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 Micro, Small and Medium Enterprises (UMKM) are often one of the 

livelihoods in urban environments, namely the movement of villagers to 

urban areas. Therefore, this study was conducted to analyze the immigrant 

population facing major challenges in competing in competitive urban 

markets, especially with the rapid development of digital technology. 

Marketplace platforms on social media can expand market reach and 

interaction between traders and consumers, one of which is the TikTok 

Shop platform which is often used by all levels of society. Through the 

TikTok Shop platform, immigrant UMKM can increase their 

competitiveness in urban areas. By raising the issue of eliminating TikTok 

Shop at the end of 2023, which is a major challenge for some UMKM 

actors to create new innovations and strategies in utilizing digital 

technology. This research method involves literature studies and 

observations of UMKM that have successfully used TikTok Shop before 

and after the platform was removed. The results of the study show that 

TikTok Shop greatly influences the marketing of immigrant UMKM. 

Designing viral promotional innovations carried out through video 

content, live shopping, adding product reviews, to collaborating with 

major influencers. A machine learning approach is needed in the form of 

sentiment analysis of TikTok content comments as a viral marketing 

strategy in creating subsequent advertisements. Integration of digital 

technology and adaptability are key for immigrant UMKM to survive and 

compete in dynamic urban markets. 
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Introduction 

The migration of people to cities is caused by the need 

for a decent life, one of which is that economic 

conditions are not sufficient to meet a decent standard 

of living in their place of origin. Therefore, economic 

growth that is concentrated in urban areas motivates 

villagers to face the problem of economic inequality in 

rural areas in the hope of getting a higher income. 

Becoming an entrepreneur is one way to meet 

economic needs, but for immigrant UMKM actors to 

do business in urban areas, they must face the 

challenge of technological developments that are still 

a minority in rural areas. The technological 

development that is usually used in business is social 

commerce, an example is TikTok. TikTok provides a 

service for posting short videos, ranging from 3 

seconds to 10 minutes. TikTok is often used to 

promote businesses with the TikTok Shop feature 

which makes it easier for consumers and sellers to 

shop. TikTok Shop is a feature that can increase the 

effectiveness of advertising and product sales. 

Initially, TikTok Shop was created on April 17, 2021 

with the aim of reconditioning the fulfillment of needs 

in the era of the Covid-19 Pandemic (Bakrie 

University, 2021). 
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 The removal of TikTok Shop on October 4, 2023 

on the basis of violating the Electronic Trading System 

(PMSE) regulations on a social media application was 

emphasized by Permendag No. 31 of 2023 (Sip Law 

Firm, 2023). This has caused pros and cons, referring 

to data from the Indonesian Ministry of Trade, TikTok 

Shop has ± 50,000 active sellers and ± 10 million 

customers. However, since TikTok Shop was removed 

there has been a decline of up to 30% which has an 

impact on Indonesia's economic growth (Egsa UGM, 

2023). 

 Rebuilding a business on a digital platform by 

following the development of viral marketing, 

reported by (PPM School, 2024) viral marketing is a 

marketing technique that intentionally spreads offers 

through messages quickly, just like a virus. This 

marketing affects one person to another. So that many 

people watch, more and more people share promotions 

and there is awareness of a brand that has a tremendous 

impact. Using social commerce or doing business with 

a digital platform in the form of TikTok Shop is an 

innovation that is currently developing rapidly. 

Through TikTok Shop, sellers can apply the concept of 

viral marketing as a promotional medium. 

 Viral marketing strategies through TikTok 

comment sentiment analysis can significantly increase 

consumer engagement and trust. By leveraging natural 

language processing (NLP) techniques such as LSTM 

and IndoBERTweet, companies can classify user 

comments into positive, negative, or neutral 

sentiments, which helps in understanding the 

audience's perception of a product or service. For 

example, research by Setiawan et al. (2023) showed 

that the IndoBERTweet model achieved 80% accuracy 

in analyzing Indonesian TikTok reviews. The results 

of this analysis allow brands to tailor their content, 

respond to feedback in real-time, and leverage positive 

opinions to strengthen their marketing campaigns. 

This approach not only increases brand visibility but 

also builds a more authentic and responsive 

relationship with consumers.  

Materials and Methods 

The Cross-Industry Standard Process for Data Mining 

(CRIPS-DM) methodology is a standard framework 

widely used in data mining projects, consisting of six 

iterative phases: Business Understanding, Data 

Understanding, Data Preparation, Modeling, 

Evaluation, and Deployment. In this study, CRISP-

DM was applied to analyze TikTok comment data to 

identify user sentiment towards a product or service. 

