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Abstract— Digital marketing has become a critical
factor in the development of Small and Medium
Enterprises (SMEs) in Indonesia, especially in the
context of digital economic transformation and
increasing global competition. This study aims to
examine the strategies, challenges, and impacts of digital
marketing adoption among Indonesian SMEs through a
literature review approach. The analysis draws from a
wide range of secondary sources, including academic
journals, government reports, conference proceedings,
and institutional publications from 2018 to 2024.
Findings indicate that the use of digital platforms—such
as social media, online marketplaces, and e-commerce
websites—significantly enhances product visibility and
sales performance for SMEs. However, several
challenges persist, including low levels of digital literacy,
limited access to technological infrastructure, and a
shortage of skilled human resources. Government
support, collaboration with digital platforms, and
ongoing training programs are key enablers for
successful digital transformation. This study highlights
the need for sustained public-private partnerships to
ensure inclusive and sustainable digitalization of the
SME sector in Indonesia.
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I. INTRODUCTION

Small and Medium Enterprises (SMEs) are the backbone
of Indonesia's economy, contributing over 60% to the
national Gross Domestic Product (GDP) and employing
approximately 97% of the workforce [1]. However, in the
face of rapid technological disruption and shifting consumer
behavior toward digital platforms, SMEs are under
increasing pressure to remain competitive and expand their
market reach. One of the most strategic responses to this
challenge is the adoption of digital marketing, which allows
SME:s to promote products, build brand awareness, and reach
customers more efficiently and effectively.

Despite the growing opportunities offered by digital
tools, many Indonesian SMEs still struggle to adopt and
utilize digital marketing optimally. Key issues include low
levels of digital literacy among SME owners, limited access
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to digital infrastructure, and a lack of continuous training or
mentoring programs [2]. Furthermore, many SMEs that have
begun adopting digital channels often lack a deep
understanding of how to develop and execute effective
marketing strategies tailored to the digital consumer
landscape.

From an academic perspective, although several studies
have explored the benefits of digital marketing for SMEs,
there remains a significant research gap in the
comprehensive mapping of barriers to digital adoption in
Indonesia. Existing research tends to be descriptive or
limited to small-scale case studies, with little emphasis on
regional disparities (e.g., rural vs urban SMEs), industry-
specific contexts, or the role of public-private partnerships in
supporting digital transformation [3]. These gaps hinder the
development of inclusive and contextually relevant digital
strategies for SMEs nationwide.

Despite  the increasing awareness of  digital
transformation among Indonesian SMEs, a large proportion
still lags behind in adopting digital marketing effectively.
National data indicate that while many SMEs are present on
digital platforms such as online marketplaces or social
media, their utilization is often superficial—limited to
product posting without strategic engagement or customer
analysis [4]. This reflects a broader structural issue:
digitalization is not merely about using technology, but about
integrating it meaningfully into business processes.
Unfortunately, most SMEs in Indonesia lack the knowledge,
skills, and resources to make this shift.

Moreover, there is a digital divide between SMEs in
urban centers and those in rural or remote regions, where
infrastructure, internet access, and institutional support
remain limited. These disparities deepen the gap in market
access and competitiveness. In addition, although various
government and private sector programs have been
introduced to support SME digitalization [5], their reach and
effectiveness remain inconsistent and under-evaluated.

Existing academic literature has not sufficiently
addressed these multi-layered challenges. Most studies focus
on either success stories or surface-level adoption trends,
without critically analyzing why a majority of SMEs still fail
to benefit from digital marketing tools. There is also limited
research on policy impact, regional inequities, and the real-

©)
©2025 Author. Published by ICANEAT.
This is an open access article under the CC BY-SA license (http://creativecommons.org/licenses/by-sa/4.0/)



world obstacles SMEs face when attempting to transition
digitally. This lack of in-depth, evidence-based
understanding represents a critical research gap that must be
addressed in order to support inclusive economic growth
through digital innovation [6].

Given these circumstances, this study is both timely and
necessary. By employing a literature review approach, this
research aims to synthesize existing knowledge on digital
marketing adoption among Indonesian SMEs, identify key
challenges, and highlight strategic opportunities for
improvement. The findings are expected to offer valuable
insights for policymakers, training institutions, and SMEs
stakeholders in designing effective interventions to
accelerate digital transformation and ensure the sustainable
growth of Indonesia’s SME sector [7].

II. LITERATUR RIVIEW

1. Theoretical Framework

To examine the digitalization of marketing in
Indonesia’s SME sector, this study draws upon several
relevant theoretical frameworks spanning digital marketing,
organizational behavior, and technology adoption.

This theory explains how innovations are adopted over
time through a process involving awareness, interest,
evaluation, trial, and adoption. It categorizes adopters into
five groups: innovators, early adopters, early majority, late
majority, and laggards. In the context of SMEs, digital
marketing is seen as an innovation that often faces adoption
barriers due to perceived complexity, lack of digital
awareness, and limited access to support systems [7]. Many
SMEs fall into the late majority or laggard category due to
these constraints.

