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ABSTRACT: In the current technological era, there are 
many impacts and innovations that can provide more 
effective solutions in various fields. Especially with digital 
marketing as an alternative solution. Nowadays, digital 
marketing can be a way to overcome problems such as lack 
of funds and promotional limitations that are often faced by 
business actors, including companies both small and large 
scale. This alternative solution is found with the current 
existence of social media such as Twitter, Instagram, 
Websites and Facebook to create brand awareness, loyalty, 
sales and engagement. This research is to determine the use 
of marketing strategies of several businesses that have gone 
online and their implications for the competitive advantage 
of these businesses. The method used in this research uses 
quantitative methods with causality analysis with a population 
of more than 21,000,000 consumers using non-probability 
sampling techniques with a total of 100 respondents. The 
coefficient of determination was calculated at 78 percent. 
This shows that social media and digital marketing strategies 
have an influence of 78 percent on competitive advantage. 
The remaining 22 percent is explained by characteristics not 
examined in this study, such as capital, resource supply, and 
management professionalism. This research has discussed the 
potential of social media as a promotional tool which can be 
a solution for companies or business people in marketing 
their products. The potential for social media is quite large 
from the various promotional methods offered by utilizing 
social media. Apart from that, looking at the advantages such 
as budget and wide reach, this is the right solution to 
overcome the lack of budget and low promotional space 
currently experienced by business people. 
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INTRODUCTION 

Based on research from Rosma (2022) and also according to the BPS survey, the shortcomings 

and challenges experienced by companies, especially the lower middle class, depend on their 

priorities, namely: (a) difficulties in marketing, (b) difficulties in raw materials, ( c) intense business 
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competition, and also (d) lack of skills. Meanwhile, from the Managerial or HR side, this is related 

to a lack of capital, a lack of production techniques and experience and a lack of management 

knowledge. Especially those related to the fields of finance and accounting. Marketing itself is a 

crucial problem and must be faced by business owners, both companies and MSMEs (Al Adwan 

et al., 2023; Bassano et al., 2019; Khan et al., 2022). 

Meanwhile, according to Afrilia (2022) that advances in digital technology allow companies to sell 

their products online and carry out transactions through online banking systems. Advances in 

digital business technology have shifted marketing from conventional marketing to digital by 

utilizing social media and websites to sell products. Utilizing internet media is the best choice for 

business people to develop their business (Liyanaarachchi et al., 2021; Yaiprasert & Hidayanto, 

2023). The ease of internet connection today, the large benefits and low costs required are the 

main motivators for business people and businesses to choose online media as the best way to 

increase the reach of their company (Rusthollkarhu et al., 2022). 

According to (Firmansyah, 2020), that medium business companies or large companies are one of 

the most important business actors in Indonesia because they play a very important role in 

Indonesia's economic progress. Even though many businesses have developed in Indonesia and 

utilize digital business as information technology for their business activities, many companies or 

business units have not fully utilized digital business techniques as information technology, 

especially social networking media, and do not yet understand the magnitude of its benefits and 

role social networking media (De Martino et al., 2022). 

Meanwhile, on the other hand, correlative networks and connections are very important facilitators 

in SME business activities. The level of broadband penetration will increase digital engagement 

from business enterprises which can increase Indonesia's annual economic growth to reach 2%. 

Businesses that have online access, use social media, and develop their e-commerce capabilities 

typically enjoy significant business advantages in terms of revenue, employment opportunities, 

innovation, and competitiveness. Apart from the benefits of using digital technology, 36 percent 

of SMEs in Indonesia are still offline, 37 percent have basic online capabilities, 18 percent have 

intermediate online capabilities, and 9 percent are companies according to (Kingsnorth, 2019). 

Enterprises or business units can feel the benefits of this digital technology, with data averaging 

50.2 percent access to new customers in Indonesia, 35.5 percent increase in sales and income, 33.7 

percent access to foreign markets, 22.7 percent easier transactions with customers and suppliers, 

and 11.2 percent cheaper advertising or marketing costs per sale (Agius, 2022; Shokuhi et al., 2019). 

Companies that have businesses today can convey their brands and products using websites they 

create themselves or social and digital media easily. With the stimulation of client demand and the 

efficiency of promotional spending, SMEs are starting to actively utilize digital marketing and 

social media, which allows customers to get SME products from any location (Eshuis et al., 2014; 

Sudrajat et al., 2022; Tozanlı et al., 2020). 

