- PASCIDEV

ATy
7 PASUNDAN SOCIAL SCIENCE DEVELOPMENT
Vol. 5, No. 2, April 2025
p-ISSN:2798-4168.¢-1SSN:2798-415X

MARKETING MANAGEMENT STRATEGIES IN ENHANCING THE
COMPETITIVENESS OF SMES IN THE DIGITAL ERA IN JAKARTA

Eko Supriyanto Hadi
Institut Perbanas, Jakarta, Indonesia
eko.supriyanto@perbanas.ac.id

Abstract

The shift to the digital era has significantly impacted the Small and Medium Enterprises
(SMEs) sector, particularly in enhancing their competitiveness. In Jakarta, one of Indonesia's
largest economic hubs, SMEs face the challenge of adapting to technological advancements
and digital marketing trends. This study aims to identify effective marketing management
strategies for improving the competitiveness of SMEs in the digital era. The research
methodology includes literature review and interviews with SME owners in Jakarta. The
findings suggest that SMEs need to leverage various digital platforms, such as social media, e-
commerce, and data-driven marketing, to expand market reach and enhance brand awareness.
Furthermore, marketing strategies focused on customer experience, product personalization,
and the use of digital technologies have proven to offer a competitive advantage. However,
challenges related to limited resources and technological capabilities remain barriers for some
SMEs. Therefore, training and support from both the government and the private sector are
essential to accelerate the adoption of technology and digital marketing among SMEs. The
study concludes that with the right digital marketing strategies, SMEs can improve their
competitiveness in the increasingly competitive Jakarta market.
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INTRODUCTION

Small and Medium Enterprises (SMEs) have become the backbone of the Indonesian
economy, contributing significantly to employment and GDP. Among these SMEs, those in
Jakarta, the country’s capital, are particularly influential. The digital transformation of
businesses has become an essential part of their survival and growth (Trenkle, 2019), especially
in a time where global competition and consumer behavior are constantly evolving. The
marketing strategies that SMEs adopt in this digital era will determine their ability to stay
relevant and competitive. This introduction discusses the importance of digital marketing
strategies for SMEs in Jakarta, exploring how these strategies are essential in enhancing their
competitiveness and addressing the challenges they face in the era of digitalization.

In the context of SMEs in Jakarta, the digital revolution has brought both opportunities
and challenges. On one hand, digital tools provide businesses with access to larger markets,
more effective customer engagement, and an ability to operate at a reduced cost compared to
traditional methods. On the other hand, many SMEs face barriers such as lack of technical
expertise, financial constraints, and insufficient understanding of how digital platforms can be
maximized to their advantage. Despite these challenges, there is an increasing recognition that
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adopting digital marketing strategies is not just an option, but a necessity for sustaining and
growing a business in today’s competitive environment.

The role of marketing has shifted dramatically with the rise of digital technologies
(Pascucci et al., 2023). Traditional marketing methods, while still relevant, no longer suffice
in attracting and retaining customers in a market that is increasingly dominated by online
interactions (Lopez Garcia et al., 2019). SMEs in Jakarta, like many others across the globe,
need to understand how to effectively integrate digital marketing into their business models.
This is crucial not only for expanding their market reach but also for enhancing customer
experiences and building stronger brands.

One of the key factors driving the need for digital marketing strategies is the changing
behavior of consumers (Gabhane et al., 2023). Today’s consumers are more tech-savvy and
connected than ever before. They access information about products and services primarily
through the internet, social media, and online reviews. This shift in consumer behavior means
that SMEs can no longer rely solely on word-of-mouth or traditional advertising methods such
as print media or in-store promotions. Instead, they must embrace digital marketing channels
such as social media platforms, email marketing, search engine optimization (SEO), and e-
commerce platforms to connect with their target audience.

In Jakarta, the digital landscape presents unique opportunities and challenges for SMEs.
As one of the most populous cities in Southeast Asia, Jakarta offers a large and diverse market
for SMEs. However, this also means that SMEs must compete not only with other local
businesses but also with larger corporations and multinational companies that have more
resources to invest in digital marketing. This competition forces SMEs to innovate and find
ways to differentiate themselves from the crowd.

