
International Proceedings Universitas Tulungagung 2024 
Strategy for Improving MSMEs through the use of  

Digital Marketing during Society 5.0  and the Industrial Revolution 4.0 Era 
 

823 
 

STRATEGY FOR IMPROVING MSMES THROUGH THE USE OF 

DIGITAL MARKETING DURING SOCIETY 5.0  

AND THE INDUSTRIAL REVOLUTION 4.0 ERA 

” 
 

1.Mokhamad Eldon 
2.Gautama Sastra Waskita 

Universitas Tulungagung 
 

 

INTRODUCTION 

In people's daily lives, the development of information technology also affects 

their culture. This can be seen in human activities in the current era which cannot be 

separated from the use of gadgets such as smartphones, tablets, portable computers or 

laptops, and other communication tools. Changes in consumer behavior during shopping 

transactions have also been brought about by the advancement of information technology. 

Digital technology enables a multitude of connections between data, information, and 

machines in the contemporary industrial period 4.0 and society 5.0. The fact that so many 
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Abstract :   The development of information technology & 

digitalization at all levels which is increasingly rapid day by day 

is a stimulus for MSME`players to have strategies to survive 

during Society 5.0 and the Industrial Revolution 4.0 period.  In 

order for Micro, Small, and Medium Sized Enterprises (MSMEs) 

to survive economic activities during Society 5.0 and the 

Industrial Revolution 4.0 period, this research takes seriously the 

use of marketing digitalization as a strategy. The goal of this 

research is  to determine how MSMEs are using digital 

marketing in the context of the fourth industrial revolution and 

how digital marketing is one strategy that can affect MSMEs' 

performance in this period. The research findings must be useful 

both theoretically and practically.  The method used is the 

systematic review method. The stages according to a qualitative 

systematic review are formulating research questions, searching 

for systematic review literature, sorting articles, reviewing data, 

and preparing a final report. Several journal articles based on 

research output and earlier scientific articles pertaining to 

research questions specifically, Society 5.0, the Industrial 

Revolution 4.0, marketing digitalization, economic 

digitalization, and their connection to the expansion of 

Indonesia's MSME sector constitutes the secondary data utilized. 

Accordingly, documentation procedures are used in this study's 

data collecting. According to the study's findings, digital 

marketing is gradually but significantly enhancing MSMEs' 

performance, making it a significant step for MSME participants.  
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individuals use technology for a variety of purposes, including business, serves as 

evidence of this.  

The opportunities that exist due to digital technology in the world of business and 

business encourage the importance of business actors to switch to business models that 

adapt to technological developments. Every business activity is supported by information 

and telecommunications technology, thus leading to digitalization for the perpetrators 

(Idah & Pinilih, 2019).  One of the business activities that is currently supported using 

digital technology is the marketing stage or process. Marketing is defined as a vital 

activity in a company that has direct relationships with customers aimed at maintaining 

business continuity (Rambe & Aslami, 2021). Meanwhile, Sudarsono (2020) explains 

that marketing is a managerial process of offering, creating and other activities to deliver 

products to customers to achieve business desires. Digital marketing has become a highly 

popular sort of media in marketing. Digital marketing is the activity of searching for 

markets and marketing by using digitalization as a medium to reach consumers (Purwana 

et al, 2017). According to Susanto, (2021), marketing media using digital marketing 

currently has many enthusiasts as supporters of various community activities Using 

digital marketing   expands the market to support communication and transaction 

activities (Pradiani, 2017). As stated in Febriyantoro and Arisandi (2018), Chaffey, 

Chadwick, Mayer, and Johnston  digital marketing also plays an important role in utilizing 

technological developments to develop plans to build relationships with customers 

through electronic and conventional communication media.  

MSMEs, or micro, small, and medium-sized businesses are a sector operating in 

the business sector that is starting to utilize digital marketing in its marketing activities. 

In research by Febriyanto & Arisandi (2018), it was found that by utilizing digital 

marketing, MSMEs provide assistance to interact with customers directly, expand market 

share, increase customer awareness, and through various marketplaces also make it easier 

for customers in their transaction activities. Furthermore, Hadi's (2021) research shows 

that MSME business actors have not optimally utilized digital marketing as a strategy to 

optimize income. MSME players still need to understand the importance of digital 

marketing in helping businesses survive and grow at a time when consumer behavior has 

changed based on developments in information technology. Digital Marketing is one of 

the marketing strategies that is currently in great demand by the public to support various 
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activities carried out. Little by little they are starting to abandon traditional marketing 

models and switch to modern marketing, namely digital marketing. Digital Marketing 

allows communication and transactions to occur at any time, in real time, and globally. 