The Indonesian Ministry of Cooperatives and SMEs has registered around 55.2 million business 

units. However, from this data, only 75,000 businesses have used digital or online media. 
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According to data from the Indonesian Internet Service Providers Association, the number of 

internet users in Indonesia in 2014 was 88.1 million (34.9%), with a total population of 252 million 

people according to data from the Central Statistics Agency (BPS) in 2014. Thus, in terms of 

population, internet users increased by 16.2 million, from 71.9 million to 88.1 million. Based on 

location, 78.5 percent of total internet users in Indonesia live in the western region of Indonesia. 

In addition, these internet users are mostly concentrated in Indonesia's metropolitan areas 

according to (Maesaroh et al., 2022). 

And the average age of internet users in Indonesia is 18-25 years, which accounts for more than 

half of all internet users (49 percent). Individuals in Indonesia who are part of the millennial 

generation or digital natives, namely those born after 1980, constitute the majority of internet users 

(Bakhtiar et al., 2020; Riyanto, 2021). 

The majority of internet users own and use applications or social media (87.4 percent), followed 

by search (68.7 percent), instant messaging (59.9 percent), searching for the latest news (59.7 

percent), and downloading and uploading films (27.3 percent). Based on the sites used to sell 

online, 64.9 percent use social networks, 22.9 percent use messengers, 14.4 percent use online 

communities, 5.7 percent use online shop blogs, 2.3 percent use online shop sites, and 1.5 percent 

use mailing lists. As many as 62 million people use social media, and around 4.6 million Indonesian 

consumers actively use the internet to transact or purchase. 

Companies must be careful when choosing the right social media platform for their marketing 

goals. Facebook is better suited for the purpose of reaching a larger audience because its users 

come from all levels, so any company can build connections and awareness by utilizing event 

functions, status updates, or directly reacting to customer comments. Companies can use 

Facebook to their advantage by posting detailed updates with photos and website links for calls to 

action. Meanwhile, Twitter is ideal for encouraging more open conversations and raising 

awareness. When using Twitter, it should of course be updated with an emphasis on basic, easy-

to-understand terminology accompanied by website links for calls to action. Meanwhile, Instagram 

is ideal for increasing customer awareness and developing relationships. Because Instagram does 

not allow direct links to website pages, businesses must publish behind-the-scenes photos of 

product creation/advertising shoots, new product teasers, celebrity endorsements, and photo 

contests based on narratives. 

Sales and marketing are very important things in the business world (Kassemeier et al., 2022; Yao 

et al., 2019). Therefore, organizations use various methods to improve their sales and marketing 

systems, ranging from conventional to digital. With the rapid advancement of technology, many 

businesses are leveraging technology to improve their sales and marketing operations. The use of 

digital business techniques that utilize technology, especially the internet, in trade is a common 

problem for both the government and society. E-commerce is a term used to describe online 

marketing according to (Shino et al., 2022) 

Meanwhile, based on (Bist et al., 2022; Rawat et al., 2022) E-commerce is a part of digital business 

techniques which is a modern business approach that uses the internet to meet the demands of 

companies, traders and customers by reducing prices while continuously improving the quality of 

goods and services and improving delivery services. E-commerce operations are classified into 
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several types, including e-banking, online billing, and online marketing, which are carried out by 

giant companies and small and medium-sized businesses (Lai et al., 2014; Lin et al., 2021; Udhwani, 

2020). 

Online-based e-commerce, or internet media, allows site users to browse sites and select goods 

and services from virtual catalogues. When a visitor wants to buy something, he simply adds it to 

the virtual shopping cart according to (Rahardja et al., 2022). Items in the virtual shopping cart can 

be added and withdrawn. The virtual cashier will ask for your name, address and payment method 

(for example via credit card). The visitor must then wait for delivery E-marketing is building and 

maintaining relationships with clients through online activities that enable the exchange of ideas, 

products and services that benefit both parties. E-commerce refers to the application of 

information technology in business, which is used by giant companies and SMEs to sell their 

products. SME product marketing can be expanded, and profitability increased by utilizing e-

commerce (Lee & Suwimol, 2018; Rizzi et al., 2014). 

