of English in Digital Business 

English plays a vital role in the success and growth of 

digital business, especially in a globally connected world. It 

serves as a bridge for communication and access to resources 

that are essential for thriving in this fast-paced and competitive 

industry. First, English is the most widely used language on the 

internet, which makes it crucial for global communication. It 

allows businesses to interact effectively with international 

customers, partners, and investors. By using English, companies 

can reach and engage a global audience, expanding their market 

beyond local borders. Moreover, most digital platforms, 

software, tutorials, and technical documentation are written in 

INTRODUCTION  

TO DIGITAL BUSINESS 
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UNIT 

2 TRAD ITIONAL BUS INESS AN D DIG ITAL BUS INESS  

 
A. Traditional Business 

Traditional business refers to conventional ways of 

running a company, usually involving physical stores, face-to-

face interactions, paper-based transactions, and offline 

marketing methods. Examples include local shops, restaurants, 

and manufacturing companies that rely primarily on in-person 

customer service and physical supply chains. These businesses 

rely heavily on physical presence, direct customer interaction, 

and local foot traffic, distinguishing them from digital business 

models. Here are examples of traditional businesses as follows: 

1. Warung (Small Local Shops). Small neighborhood stores sell 

daily necessities like snacks, drinks, and household items. 

They usually operate physically and rely on walk-in 

customers. 

2. Bakery and Food Stalls. Street food vendors, traditional 

bakeries, and small restaurants serving local dishes. These 

rely on in-person sales. 

3. Textile and Batik Workshops. Small-scale artisans creating 

traditional batik fabrics or handmade textiles often sell 

directly to local markets or tourists. 

4. Conventional Markets (Pasar Tradisional). Open-air markets 

where vendors sell fresh produce, fish, meat, and household 

goods through face-to-face interactions. 

5. Tailoring and Small Garment Shops. Local tailors or clothing 

shops where customers come in for fittings and direct 

purchases. 

TRADITIONAL 

BUSINESS AND 

DIGITAL BUSINESS 
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UNIT 

3 COMPA NY DES CRIPT ION  

 
A. Company Descriptions 

Describing a Company involves providing clear and 

concise information about the business to help others 

understand what it is, what it does, and its purpose. This 

description usually covers several key points: 

1. Company Name and Location: The official name of the 

company and where it is based or operates. 

2. Company Products and Services: What the company offers to 

its customers—goods, services, or both. 

3. Company Goals: The mission or objectives the company aims 

to achieve. 

4. Company Size and Type: Whether it’s a small startup, 

medium enterprise, or large corporation, and the business 

structure (e.g., PT, CV). 

5. Target Market: The specific group of customers or clients the 

company serves. 

6. Unique Selling Points: What makes the company different or 

better than competitors. 

7. Company History: Background information like founding 

date, founders, and milestones. 

8. Vision and Mission Statements: Clear statements that express 

the company’s long-term vision and the mission guiding its 

daily operations. 

9. Core Values: The principles and ethics that the company 

stands by, such as integrity, innovation, or customer focus. 

COMPANY 

DESCRIPTION 
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UNIT 

4 BUSINESS 
 

A. Business 

Business is an integrated activity that includes trade and 

exchange of goods, services, or money carried out by two or 

more parties to obtain benefits and profits (Mustika et al., 2020). 

The term business is closely related to commercial activities that 

occur in social life. Thus, business is a social process. This social 

process can be carried out by individuals or groups by creating 

and exchanging commodities or services according to needs and 

desires to obtain benefits or profits.  

 

B. Types of Business 

Businesses can be broadly categorized into two main types 

based on what they offer to customers: 

1. Goods-Based Business 

These businesses focus on producing, selling, or 

distributing physical products that customers can buy, use, or 

consume. Goods can be tangible items like clothes, 

electronics, food, vehicles, or furniture. Examples include 

manufacturers, retailers, and wholesalers. 

Goods-based businesses in Indonesia are companies 

that primarily produce or sell physical products. Examples 

include Indofood, which is well known for its instant noodles 

and snack foods; Gudang Garam, a leading cigarette 

manufacturer; and Kapal Api Group, famous for its coffee 

products. Other examples are Sido Muncul, which produces 

herbal health products like Tolak Angin; Unilever Indonesia, 

BUSINESS 
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UNIT 

5 E-COM MERCE  

 
A. E-Commerce  

E-commerce stands for electronic commerce and pertains 

to trading in goods and services through the electronic medium 

(Gupta, 2014). E-commerce (Electronic Commerce) refers to the 

buying and selling of goods and services over the internet. It 

involves online transactions through websites, mobile apps, and 

digital platforms, allowing consumers to shop from anywhere at 

any time. E-commerce encompasses a wide range of activities, 

including retail sales, digital products, online services, and 

payment processing. Electronic commerce, which denotes the 

process of electronic transactions via the internet, has led to a 

very significant improvement in the level of growth, 

development, efficiency, and productivity of global economies 

(Gupta, 2014). For example: 

1. Tokopedia: One of the largest e-commerce platforms in 

Indonesia, offering a variety of products from electronics to 

fashion. 

2. Shopee: A popular e-commerce platform known for its 

promotional sales, flash deals, and cross-border products. 

3. Bukalapak: Focuses on empowering small businesses and 

traditional stores (warung) to sell products online. 

4. Blibli: Provides a comprehensive e-commerce marketplace 

with categories like electronics, fashion, and home 

appliances. 

5. Lazada: Operates as a multi-category online store, similar to 

Amazon, with a strong presence in Southeast Asia. 
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UNIT 

6 MARKETPLA CE  

 
A. Marketplace 

The term marketplace is used as a place for sellers and 

buyers to transact online (Ramdan et al., 2023). So, a marketplace 

is a website or application that helps us find the goods and 

services we need, and all transactions are done online without 

meeting the seller face-to-face. A marketplace or market is a 

place where people usually gather to buy and sell, stock raw 

materials, semi-finished products, and other goods (Lestari et al., 

2022). A marketplace allows multiple vendors to list their 

products or services, creating a diverse range of offerings in one 

platform. Marketplaces can operate in various industries, such as 

retail, services, rentals, and freelance work. They serve as 

intermediaries, facilitating transactions, managing payments, 

and sometimes handling logistics and customer support. 

 

B. Types of Marketplaces (Horizontal, Vertical, Global, Local) 

There are types of marketplaces as follows: 

1. Horizontal Marketplace 

This sells products or services across multiple 

categories without focusing on a specific niche. It targets a 

broad audience with varied needs and offers a wide range of 

product categories under one platform. This type of 

marketplace allows customers to find diverse products, from 

electronics and fashion to groceries and home essentials, all 

in one place. Examples: 
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UNIT 

7 SELLER, RESELLER, AND DROPSH IPPER  

 
A. Seller 

1. Seller 

A seller is someone who sells products directly to 

customers, usually by sourcing or creating the products 

themselves. A seller is a person or business that offers goods 

or services to customers in exchange for money. Sellers can 

sell products directly to consumers or other businesses. They 

play an important role in the economy by making products 

available to people who need or want them. 