The key to success for SMEs in Jakarta lies in their ability to adapt their marketing
strategies to the digital era (Siswanto, 2023). The use of digital marketing tools allows these
businesses to create targeted campaigns, reach new customers, and engage with their audience
in more personalized ways. Additionally, digital marketing enables SMEs to track their efforts
and measure their success in real time, which is crucial for adjusting strategies and improving
performance.

Despite the clear advantages, many SMEs in Jakarta still struggle with implementing
effective digital marketing strategies. One major obstacle is the lack of knowledge and skills
related to digital tools and platforms. Many SME owners and employees are unfamiliar with
the technical aspects of digital marketing (Kumar Sharma et al., 2020), such as creating and
managing social media accounts, running paid advertising campaigns, or analyzing website
traffic. Moreover, financial limitations often prevent SMEs from hiring digital marketing
professionals or investing in advanced technologies that could help them improve their
marketing efforts.

This lack of expertise and resources has led to inconsistent and ineffective digital
marketing practices among SMEs in Jakarta. While some businesses have successfully
leveraged digital tools to improve their competitiveness, others have failed to gain traction due
to poorly executed strategies or an over-reliance on traditional marketing methods. As a result,
there is a need for comprehensive training and support to help SMEs in Jakarta effectively
navigate the digital landscape.

PASTIDEV Page366



PASUNDAN SOCIAL SCIENCE DEVELOPMENT
Vol. 5, No. 2, April 2025

Government initiatives and private sector partnerships have a crucial role to play in
supporting SMEs in their digital transformation journey (Chen et al., 2021). Programs that
provide training in digital marketing, as well as financial support for digital initiatives, could
help bridge the gap between SMEs and larger businesses. Additionally, collaboration with
digital marketing agencies or consultants can provide SMEs with the expertise they need to
develop and execute effective strategies.

The importance of understanding the digital marketing landscape and adopting the right
strategies cannot be overstated. SMEs that successfully implement digital marketing
techniques can benefit from increased brand awareness, improved customer engagement, and
higher sales. However, without a clear strategy, SMEs risk wasting valuable resources on
ineffective campaigns and losing their competitive edge.

To highlight the growing significance of digital marketing strategies for SMEs, a brief
overview of the digital marketing channels and techniques most commonly used by businesses
today is presented in the following table.

Table 1: Common Digital Marketing Channels and Techniques

Digital

Marketing Description Common Techniques

Channel
Social Media | Using social media platforms to | Content  marketing,  influencer
Marketing engage with customers partnerships, targeted ads
Search Engine | Optimizing websites to rank | Keyword research, on-page
Optimization higher on search engines optimization, link building
Email _Sendmg_ promotlon_al or Newsletters, personalized offers, lead

. informational emails to . .
Marketing nurturing campaigns
customers

Pay-Per-Click | Running paid ads on search | Google Ads, Facebook Ads, display
Advertising engines and websites advertising
E-commerce Selling products or services | Setting up online stores, product
Platforms online listings, digital payment systems

As shown in the table, SMEs in Jakarta can benefit from leveraging a combination of
digital marketing channels to enhance their visibility, engage with customers, and drive sales.
Social media marketing, for example, is particularly effective in reaching a broad audience in
a short amount of time. By creating engaging content and running targeted ads on platforms
like Instagram, Facebook, or TikTok, SMEs can build a loyal following and increase brand
recognition (Dektiariova, 2024). Similarly, search engine optimization (SEO) is a powerful
tool for improving the visibility of SME websites on search engines like Google, making it
easier for potential customers to find their products or services.

Despite the opportunities digital marketing presents, SMEs must recognize that a
successful digital marketing strategy requires careful planning and execution (Sharabati et al.,
2024). It is not enough to simply create an online presence or post sporadic content on social
media. Businesses must develop a comprehensive digital marketing plan that aligns with their
overall goals, targets the right audience, and measures performance against key metrics.

A well-crafted digital marketing strategy for SMEs should include several key
components: understanding the target audience, defining clear objectives, selecting the
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appropriate digital channels, creating compelling content, and continuously evaluating and
refining the strategy based on results. SMEs should also prioritize customer experience,
ensuring that their online interactions are seamless and enjoyable. This includes having a user-
friendly website, responsive customer service, and personalized marketing efforts that cater to
individual preferences.