Human abilities to speak, communicate, act and make decisions have been transformed by digital 

technology. Digital marketing is described as marketing efforts such as branding that use different 

web-based media based on (Ferrell et al., 2022). The digital marketing plan must be consistent with 

the company's overall strategy. Organizations are sometimes tempted not to listen or observe what 

the market wants in the rapid growth of digital technologies. With the growth of technology, 

corporate organizations are often tempted to showcase their technological prowess without first 

hearing what the market is saying. Organizations can learn about listening by actively creating 

websites, blogs, and even social networks like Facebook or Twitter, where consumers or 

communities can contribute. Before choosing to use a blog, most business owners consider the 

following things. Needs: (1) media that can be easily used by entrepreneurs to write product 

information or articles that support and provide product guidance for consumers, (2) the media 

used can display the necessary supporting images such as photos or product illustrations, (3) media 

used can also display video shows that are able to visualize the product or supporting presentations, 

(4) the media used must be easy to attach documents containing information in the form of pdf, 

doc, xls, ppt, (5) the media used can help consumers to communicate with online entrepreneurs. 

(6) Media can also be used as a transaction tool and various payment media. (7) Media must provide 

services to customers, and (8) media can help communication via the internet. (9) the media can 

display testimonials. (10) media can track visits, (11) media can provide special offers. (12) media 

can provide the latest information via SMS, and (13) media can help search for products. Media 

can increase brand exposure and awareness, find and attract new customers, and improve 

consumer perception. 

One of the uses of digital business techniques is using social networks, which are also often called 

social media, which can help SMEs promote their products and services (Cho & Kim, 2022; Colli 

et al., 2022). Because it can reach a wide area and is cost-effective, SME companies can use social 

networks to carry out marketing activities such as product introduction, engagement with 

consumers and potential consumers, as well as network expansion according to (Watini et al., 

2022). Facebook, Email, Blackberry Messenger (BBM), buying and selling sites, Twitter, personal 

sites, and sites belonging to other individuals are the social networking tools most widely used by 

SMEs to advertise their company's products. Typical marketing tasks include uploading product 
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photos to give potential customers an overview of the goods provided, publishing product status, 

and writing product descriptions or reviews. 

Social media is the most open, interesting and participatory form of public relations (public 

relations) today. Those on social media tend to attract more attention than people in the real world. 

One of the digital business strategies is to utilize social media. This event is then used to build a 

brand in the minds of customers. Business people then take advantage of the open aspect of social 

media to sell their products to companies according to (Aini et al., 2021). 

They can start by publishing photos and information about their items on social media platforms 

such as Facebook, Twitter, and Instagram. This strategy is interesting and successful, and has the 

potential to save you even more money. Small and medium businesses do not need to spend a lot 

of money to sell their products by hiring salespeople to go directly to the field to market their 

products. Because social media users are generally more responsive by clicking, liking, or hating 

the item, marketing strategies using social media are considered more targeted and one step closer 

to consumers. So business actors can respond to these comments more quickly, regardless of 

whether consumers like their products or not. 

This research aims to identify the adoption of digital marketing tactics in companies that have 

gone online, as well as the consequences for the competitive advantage of the business unit based 

on customer perceptions. Digital marketing strategies for business people, especially companies, 

in the use of social media and websites are very important because they can provide knowledge to 

business people about the ways and stages of expanding consumer networks through the use of 

social media and websites in marketing their products in order to increase competitive advantage. 

Business people must compete for themselves. 

 

METHOD 

This research combines causality research and uses a quantitative approach to identify the use of 

digital marketing tactics and their consequences for competitiveness based on customer 

perceptions. The population consists of 21,892,127 consumers from various business actors who 

are online. The Slovin formula was used to calculate the sample size, and a minimum sample size 

of 100 people was determined with a confidence level of 95%. In this survey, there were 100 

respondents. By using screening questions, the target group is respondents who have used social 

media and digital marketing. 

The digital marketing strategy for the company variable uses the following sub-variables: (1) 

availability of product information or articles that support and provide product guidance for 

consumers, (2) availability of required supporting images such as photos or product illustrations, 

and (3) availability of video displays that according to those who are able to visualize goods or 

display supporting evidence, (4) availability of document attachments including data in the form 

of pdf, doc, xls, ppt, or other formats, (5) availability of internet connections with business owners, 

(6) availability of transaction instruments and various payment media; and (7) customer service 

availability. (8) accessibility of online opinion support, (9) accessibility of displaying testimonials, 
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(10) accessibility of visitor notes, (11) accessibility of special offers, (12) accessibility of presenting 

the latest information via SMS-blog, (13) ease of product search, (14) ) the ability to increase brand 

visibility and recognition, (15) the ability to find and attract new customers, and (16) the ability to 

boost consumer perceptions of the brand. 

