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This study focuses on the relationship between innovation and sustainability practices in 

Micro, Small, and Medium Enterprises (MSMEs). As MSMEs navigate the complexities of 

modern commercial demands and environmental expectations, adopting sustainable practices 

is crucial. This article utilizes data analytics, explores green marketing, and evaluates 

occupational health and safety management systems, drawing on empirical research to 

highlight essential elements that affect MSMEs' performance. Moreover, we investigate how 

innovation can enhance performance and competitive advantage, particularly during 

challenging times like the COVID-19 pandemic. Through a comprehensive literature review, 

we identify barriers and enablers to incorporating sustainability into business models, offering 

strategic recommendations for MSMEs to thrive in an increasingly environmentally conscious 

market. This study enriches the understanding of MSMEs' operational dynamics and 

underscores the importance of a sustainable strategy for long-term survival and growth. 
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1. INTRODUCTION

The long-term viability and competitiveness of Micro, 

Small, and Medium Enterprises (MSMEs) in Java, Indonesia, 

rely heavily on sustainability [1]. As key drivers of Indonesia’s 

economy, MSMEs contribute significantly to GDP growth and 

job creation, underscoring their crucial role in maintaining 

economic stability [2]. In an increasingly environmentally 

conscious global economy, ensuring the sustainability of 

MSMEs is essential for enhancing their resilience and 

competitiveness [3]. As Indonesia’s most densely populated 

island, Java is home to most MSMEs, making it a strategic 

focal point for this study. With over 60% of the nation’s 

population and a substantial economic output, Java presents 

unique challenges and opportunities in fostering sustainable 

business practices [4]. 

Implementing sustainable practices will increase consumer 

legitimacy and brand loyalty, critical to financial success in the 

highly competitive MSME market [5]. The commercial 

benefits of sustainability are validated by the good correlation 

between environmentally friendly activities and green 

marketing techniques with customer brand loyalty [6, 7]. 

Ultimately, aligning with these market trends drives economic 

success and environmental stewardship by enabling MSMEs 

to innovate and strategically position themselves to meet 

customer expectations for sustainable goods [8, 9]. 

MSMEs that implement sustainable practices help achieve 

the SDGs, as shown in Table 1. By practicing sustainable 

operating procedures, such as the circular economy, these 

businesses can become more resilient and adaptable to 

disruptive events. In addition to reducing waste and promoting 

resource efficiency, research shows that implementing circular 

practices can open up new business opportunities to increase 

profits. 

This study examines how sustainability enhances MSMEs' 

long-term viability and competitiveness in Java, Indonesia. As 

global markets increasingly prioritize environmental and 

social responsibility, integrating sustainable business practices 

such as the circular economy and efficient resource 

management has become essential for maintaining relevance 

and resilience. To guide this analysis, “sustainability” in this 

study refers to long-term practices that balance economic 

viability, environmental stewardship, and social equity. In 

parallel, “digital marketing” uses search engine optimization 

(SEO), social media platforms, and e-commerce to promote 

MSME products and strengthen stakeholder engagement. By 

aligning with these principles, MSMEs can improve their 

market positioning, increase customer trust and loyalty, and 

contribute meaningfully to achieving the SDGs [10].  

Furthermore, this study seeks to provide insights into 

strategic approaches that enable MSMEs to thrive in an 

evolving economic landscape. Analyzing existing literature 
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and empirical findings highlights the role of digital 

transformation, organizational culture, and environmental 

initiatives in improving MSME resilience. The findings aim to 

inform business owners, policymakers, and researchers on 

effective strategies for fostering sustainability-driven growth 

in the MSME sector [11]. Based on the background above, this 

study aims to answer the following research questions: 

•How do MSMEs in Java implement sustainability

principles in digital marketing? 

•What are MSMEs' main challenges and enablers in

adopting sustainable digital strategies? 

•What strategic insights can be drawn from best practice

cases for broader replication? 

Previous studies emphasize diverse strategies in MSME 

sustainability, yet many remain descriptive. For instance, 

while research by Endris and Kassegn [12] highlights the 

alignment between MSME activities and SDGs, it does not 

critically examine how these alignments evolve. Research by 

Eweje [13] provides a strong qualitative case on cultural and 

managerial influence, but lacks generalizability and 

integration with digital tools. Other studies focus on isolated 

variables such as green marketing or e-commerce, without 

synthesizing their interdependence within sustainability 

frameworks. Moreover, many do not account for contextual 

factors such as geographic infrastructure, policy dynamics, 

and institutional trust. This review addresses those gaps by 

synthesizing evidence across methodological designs and 

sectoral contexts, focusing on Indonesian MSMEs operating 

in Java. 