 

2. Types of Sellers 

There are two types of sellers as follows: 

a. Individual Sellers. Individual sellers are people who sell 

goods on a small scale. They often sell from home, at 

traditional markets, or use online platforms without 

running a formal business. For example, someone selling 

homemade cookies at a local market or a person selling 

used clothes on an online marketplace like Tokopedia or 

Shopee. 

b. Business Sellers. Business sellers are companies or stores 

that sell products regularly and often in larger quantities. 

They usually have a formal business structure. For 

example, a supermarket chain that sells groceries every 

day or a clothing store that imports and sells clothes to 

many customers. 

SELLER, RESELLER 
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UNIT 

8 PRODU CT QUAL ITY  

 
A. Adjectives Related to Product Quality  

Table Adjectives Related to Product Quality  

Term Brief Description 

Advanced – Canggih Refers to a product that features the 

latest technology or design. 

Advanced – Maju Incorporating the latest technology 

or improvements. 

Affordable – 

Terjangkau 

Priced reasonably to fit most budgets 

without sacrificing quality. 

Comfortable – Nyaman Designed to provide ease, relaxation, 

and comfort during use. 

Compact – Kompak Small in size but fully functional. 

Compact – Ringkas Small and efficient in design or size. 

Durable – Awet Long-lasting and resistant to damage 

or wear. 

Durable – Kokoh/ 

Tangguh/Tahan Lama 

Built to withstand wear and tear, 

lasting for a long time. 

Eco-friendly – Ramah 

Lingkungan 

Made with materials or processes 

that do not harm the environment. 

Economical – Hemat/ 

Ekonomis 

Saves money or resources in use, 

operation, or maintenance. 

Efficient – Efisien Performing tasks well without 

wasting time or resources. 

Elegant – Anggun Graceful and stylish in appearance or 

design. 

PRODUCT QUALITY 
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UNIT 

9 WRITING PRODU CT DES CRIPT IO NS  

 
A. Product Descriptions  

Product descriptions are short texts that explain the 

features, benefits, and uses of a product. They help customers 

understand what the product is, why it is useful, and why they 

should buy it. Good product descriptions make the product 

attractive and help customers make buying decisions. 

Descriptive exposure is more directed at describing the nature 

and characteristics of our products/services (Suharson, 2021). So 

that consumers seem to see, feel, or hear what we describe about 

our products. 

The purpose of writing a product description is to provide 

information about the goods we sell to prospective buyers. In 

addition, the product description must be persuasive to attract 

the interest of prospective buyers (Tapaningsih et al., 2022). 

Therefore, writing a product description requires a high level of 

imagination, because it will be clear that prospective buyers will 

not be interested in the things presented if they are only 

expressed as simply as they are. 

 

B. Structure of a Product Description 

A well-structured product description typically includes 

the following sections: 

1. Product Name. This is the title or the name of the product. It 

helps customers quickly identify what the product is. 

WRITING PRODUCT 
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UNIT 

10 PRODUCT LIST INGS  

 
A. Product Listing 

A product listing is a detailed entry of a product on an 

online store, marketplace, or catalog. It includes key information 

such as the product title, description, price, specifications, and 

images. The goal is to provide potential buyers with all the 

necessary details to make a purchase decision. Example: A 

product listing for a smartphone may include the brand, model, 

key features, and pricing information. 

 

B. Structures a Product Listing 

A well-structured product listing is essential for attracting 

customers and effectively communicating product information. 

A well-structured product listing is organized clearly and 

logically to ensure that customers can easily find the information 

they need. Organizing information in this way makes the listing 

easy to read and increases the chances of conversion. Key 

sections include: 

1. Product Name / Title. The product name is the first thing 

people see. It should tell what the product is in just a few 

words. A good product name often includes the brand, type 

of product, and important feature. For example, "Adidas 

Men’s Running Shoes – Lightweight and Comfortable" tells 

us the brand is Adidas, the product is running shoes for men, 

and they are light and comfortable. 
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UNIT 

11 PLACING AN ORDER (ORDERING PRODUCT) 

 
A. Vocabulary for Placing an Order  

Placing an Order (Ordering Product) 

English Term Meaning 

Product / Produk An item that is sold  

Search / Mencari To look for something  

Select / Memilih To choose  

Add to Cart / Tambah ke 

Keranjang 

To put a product in the 

shopping cart  

Shopping Cart / Keranjang 

Belanja 

A virtual basket for products  

Review / Memeriksa To check carefully 

Discount Code / Kode Diskon A code that gives a price 

reduction  

Shipping Address / Alamat 

Pengiriman 

The place where products are 

sent  

Shipping Method / Metode 

Pengiriman 

The way a product is 

delivered  

Payment Method / Metode 

Pembayaran 

The way to pay for the order  

Credit Card / Kartu Kredit A payment card  

Bank Transfer / Transfer Bank Paying by transferring 

money through a bank  

Cash on Delivery (COD) / 

Bayar di Tempat 

Pay cash when the product 

arrives.  

PLACING AN ORDER  

(ORDERING PRODUCT) 
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UNIT 

12 PRICE & PERCEN TAGES  

 
A. Saying Prices 

Price is the amount customers pay to buy digital products 

or services online. Prices usually involve numbers with currency 

units like rupiah (Rp). 

• For whole amounts, say the number followed by the 

currency. Example: Rp10,000 → “ten thousand rupiahs,” 

Rp50,000 → “fifty thousand rupiahs.” 

• For amounts with smaller units (like sen), say the rupiah and 

sen separately. (Note: sen are rarely used in daily business.) 

Example: Rp5,750 →  “five thousand seven hundred fifty 

rupiahs.” 

When prices are rounded, you can say “ten thousand 

rupiahs” or just “ten thousand” informally. 

• For large prices, group numbers into thousands, millions, or 

billions. Example: Rp1,500,000 → “one million five hundred 

thousand rupiahs, ”  Rp2,000,000,000 →  “ two billion 

rupiahs.” 

 

B. Phrases and Expressions to Ask About Price 

1. Formal Situations: 

• "How much does this cost?" 

• "May I ask the price of this item?" 

• "Could you tell me how much this is?" 

• "What is the price of this product/service?" 

• "Would you mind telling me the cost?" 

PRICE & 
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UNIT 

13 TALKING ABOU T DIS COU NT  

 
A. Discount 

A discount is a price reduction given by a seller to a buyer 

from the regular price of a product as a premium, activity, or 

condition to increase sales of the product or service (Jiuhardi, 

2025). Discount offers provide several benefits, such as 

incentivizing consumers to buy in large quantities, anticipating 

competitors' promotions, and supporting bulk transactions 

(Firdaus & Inayanti, 2023). 

A discount is a reduction in the price of goods or services. 

Businesses offer discounts for various reasons, such as to attract 

customers, increase sales, clear out old inventory, encourage 

bulk purchases, or reward loyal customers. Discounts can be a 

powerful marketing tool to create urgency and stimulate 

demand.  