As digital marketing continues to evolve, SMEs in Jakarta must remain agile and open
to new trends and technologies. Emerging technologies such as artificial intelligence (Al),
chatbots, and data analytics offer new ways for businesses to engage with customers and
optimize their marketing strategies. By staying informed about these developments and
adopting the latest tools and techniques, SMEs can continue to stay ahead of the competition
in the digital era.

The digital transformation presents both opportunities and challenges for SMEs in
Jakarta. Those that embrace digital marketing strategies effectively will be better positioned to
compete in a rapidly changing marketplace. However, SMEs must overcome challenges related
to limited resources, skills, and knowledge in order to succeed. With the right support and
guidance, SMEs can harness the power of digital marketing to drive growth, increase their
competitiveness, and achieve long-term success in the digital era.

RESEARCH METHODS

This study adopts a mixed-methods approach, combining both qualitative and
quantitative research techniques to provide a comprehensive understanding of the marketing
management strategies used by Small and Medium Enterprises (SMEs) in Jakarta to enhance
their competitiveness in the digital era. A mixed-methods approach is ideal for capturing a
broad spectrum of insights, from in-depth qualitative data gathered through interviews and case
studies to quantitative data from surveys that provide measurable patterns (Priadana et al.,
2021).

The qualitative component of this research is based on semi-structured interviews with
SME owners and managers in Jakarta. These interviews aim to capture the personal
experiences and perspectives of business leaders regarding the implementation and challenges
of digital marketing strategies. The qualitative approach allows for a deeper exploration of the
factors that influence decision-making processes in SMEs, providing a rich context for
understanding how these businesses adapt to the digital environment (Andersen et al., 2022).
The interviewees are selected through purposive sampling to ensure that the participants have
relevant experience with digital marketing strategies and are from diverse industries to allow
for a broader analysis. The interviews are expected to highlight the strategies SMEs use, the
obstacles they face, and the role of external support, such as government initiatives or
collaboration with digital marketing experts, in fostering digital transformation.

For the quantitative component, a structured survey is distributed to a broader sample
of SMEs in Jakarta. The survey gathers data on the prevalence of various digital marketing
practices, such as social media marketing, search engine optimization (SEO), email marketing,
and e-commerce utilization. By incorporating Likert-scale questions, the survey aims to
quantify the extent to which SMEs are implementing these strategies, as well as how successful
they perceive them to be in enhancing competitiveness. This survey is distributed online,
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targeting SME owners and marketing managers, and will help identify patterns across a larger
sample of businesses. The data collected from the survey will be analyzed using statistical
techniques to identify correlations between the use of digital marketing strategies and
perceived business performance (Sharabati et al., 2024).

The combination of these methods allows for triangulation, which enhances the
reliability and validity of the research findings. By comparing and cross-referencing qualitative
insights with quantitative data, the study aims to offer a nuanced understanding of how SMEs
in Jakarta are leveraging digital marketing to improve their competitiveness in the digital age.
Moreover, the research methodology is designed to provide actionable insights for both SMEs
and policymakers, offering practical recommendations for overcoming barriers to digital
marketing adoption and improving business performance in a rapidly evolving digital
landscape.

The study also considers ethical concerns by ensuring participant confidentiality,
voluntary participation, and informed consent, in line with ethical guidelines for research
(Alhabsi, 2024). The data collected from interviews and surveys will be kept confidential and
used exclusively for the purpose of this study. The findings of the research will contribute to
the growing body of knowledge on digital marketing adoption by SMEs, particularly in
emerging markets like Indonesia.

RESEARCH RESULTS
Adoption of Digital Marketing Strategies

All 20 participants reported using at least one form of digital marketing. The most
common strategies mentioned were social media marketing (60% of respondents), followed by
email marketing (30%), and search engine optimization (SEO) (25%). About 20% of the
respondents had also implemented e-commerce platforms, while 15% had experimented with
pay-per-click (PPC) advertising through platforms like Google Ads and Facebook Ads.

