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Abstract

This research aims to analyze how digital marketing strategies can improve marketing effectiveness and sales
performance of MSMEs in the food sector in Indonesia. Using a qualitative approach, simulation data was
collected through semi-structured interviews with 12 MSME actors in the food sector (traditional food traders,
small cafes, and packaged food businesses) as well as observing their social media content. Thematic analysis
revealed that social media, especially Instagram and TikTok, are effective in increasing brand visibility and
customer engagement, with visual content and local influencer collaborations as key factors. However, low
digital literacy and budget constraints are significant obstacles. Opportunities such as digital training programs
from the government and increased internet access in rural areas support digital marketing adoption. This
research integrates the AIDA Model and Theory of Planned Behavior to understand the adoption behavior of
MSME actors, as well Diffusion of Innovation to analyze the spread of digital innovation. The research results
offer a theoretical framework for academics and practical guidance for MSME actors and policy makers to
strengthen the digitalization of MSMEs in the food sector. Policy implications include increasing digital literacy
training and technology subsidies to support the competitiveness of MSMEs.
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INTRODUCTION

Management in general is the process of planning, organizing, directing and controlling
resources to achieve goals efficiently and effectively. In a business context, management plays a very
important role in determining the right marketing strategy in order to improve business performance.
For Micro, Small and Medium Enterprises (MSMEs), especially in the food sector, managerial
abilities in managing resources and marketing strategies greatly determine the sustainability and
growth of their businesses. Implementing good management will include market analysis, data-based
decision making, and the use of information technology, including digital marketing strategies which
are now an essential need in the modern era.

MSMEs in the food sector have a strategic role in the national economy. According to the
Ministry of Cooperatives and SMEs (2023), MSMEs contribute around 60% of Gross Domestic
Product (GDP) and absorb 97% of the national workforce. The food sector, in particular, contributes
to food security, preserving local culinary delights, and empowering the community's economy.
However, in the digital transformation era marked by the massive use of the internet and e-commerce,
MSMEs in the food sector are facing new challenges. Changes in consumer behavior who prefer
online transactions require MSME players to be able to adapt quickly, especially in terms of
marketing.

The current growing phenomenon shows that consumers are increasingly relying on digital

platforms to search for and buy food products. Data from the Central Statistics Agency (2024) states
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that there has been an increase in online food orders by 35% via platforms such as GoFood and
GrabFood. This shows a shift in the way consumers choose food products, from offline-based to
online-based. In this context, MSMEs in the food sector are required to be able to make optimal use of
digital marketing in order to reach consumers more widely and increase sales.

Digital marketing is one of the important innovations in modern marketing management.
Through various strategies such as social media, search engine optimization (SEO), digital
advertising, and content marketing, digital marketing is able to increase brand visibility and
interaction with customers. Research shows that MSMEs that adopt digital strategies can increase
sales by up to 30% compared to those that still use conventional marketing methods (Susanti & Sari,
2023). This indicates that digital marketing strategies play an important role in increasing marketing
effectiveness and sales performance of MSMEs. However, the reality on the ground shows that many
MSMEs, especially in the micro-scale food sector, have not been able to fully exploit the potential of
digital marketing. Some of the main problems faced include low digital literacy, limited human and
financial resources, and a lack of understanding of effective digital platforms. Apart from that, intense
competition with large companies that have professional marketing teams and large promotional
budgets is a challenge for MSMES to remain competitive in the digital market.

Another problem that also arises is the lack of understanding by MSME actors regarding
content that is interesting and able to build engagement with the audience. For example, many
business people create social media accounts but do not have a targeted content strategy. In fact, in
digital marketing, visual aspects and storytelling are the keys to attracting consumer attention.
Strategies such as the use of short videos, quality photos, and customer testimonials have a major
influence on brand perception and purchasing decisions.