 

B. Types of Discount 

Type of discount means the types of discounts that are 

used in the business or accounting world, including: 

1. Cash Discount 

A reduction in price offered to buyers for prompt or 

early payment. Example: "The company offers a 5% cash 

discount if the invoice is paid within 10 days." If an invoice of 

IDR 1,000,000 is paid early, the customer would only need to 

pay IDR 950,000 due to the 5% discount. 
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UNIT 

14 SERVICES QUAL ITY  

 
A. Adjectives Related to Service Quality  

There are adjectives related to service quality as follows: 

Adjective Description 

Accessible – Mudah 

dijangkau 

Easy to reach or communicate with 

Accurate – Akurat Provides correct and precise 

information or service 

Alert – Waspada Aware of customer needs and 

surroundings 

Approachable – Mudah 

didekati 

Easy to talk to; open and friendly 

Attentive – Penuh 

perhatian 

Carefully listens and responds to 

customer needs. 

Attentive – Perhatian Pays close attention to customer 

needs or concerns 

Calm – Tenang Handles situations without panic or 

stress 

Caring – Peduli Shows genuine concern for customer 

satisfaction 

Clear – Jelas Communicates in a straightforward, 

easy-to-understand way 

Committed – 

Berkomitmen 

Loyal and dedicated to providing 

good service 

Competent – Kompeten Has the skills and ability to do the job 

well 

SERVICES 
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UNIT 

15 DESCRIBING SERV ICE QUALIT Y  

 
A. Describing Services Quality 

Describing services involves explaining what the service 

is, how it works, and the benefits it offers to customers. It focuses 

on the qualities, features, and value of the service to help 

potential customers understand why they should choose it. Here 

are points when describing services: 

1. Service Type: What kind of service is it? (e.g., consulting, 

delivery, repair, online streaming) 

2. Purpose: What problem does the service solve or what need 

does it fulfill? 

3. Features: What are the main characteristics or components of 

the service? (e.g., 24/7 support, fast delivery, customizable 

options) 

4. Benefits: How does the service improve the customer’s 

experience or situation? (e.g., saves time, reduces costs, 

enhances convenience) 

5. Quality and Reliability: Mention how dependable and high-

quality the service is. 

6. Customer Support: Is help available if customers have 

questions or issues? 

7. Pricing and Packages: Explain any costs involved or different 

service levels. 

8. How to Access: Describe how customers can use or order the 

service (e.g., via app, phone, website). 
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UNIT 

16 PAYMENTS METH ODS  

 
A. Payments Methods  

Payment Methods refer to the various ways customers can 

pay for goods or services when shopping online or offline. 

Choosing the right payment methods is important for businesses 

to make transactions easy, secure, and convenient for their 

customers. Payment method is a way or system used to make 

transactions in purchasing goods or services (Sutopo, 2024). This 

method can vary, ranging from cash payments to non-cash, such 

as credit cards, debit cards, bank transfers, and digital wallets (e-

wallets). Each method has its advantages and disadvantages; for 

example, cash payments offer simplicity and directness, while 

non-cash methods provide additional convenience and security 

with better transaction verification and recording features. In 

addition, with the development of technology, payment 

methods now also include contactless payments and payments 

via mobile applications, which make it easier for consumers to 

make transactions in this digital era. 

 

B. Common Payment Methods 

There are common payment methods used in digital and 

traditional transactions: 

1. Credit/Debit Cards. These are physical or virtual cards 

issued by banks that allow customers to make payments. 

Credit cards let users borrow money up to a certain limit, 

while debit cards deduct funds directly from the customer’s 
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UNIT 

17 SALES 

 
A. Sales 

Sales refer to the process of selling products or services to 

customers. It involves activities that persuade potential buyers 

to purchase and complete transactions. Sales is the activity of 

selling goods or services to customers in exchange for money. It 

involves offering products, convincing customers to buy them, 

and completing the transaction. Sales can happen in person, 

online, over the phone, or through other channels. 

  

B. Types of Sales 

Types of Sales refer to the different methods or channels 

through which products or services are sold to customers. Some 

common types include: 

1. Direct Sales: This involves selling products face-to-face, 

usually by sales representatives visiting customers or 

meeting them in person. It’s a personal approach that builds 

trust and allows direct communication. Example: Sales 

representatives from companies visit customers directly to 

demonstrate and sell products in person. 

2. Online Sales: These sales occur through digital platforms such 

as websites, mobile apps, or online marketplaces. Customers 

browse and purchase products remotely, often with 

convenient delivery options. Platforms such as Tokopedia, 

Shopee, or Lazada allow customers to browse and purchase 

products online with home delivery. 
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UNIT 

18 BUSINESS EMAIL  

 
A. Business Email 

Email is a digital messaging system that allows fast and 

easy communication over the internet for both personal and 

professional purposes. In the workplace, it is an essential tool 

used for communication within departments and for business-

to-business interactions with partners and other companies 

(Karim & Istiqomah, 2024). A business email is a professional 

way to communicate with colleagues, clients, partners, or 

customers. It is used for sharing information, making requests, 

providing updates, or discussing business matters. Business 

emails should be clear, polite, and well-structured to maintain 

professionalism. 

 

B. Structure of a Business Email 

A typical business email consists of several key parts: 

A typical business email has several important parts that 

help make the message clear and professional: 

1. To: This is where you write the email address of the person or 

people you want to send the email to. It ensures the message 

reaches the right recipient. 

2. Subject: The subject line is a short, clear summary of what the 

email is about. It helps the recipient understand the main 

topic at a glance and encourages them to open the email. 

3. Body: This is the main part of the email where you write your 

message. It usually begins with a polite greeting (like "Dear" 

or "Hello"), then explains the purpose of your email. After 

BUSINESS 
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UNIT 

19 PROFESSIONS IN DIG ITAL BUS INESS  

 
A. Professions Related to Digital Business  

These are various job roles and careers that focus on online 

or technology-driven business activities. They involve managing 

digital platforms, marketing online, developing software, 

handling e-commerce, and more. 

Term Role / Job Description 

Affiliate Marketer / 

Pemasar Afiliasi 

Promotes products through affiliate 

links and earns commission from 

each sale. 

App Developer / 

Pengembang Aplikasi 

Develops mobile applications for 

Android or iOS platforms. 

Business Analyst / 

Analis Bisnis 

Analyzes data and trends to 

improve business strategy and 

performance. 

Chatbot Developer / 

Pengembang Chatbot 

Creates automated chat systems to 

assist customers and improve user 

interaction. 

Content Creator / 

Kreator Konten 

Produces digital content such as 

articles, videos, or social media 

posts. 

Content Moderator / 

Moderator Konten 

Monitors and filters content on 

websites or platforms to meet policy 

standards. 
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UNIT 

20 CUSTOME R SERVICE SUPPO RT  

 
A. Customer Service Support 

Customer Service Support involves assisting customers 

with their inquiries, issues, and requests to ensure a positive 

experience with a product or service. It includes handling 

complaints, providing information, and resolving problems 

effectively and efficiently. Providing good customer service can 

hopefully achieve customer satisfaction (Assauri, 2003). 

