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their competitiveness and sales. This study aims to analyze the role of
digital marketing and identify effective digital marketing strategies for
increasing MSME sales in the digital economy era. The study employs a
qualitative approach using a literature review method. The data used
consists of secondary data obtained from scientific articles, books,
government agency reports, and publications by international
organizations relevant to the research topic. Data analysis was
conducted using content analysis techniques through the stages of data
reduction, categorization, interpretation, and drawing conclusions. The
study’s findings show that digital marketing plays a crucial role in
expanding market reach, improving marketing cost efficiency,
strengthening brand awareness, building customer loyalty, and
enhancing the competitiveness of MSMEs. Digital marketing strategies
deemed effective include social media marketing, content marketing,
Search Engine Optimization (SEO), marketplaces, digital advertising,
email marketing, influencer marketing, and data-driven marketing. This
study concludes that the implementation of integrated, adaptive, and
data-driven digital marketing strategies can increase sales while
strengthening the sustainability and competitiveness of SMEs in the
digital economy era.
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1. INTRODUCTION

Digital transformation has become one of the key factors reshaping economic activity

in various countries, including Indonesia. The rapid development of information and
communication technology has driven changes in people’s behavior—from seeking
information and conducting transactions to building relationships with businesses. Easy
internet access, the increasing use of smartphones, and the growth of various digital
platforms have created a new economic ecosystem known as the digital economy (Kotler
et al., 2021). In this context, businesses are required to adapt to these changes in order to
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remain competitive and meet the increasingly dynamic needs of consumers (Chaffey &
Ellis-Chadwick, 2022).

Micro, Small, and Medium Enterprises (MSMEs) are the backbone of Indonesia’s
economy. This sector makes a significant contribution to national economic growth through
job creation, increased household income, and equitable economic development.
According to data from the Ministry of Cooperatives and MSMEs of the Republic of
Indonesia (2024), MSMEs account for more than 99 percent of the business structure in
Indonesia and employ approximately 97 percent of the national workforce. Furthermore,
MSMEs’ contribution to the national Gross Domestic Product (GDP) exceeds 60 percent
(Ministry of Cooperatives and MSMEs of the Republic of Indonesia, 2024). These figures
indicate that the sustainability and competitiveness of MSMEs are critical factors in
maintaining national economic stability.

One of the challenges MSMEs face in developing their businesses is limited
marketing capacity. Most MSME:s still rely on conventional marketing methods, which
have limited reach, relatively high costs, and are unable to effectively reach a broad
consumer base. Meanwhile, consumer behavior has shifted toward the use of digital media
for both searching for information and purchasing products (Ryan, 2020). These conditions
require MSMESs to transform their marketing strategies in order to keep pace with market
developments.

Digital marketing is one solution that can enhance the competitiveness of MSMEs
while expanding their market share. Digital marketing refers to marketing activities that
utilize the internet and digital technology to promote products and services to consumers
(Chaffey & Ellis-Chadwick, 2022). Various digital platforms—such as social media,
marketplaces, websites, instant messaging apps, and search engines—offer SMEs the
opportunity to reach a wider audience at a relatively lower cost compared to traditional
marketing (Kotler et al., 2021). Furthermore, digital marketing enables business owners to
establish two-way communication with customers, thereby increasing customer loyalty and
strengthening brand image (Tuten & Solomon, 2023; Dwivedi et al., 2021).

The rise of social media platforms such as Instagram, Facebook, TikTok, WhatsApp
Business, and YouTube has transformed the way businesses interact with their customers.
These platforms are not only used as promotional tools but also serve as a means to build
customer communities, convey product information, receive feedback, and create a more
personalized customer experience (Tuten & Solomon, 2023; Kannan & Li, 2017). Through
engaging content strategies, the use of digital advertising, collaborations with influencers,
and the utilization of social media algorithms, SMEs have greater opportunities to increase
product visibility while driving consumer purchasing decisions (Kotler et al., 2021).