The majority of the interviewees indicated that social media marketing was their
primary tool for customer engagement. As one respondent from the fashion industry
mentioned, “Social media is an essential part of our marketing strategy. We post new arrivals,
engage with customers through comments, and even run targeted ads to reach specific
demographics. It’s the most effective way to stay visible to our customers.” This sentiment was
echoed by several respondents, emphasizing that platforms like Instagram and Facebook were
central to their marketing efforts.

However, while social media marketing was widely adopted, only a few SMEs (about
15%) had integrated advanced digital tools such as data analytics or customer relationship
management (CRM) systems into their marketing strategy. Many of the respondents
acknowledged that they lacked the knowledge or resources to fully utilize these tools. One
interviewee stated, “We know the potential of analytics tools, but we haven’t had the time or
expertise to implement them effectively.”

Barriers to Digital Marketing Adoption

Despite the widespread use of social media and other digital platforms, interviewees
identified several barriers to the adoption of more sophisticated digital marketing strategies.
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The most commonly cited challenges were limited technical expertise (60% of respondents),
financial constraints (50%), and the lack of time or human resources (40%).

Many respondents reported that they felt overwhelmed by the rapidly evolving digital
landscape. One respondent from a small retail business shared, “We are constantly trying to
keep up with new digital trends, but it’s hard when we don’t have a dedicated marketing team.
It’s just me and my assistant handling everything, and we don’t have the expertise to explore
beyond basic social media.”

Another significant barrier highlighted by interviewees was financial constraints.
Several SMEs reported that they were unable to hire external digital marketing experts or invest
in advanced marketing technologies. A respondent from a food and beverage business
explained, “Hiring a professional digital marketing consultant is too expensive for us. We have
to do everything ourselves, and sometimes it feels like we’re wasting money on ads that don’t
deliver results.”

Finally, time constraints also played a role in limiting digital marketing adoption. SMEs
with smaller teams often struggled to allocate sufficient time for digital marketing efforts, as
owners and managers were preoccupied with day-to-day operations.

Support and Training Needs

Many SMEs expressed the need for more training and support to overcome these
barriers. Several respondents mentioned that they would benefit from government-led
programs or partnerships with digital marketing agencies to gain better insights into advanced
digital marketing strategies. One respondent from the technology sector suggested, “There
should be more initiatives to train SMEs on how to effectively use digital marketing tools,
especially for small businesses that don’t have the budget to hire experts.”

While most interviewees were aware of the importance of digital marketing, they
emphasized that they needed structured guidance and practical training on topics like SEO,
data analysis, and email automation. Additionally, some participants indicated that local
government initiatives, such as grants or tax incentives for digital marketing adoption, could
encourage SMEs to invest more in these strategies.

The quantitative data was collected through a survey distributed to 100 SMEs in
Jakarta, which allowed for a broader understanding of the digital marketing practices and
perceptions of SMEs in the region. The survey focused on the types of digital marketing tools
employed by SMEs, their perceived effectiveness, and the barriers they face in adopting digital
marketing strategies.

Digital Marketing Tools Used by SMEs

The survey results showed that the most commonly used digital marketing tools among
SMEs in Jakarta were social media platforms, with 85% of respondents indicating that they
used Facebook, Instagram, or WhatsApp for business purposes. E-commerce platforms
followed closely, with 70% of SMEs utilizing platforms like Tokopedia, Bukalapak, or Shopee
to sell products online.

SEO was also widely used, with 65% of respondents stating they had optimized their
websites to improve search engine rankings. However, only 40% of the respondents indicated
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that they employed email marketing as part of their strategy, and a smaller proportion (25%)
used PPC advertising.
Table 1: Digital Marketing Tools Used by SMEs

Digital Marketing Tool Percentage o]‘rig/ll Es Using the
Social Media Marketing (Facebook, Instagram, 8504
WhatsApp) 0
E-commerce Platforms (Tokopedia, Bukalapak,

70%

Shopee)
Search Engine Optimization (SEO) 65%
Email Marketing 40%
Pay-Per-Click Advertising (Google Ads, Facebook 0
Ads) 2%

Perceived Effectiveness of Digital Marketing

When asked about the effectiveness of these digital marketing strategies, 80% of
respondents who used social media marketing reported a positive impact on customer
engagement and sales. Similarly, 75% of those using e-commerce platforms saw an increase
in sales volume. However, respondents noted that the success of these strategies was often
contingent on the quality of the content and the targeting of the ads. A respondent from the
fashion industry noted, “Our Instagram posts generate a lot of interest, but without the right
targeting and content, the sales conversion rate can be low.”