The existence of customer service is very necessary in a 

company organization, so that it can function as a modern 

management function that has an inherent function in company 

management, namely how to play a role in carrying out 

reciprocal communication to create mutual understanding, 

mutual respect, mutual trust, creating goodwill, gaining 

community support and so on to achieve a positive image for a 

company (Baene, 2022). 

 

B. Customer Support Channels 

Customer Support Channels are the various platforms 

through which customers can reach out for assistance. These 

include phone, email, live chat, social media, and self-service 

options such as FAQs and help centers. Common customer 

support channels include: 

1. Phone Support: This channel provides real-time, direct 

communication, allowing customers to speak with a 

representative instantly. It is ideal for urgent or complex 

issues that require immediate attention. Example: A customer 
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UNIT 

21 WRIT ING ONLINE REV IEWS ON PLAT FO RMS  

 
A. Writing Online Reviews on Platforms  

Writing online reviews involves sharing personal 

experiences, opinions, or feedback about a product, service, or 

business on various platforms. These reviews can be positive, 

negative, or neutral, and typically include star ratings or written 

comments. Online reviews help other consumers make informed 

decisions and provide valuable insights to businesses. Example: 

A customer writes a review on a restaurant’s website, describing 

the quality of food, service, and ambiance. The review includes 

a 5-star rating and specific comments about the exceptional 

customer service received. 

 

B. Review of E-commerce Platforms 

E-commerce platforms like Amazon, eBay, and Shopee 

allow customers to leave reviews on products they have 

purchased. These reviews typically include product ratings, pros 

and cons, and feedback about shipping, packaging, or product 

quality. Example: A customer purchases a smartphone on 

Shopee and leaves a review mentioning the quick delivery, 

excellent camera quality, and user-friendly interface. They also 

note a minor issue with the battery life. 

 

C. Review on Social Media Platforms 

Social media platforms such as Facebook, Instagram, 

TikTok, and Twitter provide spaces for users to share 

experiences with products, services, or brands. These reviews 
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UNIT 

22 PRODUCT REVIE WS  

 
A. Product Reviews 

A product review is an opinion about a product that has 

been received by a buyer so that subsequent buyers can see the 

assessments of previous buyers, such as providing photos, 

product quality, and so on (Gunawan, 2022). A product review 

is a written or spoken evaluation or opinion about a product 

based on someone’s experience using it. It usually includes 

details such as the product's quality, features, usefulness, price, 

advantages, and disadvantages. The main purpose of a product 

review is to inform other people about how well the product 

works and help them decide whether to buy it or not. Product 

reviews can be found on e-commerce websites, social media, or 

video platforms.  

 

B. Types of Product Reviews 

Here are several types of product reviews commonly used 

in digital business and online platforms: 

1. Customer Review 

A customer review is written by someone who has 

personally purchased and used the product. These reviews 

are usually found on online shopping platforms like Shopee, 

Tokopedia, Amazon, or Lazada. Customers share their 

honest opinions based on their experience with the product. 

They often mention whether the product meets their 

expectations, its quality, price, and usefulness. These reviews 
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UNIT 

23 SERVICE REV IEWS  

 
A. Service Reviews 

 Service quality is a long-term consumer perspective and 

is a cognitive evaluation of service transfer (Sa’adah, 2020). 

Service quality is how consumers assess or view the service they 

receive over a long time. This assessment is rational or based on 

thoughts (not just feelings), and usually appears after consumers 

experience, feel, or receive the service. Service Reviews as 

evaluations or feedback provided by customers about their 

experience with a service they have received. These reviews 

reflect how well a service meets customer expectations in areas 

such as quality, timeliness, professionalism, and overall 

satisfaction. Service reviews help other potential customers 

make informed decisions and provide businesses with valuable 

insights to improve their services. 

 

B. Examples of Service Review 

Here are several examples of service reviews that people 

commonly write or share online: 

1. Restaurant Service Review 

Restaurant service reviews are written by customers 

who visit a restaurant and want to share their experience. 

These reviews often mention the quality and taste of the food, 

the friendliness and professionalism of the waitstaff, the 

speed of service, and the cleanliness of the restaurant. 

Example: "I visited Sate Ayamku last weekend. The food was 

delicious and served quickly. The waiters were friendly and 
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UNIT 

24 BRAND REV IEWS  

 
A. Brand Reviews  

Brand Reviews are evaluations or opinions given by 

customers or users about a particular brand. These reviews 

usually cover the quality of the brand’s products or services, 

customer experience, pricing, and overall satisfaction. Brand 

reviews help other potential customers make informed decisions 

and provide valuable feedback to the company for improvement. 

They often appear on websites, social media, online stores, or 

review platforms. A good brand review highlights both the 

strengths and weaknesses of the brand clearly and honestly. 

A brand review includes assessments of product 

consistency, the brand’s innovation, the quality of its customer 

service, and the public’s perception of the brand. The purpose of 

a brand review is to provide an overview of whether the brand 

as a whole is trustworthy and has a positive value in the eyes of 

consumers. For example, a brand review of “Samsung” would 

cover its global reputation, technological innovation, and the 

general quality of its product range. 

 

B. Kind of Brand Review 

There are several kinds of brand reviews mentioned above: 

1. Product Quality Review. This type of review focuses on how 

good and reliable the products from the brand are. It talks 

about whether the product works well, lasts long, and meets 

the expectations of the customer. 
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UNIT 

25 ANSWERING CUS TO MER QUES TIO NS  

 
A. Customer Questions  

Customer Questions refer to inquiries or queries made by 

customers regarding products, services, policies, or other aspects 

of a business. These questions can include requests for 

information about product features, pricing, shipping, returns, 

troubleshooting, or general service inquiries. Addressing 

customer questions effectively helps to clarify doubts, build 

trust, and enhance the overall customer experience. 

 

B. FAQ (Frequently Asked Questions) 

FAQ (Frequently Asked Questions) is a collection of 

common questions and answers related to a product, service, 

business, or specific topic. They are designed to provide quick, 

clear, and concise information to address common customer 

concerns, reduce repetitive inquiries, and improve customer 

satisfaction. FAQs are typically organized by category and cover 

topics such as product details, shipping, returns, payment 

methods, troubleshooting, and policies. 

 

C. Types of Customer Questions 

Customer questions can be categorized based on the 

nature of the inquiry. Here are common types: 

1. Product and Service Questions 

a. Requesting Product Information: 

• “Can you tell me more about the features of this 

product?” 
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UNIT 

26 THANKIN G TO CUS TO MERS  

 
A. Thanking to Customers  

Thanking customers is a crucial aspect of customer service 

that helps to build strong relationships and foster customer 

loyalty. It shows appreciation for their business and 

acknowledges their importance to the company. This can be 

done verbally, in writing, through gifts, or via special offers. 