In addition to social media, the growth of marketplaces such as Tokopedia, Shopee,
Lazada, and TikTok Shop has also accelerated the digital transformation of MSMEs.
Marketplaces provide tools that make it easier for business owners to market their products,
manage transactions, and reach consumers across various regions. The integration of social
media and marketplaces also speeds up the transaction process, thereby increasing the
likelihood of purchases (OECD, 2024). This phenomenon demonstrates that digital
marketing is no longer merely an alternative marketing strategy but has become an essential
requirement for navigating increasingly competitive business environments.

However, the implementation of digital marketing among SME:s still faces various
challenges. Not all SME owners possess adequate digital literacy. Most still face limitations
in professionally managing social media, creating marketing content, utilizing Search
Engine Optimization (SEO), running digital ads, and analyzing customer data (World
Bank, 2023; Laila et al., 2024). In addition, limited human resources, insufficient capital,
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and a lack of technological proficiency pose obstacles to the optimization of digital
marketing (OECD, 2024).

On the other hand, consumer behavior in the digital economy is changing at a rapid
pace. Consumers not only consider product quality and price but also pay attention to the
ease of accessing information, speed of service, customer reviews, brand reputation, and
the overall shopping experience. Purchasing decisions today are heavily influenced by
digital content, customer reviews, and interactions on social media (Kotler et al., 2021;
Tuten & Solomon, 2023). Therefore, the digital marketing strategies implemented by SMEs
must be able to integrate all these aspects to provide added value to consumers while
enhancing business competitiveness.

Advances in digital technology open up opportunities for SMEs to leverage various
data-driven marketing innovations. The use of digital analytics, artificial intelligence (Al),
marketing automation, and content personalization enables business owners to gain a
deeper understanding of customer needs (Chaffey & Ellis-Chadwick, 2022). This
information can serve as the basis for developing more effective marketing strategies,
improving promotional efficiency, and optimizing sales conversions (Ryan, 2021).

The Indonesian government continues to accelerate the digitalization of MSMEs
through various programs focused on digital literacy training, business mentoring, and
strengthening the national digital ecosystem (Ministry of Cooperatives and MSMEs of the
Republic of Indonesia, 2024). These efforts aim to enhance the capacity of MSME:s so they
can leverage digital technology as a means to expand their markets and improve
competitiveness. However, the success of digital marketing implementation remains highly
dependent on the ability of MSME operators to design marketing strategies that align with
product characteristics, target markets, and changes in consumer behavior.

Based on this discussion, digital marketing plays a highly strategic role in boosting
MSME sales in the digital economy era. Its successful implementation is determined not
only by the use of technology but is also influenced by the quality of marketing strategies,
creativity in content creation, the ability to build relationships with customers, and the use
of data as a basis for decision-making (Chaffey & Ellis-Chadwick, 2022; Kotler et al.,
2021). Therefore, a more in-depth study is needed on effective digital marketing strategies
for MSMESs so that they can increase sales, expand market share, and strengthen business
competitiveness amid the rapidly accelerating development of the digital economy.

2. RESEARCH METHODOLOGY

This study employs a qualitative approach using the literature review method. This
method was chosen to gain a comprehensive understanding of the digital marketing
strategies implemented by Micro, Small, and Medium Enterprises (MSME:s) to increase
sales in the digital economy era through the analysis of various relevant scholarly sources.
A literature review allows researchers to identify, compare, and synthesize the findings of
previous studies, thereby producing a systematic overview of the development of concepts,
strategies, and opportunities for implementing digital marketing in MSMEs.

The data sources used consist of secondary data obtained from scientific articles,
reference books, government agency reports, and publications by international
organizations that discuss digital marketing, the digital economy, and MSME development.
The literature selection process was based on several inclusion criteria, namely: (1)
discussing digital marketing strategies for MSMEs or small businesses; (2) containing
relevant empirical research results or conceptual studies.