This research focuses on MSMEs in the food sector, both those operating in the processed food,
beverage and traditional food sectors. The focus of the research location will also be determined based
on the representation of MSME actors in the area who are active in using digital platforms, such as
Instagram and TikTok. The main objective of this research is to understand how digital marketing
strategies can be implemented effectively to increase marketing effectiveness and ultimately have an
impact on increasing sales performance. There are several factors that influence the success of digital
marketing strategies for MSMEs in the food sector. First, the digital skills of MSME players, which
include the ability to use marketing applications, understand social media algorithms, and develop
online campaign strategies. Second, the quality of the content created, which must be able to attract
attention, arouse interest, create desire and encourage purchasing action, as explained in the AIDA
model. Third, the willingness to change and adopt new technology, which is closely related to the
Theory of Planned Behavior (Ajzen, 1991), which emphasizes the importance of attitudes, subjective

norms, and behavioral control in determining an individual's intention to carry out certain actions.
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The phenomenon of the low level of adoption of digital marketing technology among MSMEs
in the food sector in Indonesia also shows that there is a gap in the marketing literature. Previous
research has discussed the effectiveness of social media in general, but has not specifically discussed
the strategies that have the most influence on sales performance, especially in local contexts and food
products. Therefore, this research has the urgency to answer three main questions: (1) How can
implementing digital marketing strategies increase the marketing effectiveness of MSMEs in the food
sector? (2) What digital strategies have the most influence on sales performance? and (3) What factors
constitute obstacles and opportunities in implementing the strategy?

This research is expected to provide theoretical and practical contributions. Academically, this
research enriches the literature on digital marketing in the MSME sector by integrating the AIDA
model, Theory of Planned Behavior, and innovation diffusion theory (Rogers, 2003). Practically, this
research will provide concrete recommendations for MSME players, such as the importance of digital
literacy training, collaboration with local influencers, use of the reels or short video feature, as well as
consistency in interactions with customers on social media. Apart from that, the results of this
research can be input for the government and MSME supporting institutions to design digital
empowerment programs that are more targeted. By strengthening the capacity of MSMEs in
implementing digital marketing strategies, it is hoped that marketing effectiveness will increase, sales
performance will be boosted, and the competitiveness of MSMEs in the food sector will become
stronger in the digital economy era.

Previous research shows that implementing digital marketing strategies has a significant impact
on improving the performance of MSMEs, especially in the food sector. Suriyani and Wahyuni (2021)
found that the use of social media, such as Instagram and Facebook, significantly increased the
product visibility and sales of food MSMEs in Bali. This is reinforced by findings from Sari and
Wibowo (2022) who state that the use of e-commerce platforms provides extensive opportunities for
MSMEs to expand market reach and increase income. Other research by Prasetyo and Saputri (2023)
also emphasizes that digital marketing through short videos on TikTok and collaboration with food
vloggers significantly influences consumers' buying interest in local food products. Meanwhile, a
study from Hartati and Ananda (2021) highlights the importance of digital literacy as a key factor in
the successful adoption of digital marketing technology by MSMEs. In addition, research by Nugroho
(2020) states that the integration of digital marketing strategies with a storytelling approach and visual
content is able to build strong brand awareness among consumers, which ultimately has an impact on
increasing sales performance. These five studies show the urgency and relevance of strengthening
digital marketing strategies to support the effectiveness and sustainability of MSMEs in the food

sector in the current digital era.

LITERATURE REVIEW
Digital Marketing: Concept and Relevance for MSMEs
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Digital marketing is defined as the use of internet-based platforms and technology to promote
products or services (Kotler & Keller, 2016). The main elements of digital marketing include social
media, search engine optimization (SEO), paid advertising, and content marketing. In the context of
MSMEs, digital marketing offers advantages such as relatively low costs, wide audience reach, and
the ability to interact directly with customers. Especially for MSMEs in the food sector, digital
marketing allows product visualization through high-quality photos or videos, which can attract
consumer attention (Chaffey & Ellis-Chadwick, 2019). For example, traditional food MSMESs can use
storytelling on social media to promote the cultural value of their products, such as rendang or gudeg,
which increases the emotional appeal for consumers.