 

B. Ways to Thank Customers  

There are several effective ways to express gratitude to 

customers. Below are examples for each method: 

1. Verbal Appreciation 

Expressing thanks directly through spoken words 

makes the interaction personal and sincere. It works well in 

face-to-face meetings, phone calls, or live chats. Example: 

• "Thank you so much for choosing us today!" 

• "We appreciate your continued support." 

• "It’s always a pleasure serving you!" 

• "Thanks for being such a loyal customer." 

• "We value your trust and business." 

2. Written Thank-You Messages 

Sending thank-you notes via email, cards, or letters 

provides a lasting reminder of your appreciation. This 

method is especially useful after purchases, events, or 

following feedback. Written messages can be formal or 

casual, depending on the brand tone. Example: 

THANKING  
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UNIT 

27 RESPONDING T O CUST OME R IN QUIRIES 

 
A. Customer Inquiries 

Customer inquiries refer to the questions, requests, or 

concerns that customers raise to a company or service provider 

regarding products, services, orders, policies, or any other 

related topics. These inquiries represent how customers seek 

information, clarification, or assistance from a business. 

Effectively handling customer inquiries is essential for ensuring 

customer satisfaction and building trust. 

 

B. Common Types of Customer Inquiries 

for each common type of customer inquiry: 

1. Questions about product details, availability, and pricing: 

Customers often want to know specific information about a 

product’s features, whether it’s in stock, and how much it 

costs before making a purchase. 

2. Requests for order status or delivery updates: After ordering, 

customers usually ask where their order is, when it will 

arrive, or if there are any delays. 

3. Concerns about returns, refunds, or exchanges: Customers 

may need help returning a product, getting a refund, or 

exchanging an item if it’s defective or doesn’t meet their 

expectations. 

4. Technical support or troubleshooting assistance: Some 

customers need help fixing problems with a product or 

service, or guidance on how to use it correctly. 
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UNIT 

28 HANDLIN G CUST OME R COMPLA INTS  

 
A. Customer Complaints  

Customer complaints are expressions of dissatisfaction or 

problems raised by customers about a product, service, or 

experience with a company. Complaints may relate to product 

defects, delays, poor customer service, billing errors, or unmet 

expectations. Addressing these complaints effectively is crucial 

for maintaining a company’s reputation and keeping customers 

happy. Customer complaints can also be caused by fraud, which 

is dishonest business practices carried out by companies, which 

are intended to deceive in order to gain profit (Indrawati et al., 

2023). 

Handling customer complaints involves the process of 

listening carefully to customers’ issues or dissatisfaction, 

empathizing with their feelings, and working to resolve the 

problem efficiently and fairly. Good complaint handling requires 

patience, clear communication, and a positive attitude to turn a 

negative experience into a chance to improve customer 

satisfaction and loyalty. It often includes acknowledging the 

complaint, investigating the issue, offering solutions or 

compensation if appropriate, and following up to ensure the 

customer is satisfied with the outcome. 

 

B. Common Types of Customer Complaints 

Common types of customer complaints include issues 

related to product quality, delivery delays, billing errors, poor 

customer service, misleading information, and website 
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UNIT 

29 CONSUME R FEED BACK  

 
A. Customer Feedback  

Customer feedback is vital to the growth of any business 

(Pramiarsih, 2024). It provides valuable insight into what is 

working well about our product or service and what needs to be 

done to make the experience even better. We as a business need 

to understand the importance of customer feedback and get it by 

asking for it at the right time. 

Consumer feedback refers to the opinions, suggestions, 

and comments provided by customers regarding their 

experiences with a product, service, or brand. It serves as 

valuable input for businesses to assess customer satisfaction, 

identify areas for improvement, and make informed decisions to 

enhance products or services. Feedback can be collected through 

surveys, reviews, social media comments, or direct 

communication. Customer feedback helps companies 

understand customer needs, resolve issues, and improve service 

quality. Positive feedback highlights strengths, while negative 

feedback reveals areas that need attention.  

 

B. Examples of Consumer Feedback 

Here are some examples of consumer feedback as follows: 

No. Feedback Type Example of Consumer Feedback 

1 Positive Feedback 
"The product arrived early and in 

good condition. Very satisfied!" 
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30 HANDLIN G ONL INE REV IEWS AN D RAT IN GS  

 
A. Online Review 

Online reviews are written comments or feedback 

provided by customers about their experiences with a product, 

service, or brand. These reviews can be posted on websites, e-

commerce platforms, social media, or review sites like Google. 

Online reviews and ratings play a crucial role in influencing 

potential customers’ purchasing decisions as they provide social 

proof, build trust, and help businesses understand customer 

experiences. Positive reviews establish a brand’s credibility, 

encouraging new customers to make a purchase, while negative 

reviews offer valuable insights into areas that need 

improvement. Additionally, platforms like Google use reviews 

to rank businesses, increasing online visibility. Responding to 

reviews also fosters customer engagement, showing that the 

business values feedback and is committed to resolving issues 

effectively. Examples: 

• Positive Review: "The food was delicious! The pizza was 

perfectly baked with a crispy crust and flavorful toppings. 

Highly recommend!" 

Response: "Thank you so much for your amazing review! 

We’re thrilled to hear you loved the pizza. Let us know what 

you’d like to try next!" 

• Negative Review: "My burger arrived cold, and the fries were 

soggy. Disappointed with the quality of the food this time." 

HANDLING 

ONLINE REVIEWS 

AND RATINGS 



 

276 

 

UNIT 

31 HANDLIN G RE FUNDS AN D EXCHAN GES  

 
A. Refunds and Exchanges 

Refunds and Exchanges mean the processes by which a 

customer returns a purchased product to a seller and either gets 

their money back (refund) or receives a replacement product or 

different item (exchange). A refund typically occurs when the 

customer is dissatisfied, the product is defective, or the order is 

incorrect, and they want their payment returned. An exchange 

happens when the customer wants a different size, color, or 

version of the product instead of a refund. Both processes aim to 

resolve customer issues and maintain satisfaction. 

 

B. Language Features of Handling Refunds and Exchanges 

Language Features in Handling Refunds and Exchanges 

typically include polite, clear, and formal expressions to ensure 

professionalism and customer satisfaction. Here are the main 

features with examples: 

1. Action-Oriented Verbs – Using verbs like “process,” “issue,” 

“ship,” and “replace” to explain actions. 

2. Apologetic Language – Accepting responsibility, e.g., “We 

sincerely apologize for this mistake.” 

3. Apologies – Expressions to show regret, e.g., “We’re sorry for 

the inconvenience.” 

4. Assurance Statements – Making the customer feel secure, e.g., 

“Rest assured, we are handling your case with priority.” 

5. Brand Voice Consistency – Maintaining company tone, e.g., 

friendly or formal depending on brand. 
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32 DIGITAL CON TENT  

 
A. Digital Content 

Digital content refers to any information or media that is 

created, distributed, and consumed in a digital format. It 

includes everything from text and images to audio and video, 

shared on online platforms to engage audiences, promote 

businesses, or provide information. Digital content is shared 

online to promote a business, engage with customers, and drive 

sales or brand awareness. It is a key part of digital marketing 

strategies. 