As the number of chatbased social media users increases, opportunities are created for 

small and medium businesses to enter markets within reach of smartphones. (Eldon et al., 

2024)  

The increase in performance provided by digital marketing in various aspects of 

MSME business during Society 5.0 and the Industrial Revolution 4.0 period, various 

situations that are currently occurring are the reasons for conducting research. This 

research examines in more depth the role of digital marketing in improving the 

performance of MSMEs during Society 5.0 and the Industrial Revolution 4.0 period. The 

problem that will be addressed in this study is formulated as (1) How MSMEs Implement 

Digital Marketing in their business processes, (2) How digital marketing can influence 

the performance of MSMEs during Society 5.0 and the Industrial Revolution 4.0 period.  

Meanwhile, the aim of this research is that it is hoped that it will provide benefits both 

theoretically and practically. The theoretical benefit of this research is that it is hoped that 

through research it can provide academic insight for researchers, students and business 

people regarding the application of digital marketing to MSMEs. Furthermore, the 

expected practical benefit is that through this research, MSME business actors can 

improve their business performance through the application of digital marketing. 

The way consumers shop has become more modern, from traditional shopping to 

online shopping. Starting from the emergence of online shopping applications and social 

media as places for buying and selling that offer various easy transactions. Online 

shopping applications have a large market share, most people are familiar with online 

shopping applications. Online shopping platforms on marketplaces and other social media 

platforms make it simple for customers to get what they need. Because buyers can readily 

acquire the product information they desire and do not need to physically visit the seller's 

location, marketplaces are seen to be more efficient and cost-effective. 

 

RESEARCH METHODS 

This paper presents a conceptual analysis of the function of digital marketing in a 

plan to enhance MSME performance via digital marketing. The information used in this 
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article is secondary data, specifically prior scientific publications that are pertinent to the 

study issue and are indexed both domestically and internationally by Google Scholar. A 

systematic review approach is used in this article's analysis. One way to find, assess, and 

understand all particular studies is through systematic reviews, which are a type of 

secondary study (Kitchenham, 2004). A qualitative systematic review involves the 

following steps: developing research questions, searching the literature for a systematic 

review, screening and choosing articles, evaluating the results, and creating a final report 

(Francis & Baldesari, 2006). The use of a systematic review is highly helpful in 

conducting a synthesis of numerous important research results, ensuring that the 

information presented are thorough and balanced (Siswanto, 2010). 

In this research, the author used article sources from Google Scholar in the 2020-

2024 period for the reason that research data from that year was deemed more relevant 

because starting in 2020 many MSME players began to utilize digital marketing and 

reflected the latest MSME conditions in the last seven years. After the Covid-19 

pandemic, this is what makes MSMEs expected to take a digital marketing approach, in 

order to expand market reach so they can survive and increase the profits they get. The 

problem formulation that we created is: (1) How to apply digital marketing to MSMEs 

(2) How digital marketing can influence the performance of MSMEs in the era of 

industrial revolution 4.0. So the criteria for the articles we choose are articles that are 

relevant to answering the problem formulation with the keywords The influence of 

marketing digitalization strategies on the performance of MSMEs. The research was 

carried out by documenting all the articles obtained in table form in this research report. 

The relevant articles that have been selected are then analyzed and summarized into a 

complete discussion in this article. 

 

RESULTS AND DISCUSSION 

The research articles included in this literature review are analyzes and summaries 

of articles related to the Influence of Digital Marketing, MSME Strategy, and the 

Influence of Digital Marketing in the era of the industrial revolution 4.0, which are 

presented in the following table.  
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Tabel Hasil Penelitian  

Title Year Research result 

Application of 

Digital 

Marketing as a 

Marketing 

Strategy for 

MSMEs 

2020 This activity's Community Service Partner is 

Rapi Sari Furniture, a company that manufactures 

and purchases furniture. Having been in business 

for over 30 years, Rapi Sari Meubel is one of the 

SMEs in Banjarmasin.  

The marketing efforts are still somewhat 

traditional and quite limited, though. Therefore, it 

is necessary to provide training on the 

significance of digital marketing in order to 

improve the marketing system, broaden the range 

of its business objectives, and facilitate more 

effective sales efforts. Partners also receive help 

in setting up profiles on digital platforms (such as 

Google Business and Google) and in managing 

digital media in the best possible way to promote 

MSME business needs. 

The final products include activity reports, 

scholarly articles published in national journals, 

and Google business and Google accounts. The 

approach employed in this activity include 

instruction through lectures and direct tutorials 

and practice in setting up digital media accounts 

for the MSME. 

 

Utilization of 

Digital 

Marketing for 

MSMEs 

2021 To adapt to the 5.0 era, the marketing system was 

switched from traditional to digital, and MSMEs 

were not given the opportunity to use social 

media to make these adjustments. This indicates 

that a large number of MSME actors continue to 

lack a basic understanding of digital marketing. 

Because of this, the goal of this Abdimas activity 

is to educate and train MSMEs in digital 

marketing so they may use social media for 

marketing. The method of abdimas activities are 

lectures, discussions and direct training to 

MSME actors. The abdimas participants are 

MSME actors in Teluk Pucung Village, North 

Bekasi as many as 20 people with the criteria that 

they do not know the digital marketing system for 

marketing. As a result of the abdimas, 

participants gain more knowledge about digital 

marketing, beginning with the types, 

applications, and comprehension of digital 

marketing for MSME products. They can also 

produce information and content to support the 
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posting of persuasive product images, videos, and 

photos on Instagram accounts. 