This research was conducted at the Sriwijaya State 

Polytechnic (POLSRI), Informatics Management 

Department, Jalan Sungai Sahang No.3654, Lorok 

Pakjo, Ilir Barat I District, Palembang City, South 

Sumatra 30151. The reason the researcher chose this 

location was because it was affordable and the 

researcher wanted to know how the UMKM 

innovation by the perpetrator as a POLSRI student 

from Tanjung Enim Regency, South Sumatra. In 

addition, the researcher also wanted to know the 

response of a POLSRI student as a consumer on 

TikTok Shop. The process begins with understanding 

the business objectives, followed by collecting and 

exploring TikTok comment data. The data is then 

prepared for sentiment analysis using natural language 

processing (NLP) techniques. Sentiment models are 

built and evaluated to ensure the accuracy and 

relevance of the results. The analysis results are used 

to design marketing strategies that are responsive to 

user opinions, with the aim of increasing customer 

engagement and loyalty.  

Results 

This study focuses on the impact of the removal of the 

TikTok Shop feature on immigrant UMKM, the 

influence of viral marketing, innovation strategies of 

immigrant UMKM, and transaction technology to 

increase competition in urban areas. This study 

involved two people as sources for problem solving, 

one of which used resources in the form of TikTok 

Shop as a producer and consumer. The data will be 

qualified for its truth and determination by the sources.  

The sources involved in this study were a fourth-

semester student, Sriwijaya State Polytechnic, D-IV 

(Diploma Four) study program or Applied Bachelor of 

Informatics Management, Informatics Management 

Department named Zakira Surani who built a business 

on the TikTok Shop platform as a reseller. In addition, 

Zakira also applies viral marketing and digital 

transactions to her consumers. Next is Zifa Amelia 

Cahyanti, a second-semester student, Informatics 

Management Department, D-III (Diploma Three) 

Informatics Management study program, Sriwijaya 

State Polytechnic, as a consumer using TikTok Shop 

and digital transactions.  

 Based on the results of the interview on March 3 

and March 4, 2025, it can be concluded that the four 

problems above are interrelated. "The impact of 

TikTok Shop has a big impact on my business, such as 

the loss of consumers which has decreased income." 

Zakira said about the impact of the removal of TikTok 

Shop. Likewise, consumers experienced it, Zifa said 

that she found it difficult to find the products she found 

on TikTok Shop and did not get big discounts like on 

TikTok Shop. 

 Furthermore, Zakira revealed that with viral 

marketing techniques through making creative videos 

and uploading them on social media, it can increase 

product sales ratings. As a strategy in product sales 

innovation, Zakira uploads promotional videos 

consistently, which is once a week and plans to 

endorse a partner for her business. 
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Discussion 

In this study, data absorption or data crawling was 

carried out using the Tiktok API. Data absorption was 

carried out to determine the sentiment analysis of 

product advertising content. By using the XGBoost 

method and hyperparameters, a classification of 

neutral, negative and positive sentiments was obtained 

with an accuracy of 98%. Positive comments are used 

as a reference for creating a viral marketing strategy.  

  

Figure 1. Sentiment Analysis of a random sample of 

TikTok advertising videos 

 

 The results of the sentiment analysis above show 

that the TikTok comments on the viral product 

advertisement sample have a negative sentiment of 

14.0%, followed by a positive sentiment of 19.0%, and 

a neutral sentiment that dominates at 67.0%. Based on 

these values, it can be concluded that positive 

sentiment is higher than negative sentiment. 

 Utilizing viral marketing, UMKM can reduce 

marketing costs because the dissemination of 

information is carried out by consumers voluntarily. 

Viral content often encourages interactions, such as 

comments, likes, and shares, which can increase 

consumer engagement with the brand. Through viral 

marketing, UMKM can compete with larger 

companies because of the potential for wide and fast 

reach. This allows UMKM to gain a larger market 

share. 

Conclusion  

Immigrant UMKM can utilize TikTok Shop to 

compete to maintain their business. TikTok also has 

several features that can be utilized as a product 

marketing strategy, such as the for your page feature 

which functions to display creative videos containing 

viral marketing strategies designed with an AI 

approach, namely conducting TikTok comment 

sentiment analysis, utilizing live streaming features, 

comment features, and sharing features that strengthen 

interaction between producers and consumers. The 

TikTok comment sentiment analysis prototype uses 

the XGBoost method with hyperparameter tuning, 

XGBoost parameter tuning combines several weak 

learner sets (trees) into a strong model to produce 

strong predictions. The tuning parameters used are 

learning_rate or the learning rate carried out by the 

XGBoost algorithm of 0.1, n_estimators created by the 

classifier of 888, max_depth or maximum tree depth of 

10. The prototype produces an accuracy of 98%.  
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