  

B. Examples of Digital Content in Business 

Types of Digital Content to Promote a Business 

No. 

Type of 

Digital 

Content 

Description Example 

1 
Social Media 

Posts 

Short content shared 

on platforms like 

Instagram, Facebook, 

TikTok, etc. 

Product photos with 

captions, hashtags, 

and discounts 

2 Blog Articles 

Informative or 

promotional articles 

posted on a website 

“5 Reasons to Try 

Our Organic 

Skincare Products” 

3 Videos 

Visual content to 

showcase products, 

explain services, or 

share stories 

Product demos, 

tutorials, customer 

testimonials 

DIGITAL 
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A. Brand 

1. Brand 

A brand is a name, term, sign, symbol, design, or 

combination intended to recognize a product or service from 

a person or seller and to differentiate it from competing 

products (Daga, 2025). A brand can be interpreted as a name 

that represents the product as a whole, both the product itself, 

the services provided by the product, the company that 

produces it, and other related matters. 

Brand is the overall perception of a company, product, 

or service as experienced by customers. It includes the 

brand’s values, personality, and promise to its audience. A 

brand is the overall perception or feeling people have about a 

company, product, or service. It includes the emotional 

connection, reputation, values, customer experience, and 

everything that shapes how the public feels about your 

business. Think of a brand as the personality and reputation 

of your business in the minds of consumers.  

2. Brand Identity 

Brand identity is the visual and verbal components that 

define a brand, such as the logo, color palette, typography, 

messaging, and overall style. It is the tangible representation 

of a brand and how it wants to be perceived by its audience. 

Brand identity is the visual and verbal expression of the 

brand — it's how a brand shows itself to the world. It includes 

the name, logo, colors, typography, tagline, voice and tone, 
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A. Online Orders Management 

Order Management System (Order Management System) 

is a system designed to manage and coordinate the customer 

order process from receiving the order to delivering the product 

or service (Amruddin, 2023). This system helps companies 

manage orders efficiently, optimize the delivery process, and 

improve customer satisfaction.  

The order management system includes several features, 

such as order search, order status updates (ordered, confirmed, 

paid, shipped, and received by the customer), payment 

confirmation, and order cancellation if the process is not 

continued (Sriminarti et al., 2024). Online orders management 

refers to the systematic approach to handling orders from start 

to finish. It includes order entry, order processing, payment 

verification, and shipping. Businesses use OMS to automate 

these processes, track order status, and maintain accurate 

records. This system helps prevent stockouts, minimize delays, 

and improve overall efficiency. 

 

B. Order Processing Steps 

Order processing involves several key steps to ensure 

accurate and efficient handling of customer orders: 

1. Order Receipt: Capturing order details through online 

platforms or marketplaces. 

2. Order Verification: Confirming order accuracy, payment 

status, and product availability. 
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A. Packing 

1. Packing 

Packing is the process of preparing a product for safe 

transportation by enclosing it in suitable materials. It protects 

the item from damage, contamination, or loss during 

shipping and delivery. Proper packing also ensures the 

product reaches the customer in good condition and reflects 

the professionalism of the seller. Example: A fragile glass jar 

is carefully wrapped in bubble wrap and placed inside a 

strong cardboard box to prevent it from breaking during 

transit. 

2. Packing Process 

The packing process involves a series of steps: 

a. Confirm the order details: Check that the product and 

quantity are correct. 

b. Select suitable packing materials: Choose a box, bubble 

wrap, or envelope depending on the product type. 

c. Secure the product: Use padding or wrapping to protect 

it. 

d. Seal the package: Close it securely using tape. 

e. Attach shipping labels: Ensure the recipient’s address is 

accurate and written.  

Example: After verifying the order of a T-shirt, the seller folds 

it neatly, places it in a plastic bag, seals it in a poly mailer, and 

attaches a printed shipping label. 
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A. Delivery and Shipping Terms 

Delivery and Shipping terms refer to the agreed-upon 

rules, conditions, and responsibilities between a seller and a 

buyer regarding the transportation, delivery time, cost, and 

ownership of goods during a transaction. These terms clarify 

who handles shipping, who pays the shipping cost, who is 

responsible for damage during transit, and how long the 

delivery will take. 

Table of Delivery and Shipping Terms Vocabulary 

Term Description 

Delivery - Pengiriman The process of transporting goods to 

a customer. 

Shipping - Pengapalan The act of sending goods from one 

location to another. 

Dispatch - Pengiriman 

Barang 

The act of sending out goods from a 

warehouse or store. 

Carrier - Pengangkut A company or individual responsible 

for transporting goods. 

Freight - Kargo Goods are transported in bulk, 

typically by truck, train, ship, or 

aircraft. 

Bill of Lading - Surat 

Muatan 

A legal document detailing the type, 

quantity, and destination of shipped 

goods. 
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A. Traditional Marketing 

Traditional marketing refers to the conventional methods 

of promoting products or services that existed before the rise of 

the internet and digital technologies. It includes offline 

marketing techniques such as print ads, TV and radio 

commercials, billboards, and direct mail. Traditional marketing 

usually targets a broad audience through mass media and often 

involves physical materials or face-to-face interactions. 

 

B. Types of Traditional Marketing 

Traditional marketing includes several well-known 

methods that businesses use to reach customers without relying 

on the internet. Here’s a detailed explanation of the main types: 

1. Print Advertising 

This involves placing ads in printed materials such as 

newspapers, magazines, brochures, and flyers. Print ads can 

target specific audiences based on the publication’s 

readership. For example, a local restaurant might place an ad 

in a city magazine, or a car company might advertise in an 

auto magazine. 

2. Broadcast Advertising 

Broadcast advertising refers to commercials aired on 

television and radio. These ads can reach a large audience 

quickly and are effective for building brand awareness. For 

example, a new soft drink might be promoted through a 
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A. Live Shopping 

Live shopping, also known as live commerce, combines 

elements of live video with the online shopping experience. In 

practice, brands or influencers will go live on social media 

platforms or websites, introducing their products, giving 

demonstrations, and interacting directly with viewers 

(Sugiyanto et al., 2024). Live shopping shows where sellers 

present and sell products in real-time through a live video 

stream. Viewers can watch the product demonstration, ask 

questions, and make purchases instantly while the video is still 

playing. This method combines e-commerce, social media, and 

entertainment to create an interactive shopping experience. 

 

B. How Live Shopping Works 

Live shopping works by streaming a video where a host 

or influencer talks about and demonstrates products to an online 

audience. During the live event, Viewers can watch, comment, 

and ask questions in real-time. The host answers questions, gives 

product details, and shows how to use the item. Viewers can 

click on the product link shown on the screen to buy the item 

instantly. 

 

C. Platforms for Live Shopping 

Live shopping uses digital platforms to support real-time 

video, interaction, and online purchases. These platforms help 

sellers connect directly with their audience, showcase products, 
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A. Digital Advertising  

Digital advertising is a form of promotion or marketing of 

products or services through digital platforms or the internet 

(Wicaksono, 2024). Unlike conventional advertising, which does 

not have a specific target audience, digital advertising can target 

a more specific target audience. With sophisticated targeting 

capabilities, digital advertising allows small businesses to only 

show ads to people who are most likely to be interested in their 

products or services.  