In this research, the measurement scale used is the Likert scale, which is a scale used to evaluate 

the attitudes, views and perceptions of a person or group about social phenomena. The variables 

to be measured are converted into indicator variables using a Likert scale. These indications are 

then used as a starting point for compiling instrument components which can be in the form of 

statements or questions. Respondents' responses were as follows: very good, good, quite good, 

not good, very bad. The type of data used in this research is primary data in the form of direct 

response data from consumers of several businesses. They have used digital marketing strategies 

by filling out questionnaires about the use of digital marketing strategies and their implications for 

these advantages. In this research, data was collected by observation, distributing questionnaires 

and interviews. 

Pearson Product Moment Correlation determines the level of relationship between independent 

and dependent variables while measuring validity. The validity test will compare the calculated r 

value with the r table. Meanwhile, the Cronbach's Alpha formula can be used to assess reliability. 

If a variable has a Cronbach Alpha value greater than 0.7, then the variable is said to be reliable. If 

the Cronbach Alpha value is less than 0.7, the variable is considered not reliable. 

The Successive Interval (MSI) technique changes data from questionnaires that use a Likert scale 

(ordinal level measurement scale) into interval data. MSI is used to convert data from an ordinal 

scale questionnaire to an interval scale. This is done to meet the minimum criteria for interval scale 

data in parametric research which uses multiple linear regression analysis and correlation analysis. 

Normality, multicollinearity and heteroscedasticity tests were used in this research. 

Multiple linear regression analysis and correlation analysis are used to determine how much 

influence the social media and digital marketing strategy factors mentioned above have on 

competitive advantage. The regression equation used is as follows: 

Y = a + b 1 X 1 + b 2 X 2 + b 3 X 3 + b 4 X 4 + b 5 X 5 + b 6 _ _ _ _ _ _ 10 X 10 +...+b 16 

X 16 

Explanation: 

Y = Competitive Advantage 

X = Social Media and Digital Marketing Strategy a = constant 

bi = Regression coefficient of sub variable Xi Xi = Sub variable i of variable X 

Based on the research objectives, these variables will include exogenous factors (causal variables), 

such as Digital Marketing Strategy (X), and endogenous variables (effect variables), such as 

advantage in the Market (Y). The F test is a statistical test method used to test the influence of 

independent factors on the dependent variable together. The purpose of this F test is to see 
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whether the sub variables Xi have an effect on joint competitive advantage (Y). In this research, 

competitive advantage in selecting hypotheses is based on the F test, which states that if the F 

statistic is less than the F table then H0 is accepted, and H1 is rejected, but if the F statistic is more 

than the F table then H0 is rejected, and H1 is accepted. The t-test is a statistical test procedure 

used to test the effect of independent variables on the dependent variable. This t-test aims to see 

whether the sub variable Xi has an effect on competitive advantage (Y). 

In this research, the t-test is used to determine the hypothesis, which means that if the statistic is 

-t calculated -t table then H0 is accepted and H1 is rejected, but if the statistic is -t calculated -t 

table then H0 is rejected and H1 is accepted. If the value of the coefficient of determination is 

greater (closer to one), then the influence of the independent variable Digital Marketing Strategy 

(X) on the competitive advantage of SMEs that move online as the dependent variable (Y) is quite 

large. Conversely, when R2 decreases (getting closer to 0), the influence of the independent 

variable Digital Marketing Strategy (X) on the Competitive Advantage of SMEs that move online 

as the dependent variable (Y) decreases. 

 

RESULT AND DISCUSSION 

Assumption tests for the regression model include normality, multicollinearity and 

heteroscedasticity tests. The normality test using the Kolmogorov-Smirnov method produces an 

Asymp value. The Sig is 0.308 (2 tailed) which is greater than the significant value of 0.05. (residual 

variables are normally distributed or pass the test). Thus, the data is generally normally distributed 

based on the first criterion. The results of the multicollinearity test show that a VIF value of 10 

and Tolerance > 0.1 indicates that there is no multicollinearity problem in this study. The findings 

of the heteroscedasticity test show that the scatter diagram does not form a particular pattern, 

which indicates that the regression does not have heteroscedasticity problems. 