Data analysis was conducted using content analysis techniques, with stages including
data reduction, theme grouping, data presentation, and drawing conclusions. During the
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data reduction stage, the researcher selected information related to digital marketing
strategies, such as the use of social media, search engine optimization (SEO), content
marketing, marketplace marketing, influencer marketing, and customer data analysis. Next,
this information was grouped into related themes to identify patterns, similarities,
differences, and factors influencing the effectiveness of digital marketing in boosting
MSME sales. The analysis results were then interpreted descriptively by linking previous
research findings with digital marketing theory and developments in the digital economy,
thereby yielding conclusions that address the research objectives.

To ensure the quality of the research, the researcher applied source triangulation—
that is, comparing information from various scientific references, books, and official
reports—to ensure the study’s results are valid, objective, and academically accountable.
With this approach, this study is expected to provide a comprehensive overview of effective
digital marketing strategies for boosting SME sales in the digital economy era.

3. RESULTS AND DISCUSSION

The study’s findings indicate that effective digital marketing strategies for MSMEs
depend not only on the use of technology but also on business owners’ ability to design
integrated marketing strategies. These strategies include social media marketing, content
marketing, search engine optimization (SEO), the use of marketplaces, digital advertising,
email marketing, collaborations with influencers, and data-driven marketing. Consistent
implementation of these strategies can increase product visibility, expand market share,
strengthen customer relationships, and boost sales conversions.

The Role of Digital Marketing in the Development of MSMEs

Advances in information and communication technology have driven significant
changes in business activities, particularly in the area of marketing. Digitalization has
transformed how businesses interact with consumers, market their products, and build long-
term relationships with customers. These changes are marked by the increasing use of the
internet, social media, mobile apps, and various digital platforms that enable marketing
activities to be conducted more effectively, efficiently, and measurably (Kotler et al., 2021).
In the context of Micro, Small, and Medium Enterprises (MSMEs), digital marketing has
become a key strategy capable of addressing the challenges of business competition while
opening up broader opportunities for business development in the digital economy era.

Digital marketing encompasses all marketing activities that leverage digital
technology and the internet to create, communicate, and deliver value to consumers. Unlike
conventional marketing, which relies on print media, television, radio, or direct promotions,
digital marketing offers two-way communication that allows business owners to interact
directly with their customers (Chaffey & Ellis-Chadwick, 2022). This interaction benefits
MSMEs by enabling them to quickly obtain customer feedback, understand market needs,
and adjust their marketing strategies based on available data.

For MSMEs, digital marketing plays a crucial role in expanding market access.
Before the rise of digital technology, most MSME:s served only consumers in the immediate
vicinity of their businesses. Limited capital and resources made it difficult for business
owners to expand their marketing efforts to other regions. However, by leveraging digital
platforms such as social media, online marketplaces, and websites, MSMEs can offer their
products to consumers in various regions—and even in international markets—without
having to open physical branches (OECD, 2021). This demonstrates that digital marketing
can overcome geographical barriers in marketing activities.

Digital marketing plays a role in improving the cost efficiency of promotions.
Conventional marketing generally requires relatively high costs to place ads in print media,
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on television, on the radio, or on billboards. In contrast, digital marketing offers various
promotional alternatives at significantly lower costs. MSME operators can use social media
for free to showcase their products, build relationships with customers, and establish their
brand identity. When using paid advertising, the promotional budget can also be adjusted
to fit the business’s financial capacity, making it more flexible than conventional media
(Ryan, 2020).

The advantages of digital marketing can increase product visibility. Today,
consumers tend to search for product information online before making a purchase. Search
engines like Google, social media, and online marketplaces have become the primary
sources of information for people to compare prices, quality, and customer reviews.
Therefore, the presence of SMEs on digital platforms increases the chances of their
products being discovered by potential customers. The higher a product’s visibility, the
greater the likelihood of a sale (Chaffey & Ellis-Chadwick, 2022).