Digital advertising is the practice of promoting products 

or services through paid ads on digital platforms. These ads 

appear on websites, search engines, social media, apps, emails, 

and more. The goal is to reach specific audiences quickly, drive 

traffic, generate leads, or increase sales using targeted campaigns 

and measurable results. 

 

B. Types of Digital Ads 

Digital ads come in various formats depending on where 

and how they are shown. Some common types include: 

1. Display Ad. Visual ads are usually images or banners, 

displayed on websites, apps, or social media. They aim to 

attract attention and encourage users to click or engage. 

Examples include banner ads, sidebar ads, and pop-ups. 
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A. Social Media  

Social media refers to online platforms and websites that 

enable users to create, share, and interact with content, including 

text, images, videos, and links (Fitria, 2023a). Common social 

media platforms include Facebook, Instagram, Twitter, 

LinkedIn, TikTok, and YouTube. These platforms allow 

individuals and businesses to connect, communicate, and 

engage with a wide audience. 

 

B. Social Media Marketing  

Social media marketing is the practice of using social 

media platforms to promote products, services, or brands. It 

involves creating targeted content, running paid ads, engaging 

with followers, and analyzing performance to achieve marketing 

goals such as brand awareness, lead generation, and sales. 

Effective social media marketing requires a well-planned 

strategy, consistent branding, and regular content updates. 

 

C. Social Media Platforms 

Social media platforms are digital spaces where users can 

create profiles, share content, connect with others, and engage in 

conversations. Each platform serves different purposes and 

attracts unique audiences based on the type of content, it offers 

and the way users interact with it. Here are some key platforms 

and their primary functions: 
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A. Email Marketing 

Email marketing is the practice of using email as a channel 

to communicate directly with an audience promote products, 

services, or build relationships (Prabhu, 2024). Email marketing 

delivers messages straight to an individual's inbox, creating a 

unique opportunity to engage with them on a personal level. 

Emails provide direct access to a vast market. Email allows users 

to connect businesses, products, and services to relevant 

consumers. Users can create simple or flashy messages and send 

it to an extensive network with a single click. Emails can contain 

multimedia, texts, videos, links, images and many other features. 

The message generation depends on marketing goals. Some 

messages require simple texts, while others need links, images, 

and other flashy elements. 

Email marketing is a digital marketing strategy that uses 

emails to communicate directly with customers or potential 

customers. It helps businesses promote products or services, 

build relationships, share updates, and drive sales. Email 

marketing is cost-effective and allows for personalized messages 

targeted to specific audiences. 

 

B. Types of Email Marketing 

There are several types of email marketing, each serving a 

different purpose: promotional emails, transactional emails, and 

newsletters. Businesses choose the type based on their goals, 
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A. Celebrity Marketing 

Celebrity marketing involves using famous 

personalities—such as actors, musicians, or athletes—to promote 

a product or brand. Because celebrities have large fan bases and 

high visibility, their endorsements can increase brand 

awareness, credibility, and sales. Companies often partner with 

celebrities for commercials, social media campaigns, or event 

appearances. 

 

B. Influencer Marketing 

Influencer marketing focuses on collaborating with 

individuals who have a dedicated and engaged following on 

social media or other digital platforms. Unlike traditional 

celebrities, influencers may have smaller but highly targeted 

audiences. They promote products or services through authentic 

content, such as reviews, tutorials, or lifestyle posts, helping 

brands connect with specific communities. 

 

C. Types of Content in Celebrity and Influencer Marketing 

There types of content in celebrity or influencer 

marketing, including: 

1. Sponsored Posts 

Sponsored posts are social media or blog posts where 

celebrities or influencers promote a product or service, 

usually accompanied by a personal recommendation. These 

posts are paid promotions, and the influencer shares their 
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A. Video Marketing 

Video is one of the most effective tools marketers can use 

to raise brand awareness, engage consumers, drive website 

traffic and increase sales (Mowat, 2021). Video marketing is the 

strategy of using videos to promote and advertise products or 

services. It helps businesses engage their audience, explain 

complex ideas clearly, and increase brand awareness. Videos are 

highly engaging and can be shared easily across different 

platforms, making them an effective marketing tool. Video 

Marketing explores how businesses can leverage video to 

enhance brand engagement and drive sales in today's digital 

world (Green, 2025).  

 

B. Types of Video Content 

There are types of video content in marketing, including: 

1. Tutorials. These are step-by-step video guides that teach 

viewers how to use a product or perform a specific task. They 

help customers understand the product better and reduce 

confusion. Example: A skincare brand creates a tutorial 

showing how to apply their new facial serum correctly to get 

the best results. 

2. Product Demos. These videos showcase how a product 

works, highlighting its features and benefits. These videos 

help potential customers see the product in actions before 

buying. Example: A tech company uploads a video 
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A. Mobile Marketing 

Mobile marketing encompasses a variety of marketing 

methods designed specifically for mobile devices, including 

apps, text messaging, and location-based advertising 

(Alhidayatullah, 2024). Mobile marketing is a digital marketing 

strategy focused on reaching users through their mobile devices 

like smartphones and tablets. It leverages mobile technologies to 

deliver personalized, timely, and location-based messages, 

helping businesses engage customers anywhere and anytime. 

 

B. Types of Mobile Marketing 

There are several types of mobile marketing, such as: 

1. Short Message Service (SMS) Marketing. This involves 

sending promotional or informational text messages directly 

to customers’ mobile phones. It is fast, personal, and has a 

high open rate. Example: A retail store sends an SMS alert to 

customers about a 20% discount valid for the weekend only. 

2. Push Notifications. These are messages sent through mobile 

apps or web browsers to users who have opted in to receive 

updates. They are useful for reminders, promotions, or 

engagement. Example: A fitness app sends a push notification 

reminding users to complete their daily workout. 

3. In-App Advertising. Ads displayed inside mobile apps, such 

as banners, video ads, or full-screen interstitial ads. These ads 

target users while they are actively using an app. Example: A 
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A. Affiliate Marketing  

Affiliate marketing is the process by which an affiliate 

(individual) earns a commission for marketing another person's 

or company's products (Schiaffino, 2019). Affiliate marketing is 

a style of online business that allows entrepreneurs to generate a 

stream of passive income online (Price, 2018). Affiliate marketing 

is a performance-based marketing strategy where a business 

rewards individuals or companies (affiliates) for driving traffic 

or sales through their promotional efforts. Affiliates earn a 

commission for each sale, lead, or action generated from their 

unique referral links. 