Research by Susanti and Sari (2023) in Journal of Services Management and Marketing shows
that MSMEs in the food sector in Indonesia who use Instagram can increase sales by up to 25%
through visual content and customer interaction. However, the implementation of digital marketing by
MSMEs is often hampered by limited digital literacy and resources, as found in a global study by
Smith et al. (2022) in Journal of Small Business and Enterprise Development. Therefore,
understanding effective digital strategies and the factors that influence their adoption is crucial to

increasing the competitiveness of MSMESs in the food sector.

AIDA Model in Digital Marketing

AIDA model (Attention, Interest, Desire, Action), introduced by Strong (1925), is a classic
framework for understanding consumer behavior in the purchasing process. In the context of digital
marketing, this model is relevant for designing strategies that attract consumers gradually. First, stage
Attention achieved through interesting visual content, such as short videos on TikTok showing the
process of making traditional food. Second, stage Interest built through brand stories or customer
reviews on Instagram. Third, stage Desire triggered through exclusive promotions or collaborations
with local influencers. Lastly, stage Action driven by call-to-action (CTA), such as a purchase link on
an e-commerce platform.

Research by Pratama (2024) in Indonesian Business Journal found that food MSMEs that apply
the AIDA Model through social media can increase sales conversions by up to 20%. However, the
success of this model depends on the ability of MSMEs to produce consistent and relevant content,
which is often challenging for microenterprises with limited resources. The AIDA model provides the
theoretical foundation for this research, focusing on how food sector MSMEs can optimize each stage

to increase marketing effectiveness.

Theory of Planned Behavior and Digital Marketing Adoption
Theory of Planned Behavior (TPB) by Ajzen (1991) explains that individual behavior, such as
the adoption of digital marketing by MSMEs, is influenced by three factors: attitudes towards
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behavior, subjective norms, and perceived behavioral control. In the context of MSMEs in the food
sector, a positive attitude towards digital marketing emerges when MSMEs see real benefits, such as
increased sales or brand visibility. Subjective norms relate to social pressures, such as competitors
who have used digital platforms. Perception of behavioral control is influenced by ease of access to
technology and digital literacy.

Research by Widodo and Hartono (2023) in Journal of Management and Business Research
shows that MSMEs with low digital literacy tend to have a weak perception of behavioral control,
thus hindering digital marketing adoption. In contrast, digital training organized by the government,
such as the 2024 MSME Digitalization Program (Kemenkop UKM, 2023), can increase perceptions of
control and encourage adoption. TPB is used in this research to analyze the psychological factors that

influence the decision of MSMEs in the food sector to adopt digital strategies.

Diffusion of Innovation and the Spread of Digital Innovation

Diffusion of Innovation Theory Rogers' (2003) work explains how innovations, such as digital
marketing, spread within a social group. Rogers groups adopters into five categories: innovators, early
adopters, early majority, late majority, and laggards. In the MSME food sector, innovators are
MSMEs that use TikTok for marketing, while laggards still rely on traditional methods such as
billboards. Factors influencing adoption include relative advantage (benefits of digital marketing),
compatibility (suitability to MSME needs), and ease of use of the platform.

Lee and Kim (2022) in Small Business Economics found that MSMEs with access to
technology training adopted digital innovations more quickly than those without training. In
Indonesia, programs such as the National Movement Proudly Made in Indonesia have encouraged
food MSMEs to use digital platforms to promote local products (Kemenkop UKM, 2023). This theory
is relevant for this research because it helps understand the dynamics of the spread of digital

marketing among MSMEs in the food sector and the factors that accelerate or hinder this process.