Digital marketing plays a strategic role in building brand image and increasing brand
awareness. Through creative, informative, and consistent content, SMEs can establish an
identity that sets their products apart from competitors. Logos, colors, visual design, brand
storytelling, and even the way they communicate with customers are all crucial elements
in the brand-building process. According to Kotler et al. (2021), modern consumers do not
simply purchase products based on functionality; they also consider the wvalues,
experiences, and emotional connections fostered by a brand. Therefore, digital marketing
serves as an effective medium for cultivating these emotional connections.

Social media has become one of the most widely used digital marketing tools by
SMEs. Platforms such as Instagram, Facebook, TikTok, WhatsApp Business, and YouTube
allow business owners to promote their products through photos, videos, live streams, and
educational content. The strength of social media lies in its ability to foster direct interaction
with customers through comments, private messages, and discussion features. Such
interactions build consumer trust while fostering customer loyalty (Tuten & Solomon,
2023). In fact, customer recommendations on social media are often trusted more than
conventional ads because they are perceived as stemming from users’ real-life experiences.

The role of digital marketing is evident in its ability to provide data that can serve as
the basis for business decision-making. Various digital platforms offer analytics features
that allow SMEs to track visitor numbers, consumer demographics, interaction rates,
promotional effectiveness, and customer purchasing behavior. This data serves as a highly
valuable source of information for developing more targeted marketing strategies. By
leveraging data analysis, SMEs can identify the most sought-after products, the most
effective timing for promotions, and the market segments with the greatest potential for
increasing sales (Chaffey & Ellis-Chadwick, 2022).

In addition, digital marketing enables MSMEs to implement more personalized
marketing strategies. By leveraging customer data, businesses can tailor promotional
content based on consumer preferences, purchase history, location, and other
characteristics. This strategy has proven effective in increasing customer satisfaction
because the information they receive is more relevant to their needs. In the Marketing 5.0
framework, the use of digital technology and artificial intelligence aims to create a more
personalized customer experience, thereby enhancing customer loyalty and value in the
long term (Kotler et al., 2021).

Digital marketing provides opportunities for SMEs to enhance their competitiveness
through marketing innovation. Business competition in the digital economy is no longer
determined solely by product price and quality but also by businesses’ ability to leverage
digital technology to create added value. Such innovations can include the use of short
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videos as a promotional medium, the use of live shopping, collaborations with influencers,
affiliate marketing programs, and the use of artificial intelligence technology in customer
service through chatbots. These various innovations enable SMEs to compete with larger
companies.

To develop MSMEs, government support plays a crucial role in accelerating their
digital transformation. Various programs—such as digital literacy training, digital
marketing mentoring, facilitation of product certification, and the integration of MSMEs
into marketplace ecosystems—are strategic steps to enhance business competitiveness. In
addition to the government, collaboration with universities, business communities,
technology companies, and digital platforms is also necessary to ensure MSMEs gain
access to knowledge, technology, and broader markets (OECD, 2024). Synergy among
stakeholders will accelerate the digitization process while strengthening the resilience of
MSME:s in the face of changes in the business environment.

Digital marketing is not merely a promotional tool; it has become a business strategy
that plays a crucial role in the development of MSME:s in the digital economy era. Digital
marketing enables MSMEs to expand their markets, improve marketing cost efficiency,
build brand image, strengthen customer relationships, utilize data as a basis for decision-
making, and enhance business competitiveness. Therefore, the success of SMEs’ digital
transformation requires a combination of technology adoption, human resource
development, marketing innovation, and support from a sustainable digital ecosystem.
With the right strategy, digital marketing can be a key driver in fostering SME growth while
increasing their contribution to national economic development.