 

B. Affiliate Marketer 

An affiliate marketer is someone who introduces others to 

products and services. The affiliate marketer doesn't develop the 

product, ship the product, or handle the payment to the 

merchant. They simply refer others to products and/or services 

offered on the internet, and when a sale is made, they earn a 

commission (Sudol & Mladjenovic, 2019). An affiliate marketer 

is a person or business that promotes products or services of 

another company through various channels like websites, blogs, 

social media, or email marketing. Their goal is to attract potential 

customers and earn commissions on sales or conversions made 

through their referral links. 
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A. Customer Surveys   

Customer surveys are one of the most common ways to 

measure repurchase intention (Febrianty et al., 2023). In these 

surveys, customers can be asked to provide feedback on the 

extent to which they plan to purchase a product or service from 

a company again. Customer surveys collect data directly from 

consumers, and companies can gain deep insights into consumer 

preferences, needs, and behaviors across multiple markets 

(Suhartono et al., 2024).  

Customer surveys are tools businesses use to collect 

feedback from their customers about products, services, or 

experiences. Surveys help companies understand customer 

satisfaction, preferences, and areas needing improvement. A 

customer survey is a way to ask customers what they think or 

feel about a product, service, or experience. The common 

purposes of customer surveys are to measure customer 

satisfaction, improve products or services, identify customer 

needs or problems, collect feedback after a purchase or service 

experience, and understand market trends and customer 

behavior.  
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A. Online Shopping as a Hobby 

Online shopping can be more than just a necessity—it’s 

also a hobby for many people. Some enjoy browsing products, 

hunting for deals, or collecting items from favorite brands. It 

combines leisure with convenience and can be a fun way to 

explore new trends. 

 

B. Vocabulary for Online Shopping 

There are several vocabularies for online shopping as follows: 

Terms Description 

Cart / Keranjang Belanja A virtual basket where selected 

items are kept before purchase. 

Checkout / Pembayaran The process of paying for the items 

in the cart. 

Wishlist / Daftar 

Keinginan 

A list where customers save items 

they want to buy later. 

Discount / Diskon A reduction in the price of  

a product or service. 

Delivery / Pengiriman The process of sending purchased 

goods to the customer. 

Refund / Pengembalian 

Dana 

Returning money to a customer for 

a returned or canceled order. 

Shipping Fee / Biaya 

Pengiriman 

The cost charged to deliver items to 

the customer’s address. 
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A. E-Commerce Websites 

An e-commerce website is a digital storefront owned and 

operated by a single brand or business where customers can 

browse, select, and purchase products or services online. These 

websites provide product listings, descriptions, prices, shopping 

carts, and secure payment systems so that customers can shop 

easily from anywhere. 

 

B. Key Features of an E-Commerce Website 

The features of an e-commerce website make shopping 

online easy, safe, and enjoyable for customers, while helping 

businesses run smoothly and build trust. Several key features of 

an e-commerce website are as follows: 

1. Product Catalog. This is like an online store’s shelf where all 

products are displayed. It helps customers see what’s 

available, along with pictures and details, so they know 

exactly what they are buying. 

2. Shopping Cart. It is a virtual basket where customers put the 

products they want to buy. Before paying, they can review 

and change their selection. It makes buying multiple items 

easy and organized. 

3. Payment Gateway Integration. This feature connects the 

website to payment services like credit cards or digital 

wallets. It makes sure payments are processed securely and 

quickly, so customers don’t have to worry about their money 

being unsafe. 
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A. Online Business Problems 

Online businesses face various challenges that can affect 

their success. These problems can arise from technical issues, 

customer service, marketing, logistics, or competition. 

Identifying these problems is the first step toward improving the 

business and ensuring smooth operations. 

 

B. Types of Online Business Problems 

There are several type of online business problems as follow: 

1. Website Issues. Problems such as slow loading speeds, 

broken links, or a confusing layout can make it hard for 

customers to navigate or complete purchases, leading to lost 

sales. Example: An online store’s homepage takes more than 

10 seconds to load, causing visitors to leave before seeing 

products. Or, clicking a product link leads to a "Page Not 

Found" error. 

2. Payment Problems. When payment gateways fail or 

customers worry about security, they may abandon their 

shopping carts and not complete the purchase. Example: A 

customer tries to pay using a credit card, but the website 

shows an error message repeatedly, or there is no option for 

popular payment methods like digital wallets. 

3. Shipping and Delivery Delays. Late deliveries, lost packages, 

or unclear shipping policies can frustrate customers and 

damage trust. Example: A buyer orders a product with a 
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A. Laws Related to Digital Business  

Laws related to digital business are the legal rules and 

regulations that govern how businesses operate online. These 

laws cover areas such as protecting customer data, ensuring 

secure online payments, preventing fraud, regulating digital 

advertising, and respecting intellectual property rights. They 

help create a safe and fair environment for both businesses and 

consumers in the digital marketplace. 

 

B. Examples of Laws Related to Digital Business 

Several examples of laws related to digital business are as 

follows: 

1. E-Commerce Laws 

E-commerce laws regulate online buying and selling, 

including contracts, refunds, and electronic signatures. These 

laws ensure transparency and protect consumers and 

businesses. Example: An online fashion store must clearly 

state its return policy. If a customer buys a dress and it is 

defective, the business must allow the customer to return it 

within a specified period (e.g., 14 days) and provide a refund 

or replacement. 

2. Digital Business Laws 

Digital business laws govern online business 

operations, including legal registration, contracts, and 

compliance with industry standards. They help establish 

credibility and legal accountability. Example: A startup 
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A. Job Vacancy 

A job vacancy is a position within a company or 

organization that is open and needs to be filled. It provides 

information about the job title, responsibilities, qualifications, 

and application process. Job vacancies related to Digital Business 

means available positions or openings in companies or 

organizations that involve work in the digital business field. This 

can include jobs that focus on online marketing, e-commerce, 

digital strategy, social media management, web development, 

data analysis, digital product management, and other roles that 

support businesses using digital technologies to operate and 

grow.  

 

B. Structures of Job Vacancy 

The structure of a job vacancy typically includes the 

following components: 

1. Job Title: Clearly states the position being offered. Example: 

Social Media Marketing Specialist 

2. Company Overview: Briefly describes the company and its 

industry. Example: XYZ Digital Solutions, a leading digital 

marketing agency. 

3. Job Description: Outlines the key responsibilities and tasks. 

Example: Develop and implement social media strategies to 

drive engagement and brand awareness. 
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A. Application Letters  

An application letter, also known as a cover letter, is a 

formal letter that job seekers write to potential employers when 

applying for a job (Fitria, 2023b). It introduces the applicant, 

highlights relevant skills and experiences, and expresses interest 

in the position. In the context of digital business, the letter may 

focus on specific roles such as social media manager, content 

creator, or digital marketing specialist. 

An application letter related to Digital Business 

graduation students is a formal letter written by students who 

are about to graduate or have recently graduated in Digital 

Business. This letter typically includes an introduction of the 

applicant, highlighting their educational background in Digital 

Business, their interest in the position, and relevant skills they 

have gained during their studies, such as digital marketing, e-

commerce, or data analysis. The letter serves as a professional 

way for Digital Business students to express their enthusiasm 

and formally request consideration for roles in companies 

focused on digital marketing, online business, digital strategy, 

and related areas. 
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