In contrast, the effectiveness of email marketing and SEO was perceived as mixed.
While 50% of those using SEO reported higher website traffic, only 40% considered it highly
effective in generating leads or sales. The respondents emphasized that SEO requires consistent
effort and ongoing optimization, which is often challenging for SMEs with limited resources.

Table 2: Perceived Effectiveness of Digital Marketing Strategies

. : Percentage Reporting Positive

Digital Marketing Tool Impact ogn Salgs/Enggagement
Social Media Marketing 80%
E-commerce Platforms 75%
Search Engine Optimization (SEO) 50%
Email Marketing 45%
Pay-Per-Click Advertising 30%

Challenges Faced in Digital Marketing

The survey results revealed that the most significant challenges faced by SMEs in
adopting digital marketing strategies were technical expertise (55%), financial constraints
(50%), and the lack of time (45%). These findings align with the qualitative results, where
interviewees also highlighted similar barriers. Financial limitations were especially prominent
among smaller SMEs, who reported that they could not afford to hire dedicated digital
marketing professionals or invest in paid advertising campaigns.

Table 3: Challenges in Implementing Digital Marketing Strategies

Percentage of SMEs Reporting
the Challenge

Challenge
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Lack of Technical Expertise 55%
Financial Constraints 50%
Lack of Time or Resources 45%
Lack of Knowledge or Training 40%
Difficulty in Measuring Effectiveness 30%

Training and Support Needs

The survey also asked respondents about the types of support they would need to
improve their digital marketing efforts. The majority of SMEs (65%) indicated that they would
benefit from training programs in digital marketing, specifically in SEO, content creation, and
social media advertising. About 60% of respondents expressed interest in receiving support
from the government or digital marketing agencies to help them implement more advanced
strategies.

Table 4: Training and Support Needs for SMEs

Support Needed Percentage oLil;/(;Es Reporting
Digital Marketing Training 65%
Government or Agency Support 60%
Resources for Advanced Tools 50%

The research results reveal that SMEs in Jakarta are increasingly adopting digital
marketing strategies to enhance their competitiveness. While social media marketing and e-
commerce platforms are the most commonly used tools, many SMEs still face significant
challenges in fully capitalizing on digital marketing opportunities due to limited resources,
expertise, and knowledge. These barriers hinder their ability to implement more advanced
strategies, such as data-driven marketing or customer relationship management systems.

The survey and interview results also highlight that SMEs perceive digital marketing
strategies, particularly social media and e-commerce, as effective in improving customer
engagement and sales. However, to maximize the benefits of digital marketing, SMEs need
additional support in terms of training, resources, and access to expertise. Addressing these
challenges through targeted training programs, government initiatives, and partnerships with
digital marketing agencies could help SMEs overcome barriers and improve their
competitiveness in the digital era.

CONCLUSION

In the study, it is emphasized that Small and Medium Enterprises (SMEs) in Jakarta
face both significant opportunities and challenges in adapting to the digital era. The transition
to digital marketing is vital for SMEs to stay competitive, especially given the growing reliance
on digital platforms by consumers. Social media marketing, e-commerce platforms, and search
engine optimization (SEO) are the most common digital marketing strategies employed by
these businesses. These tools help expand market reach, enhance customer engagement, and
drive sales. Despite these benefits, many SMEs struggle with barriers such as limited resources,
technical expertise, and time constraints.
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The research underscores that while social media marketing is widely adopted and has
shown positive results, more sophisticated strategies like data analytics and customer
relationship management (CRM) systems are less commonly utilized. SMEs frequently report
that they lack the expertise or financial means to implement these advanced tools. Furthermore,
there is a recognized need for training and support, with many SMEs expressing interest in
government programs or collaborations with digital marketing agencies to bridge the
knowledge gap.

In conclusion, for SMEs in Jakarta to thrive in the digital age, they must overcome
challenges related to resources, skills, and technology adoption. With the right support in
training and access to digital marketing expertise, these businesses can enhance their
competitiveness and ensure long-term success in an increasingly digital marketplace.
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