Multiple regression analysis was carried out to test the influence of the independent variable (digital 

marketing strategy) on the dependent variable (competitive advantage) on 100 respondents who 

were online customers. Based on the results of data processing, the multiple regression equation 

model can be formulated as follows: 

Y =1.223+0.328X 1 +0.217X 2 +0.211X 3 + 0.176X 4 + 0.236X 5 + 0.198X 6 + 0.248X 7 

0.229X 8 +0.277X 9 +0.152X 10 + 0.361X 11 + 0.263X 12+ _ 0.395X 13 + 0.316X 14 

+0.336X 15 +0.336X 16 

The results of the regression coefficient for the independent variable (X1), the availability of 

product information or articles that help and provide product advice to customers, is positive, 

showing a undirectional contribution of 32.8 percent between X1 and competitive advantage (Y). 

The regression coefficient for the independent variable (X2), the availability of necessary 

supporting images such as photos or product images, is positive, indicating a unidirectional 

relationship of 21.7 percent between X2 and competitive advantage (Y). 
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The regression coefficient for the independent variable (X3), the availability of video screens 

capable of displaying supporting products or presentations, is positive, indicating a unidirectional 

contribution of 21.1 percent between X3 and competitive advantage (Y). The regression 

coefficient for the independent variable (X4), the availability of document attachments containing 

information in pdf, doc, Xls, ppt or other formats, is positive, indicating a unidirectional 

contribution of 17.6 percent between X4 and competitive advantage (Y). The regression 

coefficient for the independent variable (X5) availability of online connections with entrepreneurs 

is positive, indicating a unidirectional contribution of 23.6 percent between X5 and competitive 

advantage (Y). 

The regression coefficient for the independent variables (X6), availability of transaction 

instruments and variations in payment media, is positive, indicating a 19.8 percent unidirectional 

relationship between X6 and competitive advantage (Y). The regression coefficient for the 

independent variable (X7), availability of assistance services to consumers, is positive, indicating a 

unidirectional relationship of 24.8 percent between X7 and competitive advantage (Y). The 

regression coefficient for the independent variable (X8), the availability of online opinion support, 

is positive, indicating a unidirectional contribution of 22.9 percent between X8 and competitive 

advantage (Y). The regression coefficient for the independent variable (X9), availability of 

testimonial displays, is positive, indicating a unidirectional contribution of 27.7 percent between 

X9 and competitive advantage (Y). 

The regression coefficient for the independent variable (X10) availability of visitor records is 

positive, indicating a unidirectional relationship of 15.2 percent between X10 and competitive 

advantage (Y). The regression coefficient for the independent variable (X11) availability of special 

offers is positive, indicating a unidirectional contribution of 36.1 percent between X11 and 

competitive advantage (Y). The regression coefficient for the independent variable (X12) for the 

availability of the latest information via SMS blog is positive, indicating a unidirectional relationship 

of 26.3 percent between X12 and competitive advantage (Y). The regression coefficient for the 

independent variable (X13), ease of finding products, is positive, showing a unidirectional 

contribution of 39.5 percent between X13 and competitive advantage (Y). 

The regression coefficient for the independent variable (X14), capacity to build brand visibility and 

awareness, is positive, indicating a unidirectional relationship of 31.6 percent between X14 and 

competitive advantage (Y). The regression coefficient for the independent variable (X15), capacity 

to find and attract new consumers, is positive, indicating a unidirectional contribution of 33.6 

percent between X15 and competitive advantage (Y). The regression coefficient for the 

independent variable (X16), the ability to strengthen the brand image received by consumers, is 

positive, indicating a unidirectional contribution between X16 and competitive advantage (Y) of 

31.8%. So the partial statistical hypothesis in this research can be obtained: 
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Figure 1. Result of Multiple regression analysis 

H0: The Xi variable has no influence on the Competitive Advantage aspect; where the value of i 

= 1,2,3,...16 

H1: Variable Xi has an influence on Competitive Advantage where the value of i = 1,2,3,...16 

Data processing findings determined that all independent variables (Xi) had t-calculated values that 

were greater than the t-table values and were significant (Sig 0.05); so that H0 and H1 are rejected. 

As a result, it can be concluded that Xi substantially influences competitive advantage. 