Effective Digital Marketing Strategies for SMEs

Digital transformation has changed the way businesses market their products and
build relationships with consumers. Shifts in consumer behavior—as people become
increasingly reliant on the internet—have made digital marketing no longer just a
supplementary strategy, but a key necessity for enhancing business competitiveness. For
Micro, Small, and Medium Enterprises (MSMESs), implementing the right digital marketing
strategies can expand market reach, increase brand awareness, strengthen customer loyalty,
and drive sales growth (Kotler et al., 2021). However, the success of digital marketing is
not determined solely by an MSME’s presence on digital platforms, but also by its ability
to select and integrate various marketing strategies in line with product characteristics,
target markets, and consumer behavior.

First, the use of social media (social media marketing). Platforms such as Instagram,
Facebook, TikTok, YouTube, and WhatsApp Business have become the primary channels
people use to search for product information, compare prices, read reviews, and even make
purchases. According to Tuten and Solomon (2023), social media serves not only as a
promotional tool but also as a two-way communication channel that enables companies to
build long-term relationships with customers. For SMEs, social media is a relatively
inexpensive and user-friendly option that has the potential to reach a wide range of
consumers.

The effectiveness of social media marketing is heavily influenced by the quality of
the content published. Content that is engaging, informative, relevant, and consistent will
increase user engagement, thereby increasing the likelihood of a purchase. Types of content
that can be utilized include high-quality product photos, demonstration videos, live streams,
customer stories, and educational content about product benefits. Additionally, the use of
interactive features such as polls, Q&A sessions, and comments can boost customer
participation, thereby strengthening the relationship between businesses and consumers
(Kotler et al., 2021).
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Second, content marketing—a marketing approach focused on providing valuable
information to consumers. Unlike promotions that merely highlight products, content
marketing aims to build trust by sharing useful information. For example, SMEs in the
culinary sector can create content about tips for selecting high-quality ingredients, while
fashion SMEs can share information about clothing trends or how to coordinate outfits.
According to Chaffey and Ellis-Chadwick (2022), content marketing is an effective
strategy for enhancing brand credibility because consumers tend to trust businesses that can
provide solutions to their needs.

Third, search engine optimization (SEO) is a crucial strategy for MSMEs that have a
website or online store. SEO is the process of optimizing content so it can be easily found
through search engines like Google. This strategy involves using relevant keywords,
creating a well-structured website, improving page loading speed, and providing high-
quality content. Websites that appear on the first page of search results have a greater
chance of being visited by potential customers compared to those on subsequent pages
(Chaffey & Ellis-Chadwick, 2022). Therefore, SEO is a long-term investment that can
boost product visibility without having to rely solely on paid advertising.

Fourth, the use of marketplaces as digital sales channels. In Indonesia, platforms such
as Shopee, Tokopedia, Lazada, Blibli, and TikTok Shop have become an important part of
the e-commerce ecosystem. Marketplaces offer various features that make life easier for
SMEs, ranging from secure payment systems, logistics services, and promotional features
to sales data analytics. According to the OECD (2021), leveraging digital platforms can
help SMEs overcome market access limitations while improving operational efficiency.
The integration of social media and marketplaces also allows consumers to make purchases
immediately after seeing product promotions, thereby shortening the purchasing decision
process.

In addition, email marketing remains an effective strategy for maintaining
relationships with customers. Although the popularity of social media continues to rise,
email still has a high level of effectiveness in conveying personalized information, such as
special promotions, new product launches, and customer loyalty programs. Email
marketing allows businesses to segment customers based on purchase history, age, location,
or specific preferences, making the messages more relevant (Ryan, 2020). Consequently,
the likelihood of customers making repeat purchases also increases.

Advances in digital technology are encouraging MSMEs to take advantage of digital
advertising or paid digital ads. Platforms such as Meta Ads (Facebook and Instagram Ads),
Google Ads, and TikTok Ads allow business owners to target specific audiences based on
location, age, gender, interests, and even consumer behavior. The advantage of digital
advertising lies in its ability to reach consumers more precisely than conventional
advertising. Additionally, ad effectiveness can be measured in real time through metrics
such as impressions, click-through rate (CTR), conversion rate, and cost per acquisition
(CPA) (Chaffey & Ellis-Chadwick, 2022). This data serves as the basis for evaluating and
improving the effectiveness of future marketing campaigns.