 

Epic Model: 

Effectiveness 

of Marketing 

Systems 

Through Social 

Media for 

MSMEs for 

Processed Fish 

Products 

2022 Persuasion, Impact, and Communication). The 

research results confirm that from the empathy 

dimension, MSME managers have run 

effectively, based on the opinions and 

perceptions of consumers and customers. The 

persuasion dimension is where the promotions 

carried out by MSMEs have been able to attract 

the hearts and convince respondents to order the 

advertised products. The impact dimension 

(Impact) means that the promotional media used 

by Processing MSMEs has displayed creative, 

innovative advertising content according to the 

theme and looks different so that it can attract 

consumers. And the communication dimension 

means that fish processing MSMEs have 

captured the hearts of consumers through 

promotional advertisements delivered via 

Instagram, Tiktok and Facebook. The EPIC rate 

value is 3.26, this shows that promotional media 

is carried out via Instagram, Tiktok and 

Facebook. by MSMEs in South Sulawesi is very 

effective, because it is in the range of 3.26 – 

4.00. 

Implementation 

of Digital 

Marketing 

Strategy to 

Increase Sales 

of MSME 

Products in 

Blitar 

Subdistrict 

2023 Regional MSME actors, particularly those in 

Blitar Village Its business has not yet expanded 

significantly. Still, a large number of MSME 

participants have prevented themselves from 

growing. Only customers in the vicinity of their 

market and the Blitar area purchase their goods. 

The goal of the financial optimization and digital 

marketing socializing was to help MSME 

participants comprehend the importance of 

innovation and global orientation, since these 

two elements are crucial for success in the 

global marketplace. The capacity of 

entrepreneurs, particularly MSMEs, to foresee 

globalization is a major factor in determining 

their competitive advantage. This socialization 

covers the primary subject, which is the 

significance of digital marketing for business 

growth and maximizing MSME funding to boost 

 
The 

Implementattion 

of Digital 

2024 From the results of the study in the form of 

bibliometric analysis of research publication data and 

related ibliographic data, it was concluded that 
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Marketing in 

Indonesia’s 

SMSMES by 

Using 

Bibliometric 

Methods and 

Systematic 

Literature 

Review 

research related to digital marketing for MSMEs is 

still relatively small, with only 109 published 

documents produced worldwide for various types of 

published documents until 2024, and there is a 

downward trend in 2022 and will increase again in 

2023. Indonesia is in the highest position in Asia in 

the number of publications but is second in Asia in the 

number of citations behind India. This shows that 

Indonesian journals are still less interesting to cite 

even though the number of publications is greater. 

From the aspect of research topics, the dominant 

aspect is digital marketing, then related to trade, 

marketing and MSMEs. This shows that it is very 

open for further research to be carried out on topics 

other than digital marketing for MSMEs, such as 

digital marketing strategies using social media 

marketing, technology adoption and innovation for 

MSMEs in all regions of the country, especially in 

Asian countries including Indonesia. Furthermore, 

related to the results of the analysis from the 

Systematic Literature Review, it was found that 

MSME players still need to improve the quality of 

their digital marketing management. 

 

 

The discussion material primarily presents the reasoning and investigates whether 

or not the data produced are consistent with the hypothesis. When citing sources in a 

conversation, keep it brief (if at all possible). Research findings or other people's 

perspectives should be abstracted and written in separate sentences rather than using exact 

repetitions. In groups, collections of related studies can be referred to. 

Quotations come from online journals using quotations from the American 

Psychological Association (APA) Fifth Edition, quotations come from online news, 

internet adaptations must include the name of the author/editor of the news, the news link, 

and the time of access. 

 

CONCLUSIONS AND RECOMMENDATIONS 

Digital marketing is currently being used by MSMEs to boost product sales 

through e-commerce sites or marketplaces like Shoope, Tokopedia, Bukalapak, Lazada, 

and others. Moreover, MSME companies use social media platforms like Facebook, 

Instagram, and WhatsApp to attract a lot of clients and traffic, which in turn boosts 

conversions and impacts product sales.  
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The digitalization of marketing helps significant growth in product sales 

performance. Apart from that, MSME players are given convenience in informing or 

interacting with their customers. On the other hand, digital marketing also helps MSMEs 

reduce operational costs so that this can be an alternative approach. Based on this study, 

it can be said that digital marketing is gradually but significantly enhancing MSMEs' 

performance, making it a definitive step for MSME participants.  

In this research there are still many limitations that need to be corrected, in terms 

of secondary data in the form of previous scientific articles that need to be added and 

there is still a lack of theoretical exploration so that in the future it needs to be enriched 

in order to get more detailed results.  Apart from that, this research is still lacking in 

review due to limited research time, so in the future it is necessary to review it more 

deeply so that it can be more detailed. 
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