This shows that the sequential contribution of the variable value Xi to competitive advantage (Y) 

in the regression line equation is as follows: Ease of finding products (0.395), availability of special 

offers (0.361), ability to find and attract new customers (0.336), information products or articles 

that help and provide product guidance for consumers (0.328), ability to generate exposure and 

brand awareness (0.328). The ability to strengthen the brand image received by consumers (0.289), 

the availability of displaying testimonials (0.277), the availability of the latest information via SMS 

blog (0.263), the availability of service assistance to consumers (0.248), the availability of services 

(0.248), the availability of online communication with entrepreneurs (0.236), availability of online 

opinion support (0.229), availability of required supporting images such as photos or product 

illustrations (0.217), availability of statistical hypotheses simultaneously can be formulated as 

follows: 

H0: Digital Marketing Strategy has no influence on aspects and factors of Competitive Advantage 

H1: Digital Marketing Strategy has an influence on aspects and factors of Competitive Advantage 
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Figure 2. Significance of Competitive Advantage 

Based on the results of data processing, the calculated F is 2.129 with a Sig value = 0.017. As a 

result, Fcount > Ftable (2.129 > 1.68) with numerator df = 16 and denominator df = 2.083 at 

level = 5% and significance level = 0.017 0.05, H0 is accepted and H1 is approved. This shows 

that the variable Xi has quite a large influence on simultaneous competitive advantage (Y). 

The coefficient of determination was calculated at 78 percent. This shows that social media and 

digital marketing strategies have an influence of 78 percent on competitive advantage. The 

remaining 22 percent is explained by characteristics not examined in this study, such as capital, 

resource supply, and management professionalism. 

 

CONCLUSION  

This research has discussed the potential of social media as a promotional tool which can be a 

solution for companies or business people in marketing their products. The potential for social 

media is quite large from the various promotional methods offered by utilizing social media. Apart 

from that, looking at the advantages such as budget and wide reach, this is the right solution to 

overcome the lack of budget and low promotional space currently experienced by business people. 

Therefore, we feel that choosing social media as a new promotional media for SMEs is the right 

choice. Starting from the most dominant, digital marketing strategies influence competitive 

advantage sequentially, namely: ease of finding products, availability of special offers, ability to 

identify and attract new customers, availability of product information or articles that support and 

provide product guidance for consumers, ability to create brand visibility and awareness, ability to 

strengthen the brand image received by consumers, availability of testimonial displays. Such as 

product photos or illustrations, availability of video displays that are able to visualize products or 

support presentations, availability of transaction tools and various payment media, availability of 

document attachments containing information in pdf, doc, xls, ppt or other formats, and 

0

0.05

0.1

0.15

0.2

0.25

0.3

0.35

0.4

Category 1

Significance of Competitive Advantage

Ease of products Special Offers New Customers Help & Guidance

Brand Awareness Brand Image Testimonial Latest Information

Service Assistance Services Online Communication Online Support

Required Images

https://www.ilomata.org/index.php/ijjm


Implementation of Digital Marketing Strategy in Increasing Company Competitiveness  
Sugito 

 

188 | Ilomata International Journal of Management  https://www.ilomata.org/index.php/ijjm  

availability of visitor notes. Digital marketing strategy has an influence of 78 percent on 

competitive advantage, with the remaining 22 percent explained by other variables not discussed 

in this research, such as capital, resource supply, and management professionalism. The use of 

social media and websites must be optimized because there are still shortcomings in websites and 

social media, such as being less informative, less participatory and less updated. From this research, 

the author feels that there is still a lack of more specific promotional options in promoting 

products in promotional media. Apart from that, various new marketing strategies can still be 

developed that utilize social media. This is a challenge that the author feels can be made in the next 

research to look in more detail and broadly at promotions using social media. 

 

REFERENCE 

Agius, K. (2022). A joint cross-border marketing strategy for peripheral islands. Shima, 16(1), 304–

324. https://doi.org/10.21463/shima.124 

Aini, Q., Lutfiani, N., Jurnal, M. Z.-A. B. D. I., & undefined. (2021). Analisis Gamifikasi iLearning 

Berbasis Teknologi Blockchain (Vol. 25). https://adi- 

Al Adwan, A., Kokash, H., Al Adwan, R., & Khattak, A. (2023). Data analytics in digital marketing 

for tracking the effectiveness of campaigns and inform strategy. International Journal of Data 

and Network Science, 7(2), 563–574. https://doi.org/10.5267/j.ijdns.2023.3.015 

Bakhtiar, M. R., Kartika, E., & Listyawati, I. (2020). Factors influencing customer interest in Bank 

Syariah Mandiri internet banking users. Al Tijarah, 6(3), 156–167. 