Influencer marketing is an increasingly popular digital marketing strategy.
Influencers are individuals with a large following on social media who can influence their
audience’s purchasing decisions. For SMEs, collaborating with micro-influencers is often
more effective than working with macro-influencers because micro-influencers have a
closer relationship and higher level of trust with their followers. Product recommendations
from influencers are perceived as more authentic, thereby enhancing brand credibility and
driving purchasing decisions. However, influencer selection must align with product
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characteristics and the target market to ensure marketing campaigns yield optimal results
(Tuten & Solomon, 2023).

In addition to leveraging various digital platforms, SMEs need to implement data-
driven marketing strategies. Various digital platforms provide analytics features that can
be used to understand customer behavior, such as the number of visits, access times, the
most popular products, and sales conversion rates. This information enables business
owners to develop more targeted marketing strategies. Kotler et al. (2021) explain that
modern marketing no longer relies solely on intuition but must be supported by the use of
data and technology to ensure more accurate business decisions. Therefore, the ability to
read and interpret data is a critical competency that SME owners must possess.

The success of digital marketing strategies is influenced by the ability of SMEs to
create a positive customer experience. Today’s consumers not only evaluate product quality
but also consider the ease of the purchasing process, response speed, transaction security,
and after-sales service. The use of chatbots, customer service via WhatsApp Business,
shipment tracking systems, and quick responses to customer complaints are all forms of
service that can boost customer satisfaction and loyalty. Positive customer experiences will
drive electronic word-of-mouth, which contributes to increased sales (Kotler et al., 2021).

An effective digital marketing strategy for SMEs is a combination of various
complementary approaches, including the use of social media, content marketing, SEO,
marketplaces, email marketing, digital advertising, influencer marketing, and data-driven
marketing. This strategy must be implemented in an integrated manner and tailored to the
business’s characteristics in order to deliver optimal results. The success of digital
marketing is not only measured by an increase in the number of visitors or followers on
social media, but also by the strategy’s ability to boost sales, strengthen customer loyalty,
build brand image, and create a sustainable competitive advantage. Therefore, SMEs need
to continuously improve their digital capabilities, keep up with technological
developments, and periodically evaluate their digital marketing performance to remain
competitive in an increasingly dynamic digital economy.

4. CONCLUSION

Based on the results of this discussion, it can be concluded that digital marketing is
one of the strategic factors in the development of MSMEs in the digital economy era. The
implementation of appropriate, innovative, and data-driven digital marketing strategies not
only contributes to increased sales but also strengthens competitiveness, expands market
access, and supports business sustainability. Therefore, MSMEs need to continuously
improve their ability to adapt to developments in digital technology and changes in
consumer behavior in order to optimally capitalize on digital economic opportunities.

Under these circumstances, digital marketing has become a crucial strategy for Micro,
Small, and Medium Enterprises (MSMEs) to enhance competitiveness, expand market
reach, and drive sales growth. The use of various digital platforms—such as social media,
marketplaces, websites, search engines, and communication apps—enables MSMEs to
reach a wider audience at a relatively low cost. Additionally, digital marketing facilitates
two-way communication with customers, strengthens brand image, increases customer
loyalty, and leverages data as the basis for marketing decisions.

Effective digital marketing strategies for SMEs depend not only on the use of
technology, but also on business owners’ ability to design integrated marketing strategies.
These strategies include social media marketing, content marketing, search engine
optimization (SEO), the use of marketplaces, digital advertising, email marketing,
collaborations with influencers, and data-driven marketing. Consistent implementation of
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these strategies can increase product visibility, expand market share, strengthen customer
relationships, and boost sales conversions.
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