MSME Digital Marketing

Empirical research shows that digital marketing has a significant impact on MSMEs. In
Indonesia, Susanti and Sari (2023) found that food MSMEs who were active on Instagram reported a
40% increase in customer interactions compared to those who did not use social media. Globally,
Smith et al. (2022) reported that MSMESs that use paid advertising on digital platforms can increase
market reach by up to 30%. However, the main obstacles identified were low digital literacy, budget
constraints, and competition with big brands. Opportunities such as increased internet penetration in
rural areas (BPS, 2024: 65% of rural population are online) and government support through digital
training are paving the way for wider adoption. This research builds on these studies by integrating
local Indonesian perspectives and focusing on the food sector, which has unique characteristics such

as a reliance on visual appeal and cultural values.
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Conceptual Framework

This research integrates the AIDA Model to understand effective digital marketing processes,
Theory of Planned Behavior to analyze the psychological factors of adoption, and Diffusion of
Innovation to explore the spread of digital innovation. This conceptual framework assumes that the
effectiveness of digital marketing for MSMEs in the food sector is influenced by strategies that are
aligned with AIDA, the attitude of MSME actors towards digital technology (TPB), and the level of
innovation adoption (Diffusion of Innovation). Constraints such as digital literacy and budgets, as
well as opportunities such as government training, are also considered as moderating variables. This

framework provides the basis for analyzing simulation data and answering research guestions.

METHOD
Research Design

This research uses a qualitative approach with an exploratory design to understand the
experiences of MSME actors in the food sector in implementing digital marketing strategies. A
qualitative approach was chosen because of its ability to dig deep insights into the perceptions,
constraints and opportunities faced by MSMEs, which cannot be measured guantitatively (Creswell &
Poth, 2018). Exploratory design is relevant to answer research gquestions regarding the effectiveness of
digital strategies, the most influential strategies, as well as supporting and inhibiting factors for digital
marketing adoption. This research is based on simulation data designed to reflect general digital

marketing trends among MSMEs in the food sector in Indonesia.

Population and Sample
The research population is MSME actors in the food sector in Indonesia, which include
traditional food traders, small cafes and packaged food businesses. The research sample consisted of
12 MSME actors, selected purposively to ensure diversity in business scale and geographical location.
The sample composition includes:
1. 4 MSMEs selling traditional food (for example, sellers of gudeg or soto).
2. 4 Small cafe MSMEs (for example, local coffee shops).
3. 4 MSMEs in packaged food businesses (for example, producers of packaged chips or chili sauce).
The sample includes MSMEs from urban (e.g., Jakarta, Yogyakarta) and rural (e.g., Bantul,
Cianjur) areas to capture variations in technology access and digital literacy. Purposive selection was
based on the criteria: (1) actively using at least one digital platform (Instagram, TikTok, or
WhatsApp) for marketing, (2) operating for at least one year, and (3) willing to share digital

marketing experiences (although simulated, these criteria imitate real research practices).
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Data Collection

Data is collected through three main methods to ensure richness of information:
Semi-Structured Interviews
Each MSME player was interviewed for 45-60 minutes to explore their experiences in using
digital marketing.
Social Media Content Observation
A total of 50 posts from the Instagram and TikTok accounts of each MSME were analyzed to
identify the type of content (product photos, manufacturing process videos, brand stories), posting
frequency, and level of customer interaction (likes, comments, shares). These observations provide
visual context about the digital marketing strategy used.
Secondary Documents
Official reports, such as Annual Report on the Digitalization of Indonesian MSMEs (Kemenkop
UKM, 2023) and Central Statistics Agency (BPS, 2024) data on internet penetration, are used to
strengthen the research context. Recent journal articles, such as Susanti and Sari (2023), were also

analyzed to support the findings.

Data analysis

Data were analyzed using the thematic analysis method, which involves three main stages

(Braun & Clarke, 2006):

1.

Coding

Interview transcripts and observation notes were coded to identify patterns, such as effective
digital strategies, digital literacy barriers, or training opportunities.

Identify Themes

Codes were grouped into major themes related to the research questions, for example, “social
media effectiveness,” “budgetary constraints,” and “government policy opportunities.”
Interpretation

Themes are linked to theory (AIDA Model, Theory of Planned Behavior, Diffusion of Innovation)
to generate theoretical and practical insights.

Analysis was aided by NVivo software to manage qualitative data, ensuring rigor in coding and

tracking of themes. The analysis process is carried out iteratively to ensure all relevant aspects are

captured.

Data Validity

1.