Bassano, C., Barile, S., Piciocchi, P., Spohrer, J. C., Iandolo, F., & Fisk, R. (2019). Storytelling about 

places: Tourism marketing in the digital age. Cities, 87, 10–20. 

https://doi.org/10.1016/j.cities.2018.12.025 

Bist, A. S., Rawat, B., Rahardja, U., Aini, Q., & Prawiyogi, A. G. (2022). An Exhaustive Analysis 

of Stress on Faculty Members Engaged in Higher Education. IAIC Transactions on Sustainable 

Digital Innovation (ITSDI, 3(2), 126–135. https://doi.org/10.34306/ITSDI.V3I2.533. 

Cho, Y., & Kim, J. (2022). A study on setting the direction of digital twin implementation for urban 

regeneration business. International Journal of Advanced and Applied Sciences, 9(4), 147–154. 

https://doi.org/10.21833/ijaas.2022.04.018 

Colli, M., Stingl, V., & Waehrens, B. V. (2022). Making or breaking the business case of digital 

transformation initiatives: the key role of learnings. Journal of Manufacturing Technology 

Management, 33(1), 41–60. https://doi.org/10.1108/JMTM-08-2020-0330 

De Martino, M., Kovalenko, S., Tkach, G., & Isidori, E. (2022). Education and social networking: 

Between connectivism and the critical social philosophy of the new media. RUDN Journal of 

Sociology, 22(1), 137–149. https://doi.org/10.22363/2313-2272-2022-22-1-137-149 

Eshuis, J., Klijn, E.-H., & Braun, E. (2014). Place marketing and citizen participation: Branding as 

strategy to address the emotional dimension of policy making? International Review of 

Administrative Sciences, 80(1), 151–171. https://doi.org/10.1177/0020852313513872 

https://www.ilomata.org/index.php/ijjm


Implementation of Digital Marketing Strategy in Increasing Company Competitiveness  
Sugito 

 

189 | Ilomata International Journal of Management  https://www.ilomata.org/index.php/ijjm  

Ferrell, O., Hartline, M., & Hochstein, B. (2022). Marketing strategy, 2022. Accessed: Apr, 04. 

https://fliphtml5.com/xzfda/vmfa/Marketing_Strategy_Text_and_Cases%2C_8th_Editio

n__O.C._Ferrell/ 

Firmansyah, A. (2020). Determinants of transparency in financial management on local 

government websites: Evidence from Indonesia. Humanities and Social Sciences Letters, 8(2), 

145–155. https://doi.org/10.18488/JOURNAL.73.2020.82.145.155 

Kassemeier, R., Alavi, S., Habel, J., & Schmitz, C. (2022). Customer-oriented salespeople’s value 

creation and claiming in price negotiations. Journal of the Academy of Marketing Science, 50(4), 

689–712. https://doi.org/10.1007/s11747-022-00846-x 

Khan, M. M., Siddique, M., Yasir, M., Qureshi, M. I., Khan, N., & Safdar, M. Z. (2022). The 

Significance of Digital Marketing in Shaping Ecotourism Behaviour through Destination 

Image. Sustainability (Switzerland), 14(12). https://doi.org/10.3390/su14127395 

Kingsnorth, S. (2019). Digital marketing strategy: an integrated approach to online marketing. 

Accessed: Apr, 04. https://www.scirp.org/reference/referencespapers?referenceid=2929887 

Lai, J.-Y., Ulhas, K. R., & Lin, J.-D. (2014). Assessing and managing e-commerce service 

convenience. Information Systems Frontiers, 16(2), 273–289. https://doi.org/10.1007/s10796-

012-9344-2 

Lee, J. W., & Suwimol, N. (2018). Relationships between development policy, SMEs and total 

factor productivity in Thailand. Journal of Transnational Management, 23(4), 138–153. 

https://doi.org/10.1080/15475778.2018.1509423 

Lin, H., Li, R., Hou, S., & Li, W. (2021). Influencing factors and empowering mechanism of 

participation in e-commerce: An empirical analysis on poor households from Inner Mongolia, 

China. Alexandria Engineering Journal, 60(1), 95–105. 

https://doi.org/10.1016/j.aej.2020.06.010 

Liyanaarachchi, G., Deshpande, S., & Weaven, S. (2021). Market-oriented corporate digital 

responsibility to manage data vulnerability in online banking. International Journal of Bank 

Marketing, 39(4), 571–591. 

Maesaroh, S., Kusumaningrum, L., Sintawana, N., Lazirkha, D. P., & O, R. D. (2022). Wireless 

Network Security Design And Analysis Using Wireless Intrusion Detection System. 