RBV posits that sustainable competitive advantage
stems from an organization’s internal resources, including
human capital, knowledge, and technological assets. Digital
marketing adoption among SMEs is heavily influenced by
their capacity to mobilize resources such as digital skills,
ICT infrastructure, and marketing knowledge [8]. Without
adequate internal resources or access to external support, the
digital transformation process is likely to stagnate.

2. Digitalization of Marketing in SMEs

The digitalization of marketing in Small and Medium
Enterprises (SMEs) has been widely studied in both global
and Indonesian contexts, especially in light of rapid
technological change and the growing relevance of digital
platforms in consumer behavior [9]. However, the adoption
and effective implementation of digital marketing strategies
among Indonesian SMEs remain inconsistent and
underdeveloped. This section reviews key academic
literature related to the subject, focusing on three main
themes: the benefits of digital marketing for SMEs, the
challenges of adoption, and the gaps in current research.

Numerous studies have highlighted the potential of
digital marketing to improve SME competitiveness. Digital
channels offer cost-effective tools to reach wider audiences,
improve customer relationships, and enhance brand
visibility [10]. That SMEs using platforms like Instagram
and Shopee experienced significant increases in consumer
engagement and sales performance. Digital marketing also
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enables SMEs to access data-driven insights for more
personalized marketing strategies [11].

Despite the potential advantages, many SMEs face
obstacles that hinder full-scale adoption of digital marketing
tools. The point to low digital literacy, limited internet
access, financial constraints, and a lack of digital talent as
persistent barriers [12]. Moreover, cultural resistance to
change, especially among traditional business owners,
further complicates digital transformation efforts. There is
also a knowledge gap in strategic digital marketing
execution, where SMEs often lack the skills to create
targeted content or analyze campaign metrics effectively.

Government and private sector initiatives have sought
to close the digital gap. Programs such as Bangga Buatan
Indonesia (BBI) and training workshops from the Ministry
of Communication and Information (Kominfo) aim to
increase SME digital capacity. These efforts often lack
follow-up, regional equity, and measurable outcomes. This
indicates a need for more structured, inclusive, and impact-
oriented programs.

3. Factors Influencing the Digitalization of Marketing in
SMEs

The adoption and effectiveness of digital marketing
in Small and Medium Enterprises (SMEs) are shaped by a
variety of internal and external factors. Understanding these
factors is essential for identifying both the drivers and
barriers to successful digital transformation. Based on the
literature and theoretical frameworks, the following key
factors have been identified [13]:
a. Digital Literacy and Skills

Digital literacy plays a critical role in determining
whether SME owners and employees can effectively use
digital tools. Many SMEs in developing countries struggle
with a lack of basic knowledge in managing digital
platforms, creating content, and interpreting analytics.
Without sufficient digital capabilities, the adoption of digital
marketing remains superficial and ineffective.

b. Perceived Usefulness and Ease of Use

Drawing from the Technology Acceptance Model
(TAM), perceived usefulness (PU) and ease of use (PEOU)
significantly influence a business owner's willingness to
adopt digital marketing tools. If SME actors do not see clear
business benefits—such as increased sales, market reach, or
brand awareness—they are unlikely to invest in digital
technologies.

c. Access to Technology and Infrastructure

Infrastructure limitations, particularly in rural or
remote areas, hinder the adoption of digital solutions.
Limited access to high-speed internet, digital devices, and
supporting  technologies reduces the feasibility of
implementing online marketing campaigns, especially for
resource-constrained SMEs.

d. Financial Resources and Investment Capacity

Many SMEs operate with limited budgets, making it
difficult to invest in professional digital marketing services,
paid advertisements, or staff training. Financial constraints
are a major barrier, particularly for small businesses that



prioritize short-term survival over long-term strategic
investment in technology.

e. Organizational Readiness and Management Support

The readiness of an organization to embrace digital
transformation is influenced by leadership commitment,
internal structure, and openness to innovation. SME owners
who are risk-averse or resistant to change often delay or
reject digital marketing adoption. In contrast, SMEs with
adaptive leadership are more likely to experiment and scale
digital strategies.

f. Market and Customer Orientation

Customer behavior is a key motivator for digital
marketing adoption. SMEs that recognize shifts in consumer
preferences—such as the growing reliance on online
shopping or social media—are more likely to invest in
digital channels. Being customer-oriented often leads to
more proactive engagement with digital tools.

III. METHODOLOGY

This study adopts a conceptual research method to
systematically explore the landscape of digital marketing
transformation based on recent literature (2024—2025). The
methodology employed consists of structured literature
review techniques combined with a thematic synthesis
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Author(s) &

approach to develop a comprehensive conceptual
framework:

Drivers Enablers Processes Outcome
Technology « Al « Personalizatio « Engagemen
Readiness +BigData | |+ Campaign Rate
Leadership « Automation Automation + Customer
Commitment « Content « Influencer Loyalty
Customer Platforms Selection - Business
Behavior « Performance Growth

Tracking « Brand Value

Fig.1. Conceptual Framework

IV. DISCUSSION

The initial step involved identifying peer-reviewed
journal articles and conference papers published between
2024 and 2025, focusing on digital marketing, artificial
intelligence in marketing, content marketing, influencer
strategy, and SME digital transformation. Databases such as
Scopus, Web of Science, SpringerLink, MDPI, and arXiv
were searched using the keywords: “digital marketing
transformation”, “Al in marketing”, ‘“content strategy”,
“SMEs digital marketing”, and “influencer analytics”.