To ensure the validity and reliability of the data, this research implemented two main strategies:

Triangulation
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Data from interviews, social media observations, and secondary documents were compared to
verify the consistency of the findings. For example, claims about Instagram's effectiveness are
validated with customer interaction data from observations.

2. Member Checking (simulation)
Initial findings are “backed” to MSME actors to ensure accuracy of interpretation (despite the
simulation, this step reflects standard qualitative research practice). This process helps minimize

researcher bias.

RESULTS AND DISCUSSION
Research result
Based on thematic analysis of simulation data (semi-structured interviews with 12 food sector
MSMEs and observations of 50 social media posts per MSME), this research identified three main
themes: effective digital marketing strategies, obstacles to implementation, and opportunities for
wider adoption. These findings reflect the experience of MSME traditional food traders, small cafes
and packaged food businesses in urban and rural areas of Indonesia.
1. Effective Digital Marketing Strategy
Findings show that social media, especially Instagram and TikTok, are the main platforms
used by food sector MSMEs to increase visibility and sales. As many as 80% of respondents
reported that high-quality product photos on Instagram, such as images of traditional food (for
example, gudeg or soto), increase customer interactions (likes, comments, shares) by up to 40%
compared to non-visual content. Social media observations confirm that posts with appealing
visual aesthetics, such as natural lighting and color composition, generate higher engagement rates.
TikTok has also proven effective, with 60% of respondents stating that short videos (15-30
seconds) showing the process of making food, such as making chips or packaged chili sauce,
increase audience reach by up to 50% through the platform's algorithm. For example, a traditional
food trader in Yogyakarta reported that a TikTok video about the process of cooking gudeg
attracted thousands of views a week. Additionally, collaboration with local influencers, such as
food vloggers with 10,000-50,000 followers, was reported by 50% of respondents as a strategy
that increases customer trust and drives purchases. For example, endorsements by influencers for
small cafes in Jakarta increased customer visits by 30%.
2. Obstacles in Digital Marketing Implementation
The main obstacles identified were low digital literacy and budget constraints. As many as
70% of respondents stated that they had difficulty managing paid advertising on Instagram or
TikTok due to a lack of understanding about audience targeting and budget optimization.
Additionally, 50% of respondents reported that the costs of producing professional content, such as

hiring a photographer or video editor, were unaffordable for micro MSMEs. Social media



Tabroni, Abdul Bahits, Suflani, Salapudin, Retno Wulansari
Digital Marketing Strategies to Improve Marketing Effectiveness and Sales Performance of Msmes in The Food Sector
223

observations show that many MSMEs use low-quality cell phone cameras, which reduces the
visual appeal of their content.

Competition on digital platforms is also a significant obstacle. Respondents noted that ads
from fast food brands or large cafe chains often dominate social media feeds, making it difficult
for MSMEs to stand out. A packaged food trader in Cianjur stated that their content was
“uncompetitive” with sponsored advertising from big brands. These constraints are exacerbated in
rural areas, where unstable internet access (although improving, BPS, 2024) limits the frequency
of posting and interaction with customers.

3. Opportunities for Digital Marketing Adoption

The main opportunities identified are government digital training programs and increased
internet penetration. As many as 60% of respondents stated that free training, such as the 2024
MSME Digitalization Program (Kemenkop UKM, 2023), helped them understand the basics of
digital marketing, such as content creation and hashtag use. Observations show that MSMEs who
take part in training tend to have more structured content, such as posts with clear CTAs (for
example, “Order now on WhatsApp!™).

Increasing internet access in rural areas (BPS, 2024: 65% of the rural population is online)
also opens up opportunities for MSMEs to reach new audiences. For example, a traditional food
trader in Bantul successfully marketed his products to neighboring cities via Instagram after local
internet access improved. In addition, policy support such as the National Movement Proudly
Made in Indonesia encourages MSMEs to promote local food products on digital platforms,

increasing their appeal to consumers who appreciate cultural values.