International Journal of Cyber and IT Service Management, 2(1), 30–39. 

https://doi.org/10.34306/IJCITSM.V2I1.74. 

Rahardja, F. A., Chen, S. C., & Rahardja, U. (2022). Review of Behavioral Psychology in Transition 

to Solar Photovoltaics for Low-Income Individuals. Sustainability, 14(3), 1537. 

https://doi.org/10.3390/SU14031537. 

Rawat, B., Bist, A. S., Rahardja, U., Lukita, C., & Apriliasari, D. (2022). The Impact Of Online 

System on Health During Covid 19: A Comprehensive Study. ADI Journal on Recent Innovation, 

3(2), 195–201. https://doi.org/10.34306/AJRI.V3I2.654. 

Riyanto, G. P. (2021). Number of Indonesian Internet Users in 2021 Reaches 202 Million. 

https://tekno.kompas.com/read/2021/02/23/16100057/besar-user-internet-indonesia-

2021-tembus-202-juta 

https://www.ilomata.org/index.php/ijjm


Implementation of Digital Marketing Strategy in Increasing Company Competitiveness  
Sugito 

 

190 | Ilomata International Journal of Management  https://www.ilomata.org/index.php/ijjm  

Rizzi, F., Frey, M., Testa, F., & Appolloni, A. (2014). Environmental value chain in green SME 

networks: The threat of the Abilene paradox. Journal of Cleaner Production, 85, 265–275. 

https://doi.org/10.1016/j.jclepro.2014.09.001 

Rusthollkarhu, S., Toukola, S., Aarikka-Stenroos, L., & Mahlamäki, T. (2022). Managing B2B 

customer journeys in digital era: Four management activities with artificial intelligence-

empowered tools. Industrial Marketing Management, 104, 241–257. 

https://doi.org/10.1016/j.indmarman.2022.04.014 

Shino, Y., Lukita, C., Rii, K. B., & Nabila, E. A. (2022). The Emergence of Fintech in Higher 

Education Curriculum. Startupreneur Bisnis Digital, 1(1). 

https://doi.org/10.33050/sabda.v1i1.71 

Shokuhi, A., Ali, S., & Chashmi, N. (2019). Formulation of Bank Melli Iran Marketing Strategy 

Based on Porter ‘ S Competitive Strategy Formulation of Bank Melli Iran Marketing Strategy 

Based on Porter ‘ S. Journal of Business-to-Business Marketing, 0(0), 1–7. 

https://doi.org/10.1080/1051712X.2019.1603421. 

Sudrajat, A., Megawati, L., & Munasto, D. (2022). The Influence of Business Capital and Marketing 

Strategy on The Development of Msmes. Quality - Access to Success, 23(190), 355–361. 

https://doi.org/10.47750/QAS/23.190.37 

Tozanlı, Ö., Kongar, E., & Gupta, S. M. (2020). Trade-in-to-upgrade as a marketing strategy in 

disassembly-to-order systems at the edge of blockchain technology. International Journal of 

Production Research, 58(23), 7183–7200. https://doi.org/10.1080/00207543.2020.1712489 

Udhwani, M. (2020). Remedying the mischief created by E-commerce entities in India. World 

Competition, 43(3), 385–414. https://www.scopus.com/inward/record.uri?eid=2-s2.0-

85095715248&partnerID=40&md5=6a9112d2ba8ac3f2b0b36fc97c40c0e0 

Watini, S., Latifah, H., Rudianto, D., & Santoso, N. A. (2022). Adaptation of Digital Marketing of 

Coffee MSME Products to Digital Transformation in the Era of the Covid-19 Pandemic. 

Startupreneur Bisnis Digital, 1(1 April), 23–32. https://doi.org/10.33050/sabda.v1i1.73 

Yaiprasert, C., & Hidayanto, A. N. (2023). AI-driven ensemble three machine learning to enhance 

digital marketing strategies in the food delivery business. Intelligent Systems with Applications, 18. 

https://doi.org/10.1016/j.iswa.2023.200235 

Yao, B., Shanoyan, A., Peterson, H. H., Boyer, C., & Baker, L. (2019). The use of new-media 

marketing in the green industry: Analysis of social media use and impact on sales. Agribusiness, 

35(2), 281–297. https://doi.org/10.1002/agr.21581 

  

https://www.ilomata.org/index.php/ijjm