Table 1. Literatur riview

No. Year Focus Area Key Findings
Reviewed 69 studies;
Guictal. Inﬂuepcer .1dent1ﬁed gaps in
2 marketing &  fairness, transparency,
(2025) . . .
algorithms and evaluation metrics
in influencer selection.
Al-generated fake
Mukherjee Al ethics & content thregtgns
3 .. . research validity;
(2024) misinformation .
suggests detection
frameworks.
Proposes a 3A
Athaide, Digital framework (Adopt—
4 Jeon,Rajet innovation in Adapt—Activate);
al. (2024) marketing identifies digital
transformation phases.
Highlights strategies for
Rahmadia & SMEs & SMEs using Al, IoT,
Veri (2024)  Industry 5.0 and customer-centric
platforms.
Content Dlscussgs storytell.lng,
6 Sharma marketin data-driven targeting,
(2024) & and automated content
trends .
delivery.
i Dicital Identifies tech-readiness,
Sagala & Ori s leadership, and digital
7 readiness for .
(2024) literacy as success
SMEs
factors.
Nadeak, Reviews marketing
Rahayu & Strategy innovation techniques
Hendrayati implementation with step-by-step
(2024) strategic application.
Addresses
Judijanto & Tech personalization, data
9 Al-Amin  integration in  analytics, and security
(2024) marketing challenges in
digitalization.
. Marketing & Links digital marke.tlng
Samsudin et . transformation with
10 business . .
al. (2024) improved business
outcomes

performance metrics.

No. Author(s) & Focus Area Key Findings
Year
_Ms (e.g., ChatGPT)
revolutionize
Aghaei et al. AI—drlYen personal.lzatlon,
1 marketing automation, and
(2025) . . Y
Strategies campaign optimization,

but raise ethical
concerns.

Source: Literatur Riview, 2025

The rapidly evolving landscape of digital marketing
continues to attract significant academic attention,
particularly in response to technological advancements and
shifting consumer behavior. The ten recent studies reviewed
in this literature synthesis highlight various aspects of digital
transformation in marketing, from the adoption of Artificial
Intelligence (Al) to the strategic implementation of content
marketing and influencer engagement.

One of the most prominent themes is the integration
of Al and Large Language Models (LLMs) into marketing
workflows. Aghaei et al. [14] explore how models like
ChatGPT can personalize customer experiences, automate
content generation, and optimize campaigns in real time.
However, this technological potential is accompanied by



ethical challenges, including algorithmic bias and privacy
concerns. Similarly, Mukherjee [15] raises critical
awareness about the emergence of Al-generated
disinformation and its implications for digital marketing
research. He emphasizes the urgent need for ethical
frameworks and detection systems to ensure research
integrity in the digital space.

In the domain of influencer marketing, Gui et al. [16]
conduct a comprehensive computational literature review,
revealing a lack of fairness and transparency in influencer
identification and campaign impact evaluation. Their work
points to the growing need for explainable AI and
standardized methodologies. Digital transformation is also
explored in the context of strategic innovation. Athaide et al.
[17] introduce a “3A” framework—Adopt, Adapt, and
Activate—that provides a roadmap for organizations
seeking to integrate new digital tools into marketing
innovation. This strategic orientation is supported by
Sharma [18], who outlines current trends in content
marketing, emphasizing the importance of storytelling, data-
driven insights, and automation.

Focusing on small and medium enterprises (SMEs),
several studies [19] highlight the unique opportunities and
challenges faced by SMEs in embracing digital marketing.
These include technological readiness, digital literacy,
leadership support, and the ability to adapt to Industry 5.0.
These findings are particularly relevant for developing
regions, such as Southeast Asia.

Additionally, Judijanto & Al-Amin [20] analyze the
multidimensional nature of  digital marketing
transformation—examining how personalization, efficiency,
and security are balanced in the implementation of new

tools [21]. Their work emphasizes the need for
cybersecurity measures and digital skill development as
essential components of a successful marketing

transformation. Provide empirical evidence linking digital
marketing transformation directly to business performance
outcomes, including increased customer engagement,
revenue growth, and market competitiveness [22,23,24].

V. CONCLUSSION

The synthesis of recent literature on digital marketing
transformation reveals a multidimensional and rapidly
evolving landscape driven by technological innovation and
strategic adaptation. The integration of Artificial
Intelligence (AI), automation, and big data analytics has
fundamentally reshaped how organizations approach
customer engagement, content creation, and campaign
management. This analysis confirms that digital marketing
transformation is not a one-size-fits-all approach but a

dynamic process that requires alignment between
technological capacity, organizational readiness, and
evolving customer expectations. Future research is

encouraged to empirically validate the proposed conceptual
model and explore its application in diverse organizational
contexts, particularly in emerging markets.
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