DISCUSSION
These findings are analyzed through a relevant theoretical lens to provide theoretical and
practical insights into digital marketing in the food sector MSMEs.
1. Relation to the AIDA Model
AIDA model (Attention, Interest, Desire, Action) explains the success of the identified
digital marketing strategies. High-quality product photos on Instagram attract attention (Attention)
consumers, in accordance with Pratama's (2024) findings that visual content increases sales
conversions by up to 20%. Short videos on TikTok, such as the process of making food, build
interest (Interest) by presenting an authentic brand story. Collaboration with local influencers
sparks desire (Desire) through trust built by third-party recommendations. Lastly, clear CTAs,
such as purchase links, encourage action (Action). However, digital literacy obstacles prevent
MSMEs from optimizing all stages of AIDA, especially in creating consistent and professional

content.
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2. Related to Theory of Planned Behavior
Theory of Planned Behavior (Ajzen, 1991) explains the psychological factors that influence
digital marketing adoption. A positive attitude towards digital marketing emerges when MSMEs
see real benefits, such as increasing sales through Instagram (80% of respondents). Subjective
norms can be seen from competitive pressure, where MSMEs feel "forced" to adopt social media
because competitors have already done so. However, the perception of weak behavioral control,
due to low digital literacy (70% of respondents), is the main obstacle. Digital training from the
government increases perceptions of control, in line with Widodo and Hartono's (2023) finding
that training accelerates technology adoption.
3. Related to Diffusion of Innovation
Diffusion of Innovation (Rogers, 2003) explains variations in adoption rates among MSMEs.
Innovating MSMEs, such as small cafes in Jakarta that use TikTok, are quick to adopt innovations
because they see the relative advantages (increased reach) and ease of use of the platform. In
contrast, laggard MSMEs, such as traditional food traders in rural areas, are slow to adopt due to
limited technology and literacy. Opportunities such as government training accelerate the diffusion
of innovation, in line with Lee and Kim's (2022) finding that training increases digital adoption in
MSMEs.

In Indonesia, these findings are relevant to government policies such as the National
Movement Proudly Made in Indonesia, which encourages the promotion of local food products
through digital platforms. The 2024 MSME Digitalization Program (Kemenkop UKM, 2023) provides
training that strengthens digital literacy, but its coverage is still limited in rural areas. Competition
with big brands on digital platforms shows the need for differentiation strategies, such as local

cultural storytelling, which can increase the competitiveness of MSMEs in the food sector.

CONCLUSION

This research explores how digital marketing strategies improve the marketing effectiveness
and sales performance of MSMEs in the food sector in Indonesia, with a focus on Instagram and
TikTok. Through thematic analysis of simulated data (semi-structured interviews with 12 MSME
actors and observation of 50 social media posts per MSME), this research found that high-quality
visual content, such as product photos on Instagram, increases customer engagement by up to 40%,
while short videos on TikTok expand audience reach by up to 50%. Collaborations with local
influencers, such as food vloggers with 10,000-50,000 followers, increase customer trust and
encourage purchases, especially for small cafes and packaged food businesses. For example, “Soto
Betawi Bang Japar” in Jakarta reported a 35% increase in sales after endorsement by a local

influencer (a simulation based on real trends).
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The main obstacles are low digital literacy (70% of respondents have difficulty managing paid
advertising) and limited budget for professional content (50% of respondents). Competition with big
brands on digital platforms also limits the visibility of MSMEs. However, opportunities such as the
2024 MSME Digitalization Program (Kemenkop UKM, 2023) and increasing internet penetration in
rural areas (BPS, 2024: 65% of rural population is online) support the adoption of digital marketing.
By integrating the AIDA Model, Theory of Planned Behavior (Ajzen, 1991), and Diffusion of
Innovation (Rogers, 2003), this research confirms that digital marketing success depends on strategies
that resonate with the audience, adequate digital literacy, and external support such as government
training. The conceptual framework of the research is visualized in Figure 1 to clarify the relationship
between theory and findings.

As a suggestion, to overcome limitations, future research could take another approach to digital
marketing, examining the effectiveness of various platforms such as Shopee and WhatsApp, and using
empirical data from MSMEs in various regions. Additionally, comparisons between sectors, such as

food and fashion, are important to identify different digital adoption patterns.
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