Table 1. State of the art 

Method Novelty Results 
Future Research 

Potential 
Reference 

A systematic review of 

existing literature, 

including research articles 

and policy documents 

Using a systematic evidence-

based approach in assessing 

SDG achievement by 

MSMEs in Ethiopia 

MSMEs contribute significantly 

to sustainable development by 

creating jobs, eradicating poverty, 

and improving living standards; 

83% of SDG 8 and 88% of SDG 9 

targets were achieved 

Empirical studies on 

policy interventions that 

can further optimize the 

role of MSMEs in 

sustainable development 

[12] 

Quantitative Approaches to 

analyzing productivity 

levels and productivity 

profit-sharing models 

Demonstrating the 

effectiveness of the 

productivity profit-sharing 

model in increasing MSME 

profits during the pandemic 

MSME profits from the 

productivity-sharing model for 

herbal products increased by 

500% between 2019 and 2020 

Longitudinal evaluation of 

the impact of this model 

on the long-term resilience 

of MSME businesses 

[14] 

Triangulation of research 

methods: integrative 

literature review, 

computer-assisted 

telephone interviews, and 

individual in-depth 

interviews 

A multi-method study 

highlighting resource 

management strategies in 

rubber industry MSMEs 

during the crisis 

Sustainable resource management 

increases MSME turnover during 

the pandemic, demonstrating their 

resilience amid economic 

challenges 

Comparative analysis of 

similar strategies in 

different industrial sectors 

and under various 

economic conditions 

[15] 

Qualitative case study with 

CEO/owner and employee 

interviews, using 

managerial discretion 

theory 

Using managerial wisdom 

theory to understand 

sustainability strategies in 

MSMEs 

Sustainability initiatives in 

Japanese SMEs reduce 

environmental impact, increase 

employee support, and drive 

positive outcomes for the 

company 

A cross-cultural study 

comparing the 

effectiveness of 

sustainability strategies 

across countries 

[13] 

Online questionnaire 

survey of 1,024 small 

businesses in the culinary 

field; descriptive analysis, 

cross-tabulation, Mann-

Whitney test 

Providing a data-based 

comparison between 

MSMEs that adopted e-

commerce and those that did 

not during the pandemic 

E-commerce adoption increased

MSME revenue during the

pandemic, while non-adopters 

experienced significant losses 

Investigating digital 

transition strategies for 

non-adopter MSMEs to 

improve their 

competitiveness 

[16] 

Quantitative with Smart-

PLS 4 analysis, data from 

300 MSMEs and customers 

Linking organizational 

culture factors to customer 

satisfaction in the context of 

MSMEs 

Organizational culture, digital 

marketing strategy, service 

quality, and environmental 

sustainability significantly 

positively affect customer 

satisfaction of MSMEs in 

Indonesia 

An exploratory study on 

the impact of product 

innovation and customer 

experience on customer 

satisfaction 

[17] 

Qualitative with in-depth 

interviews and content 

analysis 

Using a qualitative approach 

to identify key elements of a 

sustainable digital marketing 

strategy 

A sustainable digital marketing 

strategy can increase brand 

visibility, customer engagement, 

and market competitiveness for 

MSMEs 

Development of a 

quantitative model to 

measure the effectiveness 

of digital marketing 

strategies on sales 

conversion 

[18] 

Quantitative with 

SmartPLS 4.0 analysis, 

data from 150 respondents 

Using brand image as a 

mediating variable in the 

relationship between green 

and digital marketing and 

MSME competitiveness 

Green marketing and digital 

marketing significantly positively 

affect brand image, further 

increasing the competitiveness of 

MSME tempeh chips in Malang 

A long-term investigation 

into the correlation 

between green marketing 

and customer loyalty 

[19] 
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2. METHOD

This research employs a Schematic Literature Review 

(SLR) to systematically examine the literature on sustainable 

digital marketing strategies for MSMEs in Java, Indonesia. 

This methodological approach was chosen to identify core 

concepts, emerging trends, and prevailing challenges in 

integrating sustainability within digital marketing practices in 

the MSME sector. The review followed a transparent and 

replicable protocol, involving the following steps: 

•Databases searched included Scopus, Web of Science, and

Google Scholar. 

•A keyword-based search strategy was implemented using

terms such as “MSME,” “sustainability,” “digital marketing,” 

“Indonesia,” and “Java.” 

•Inclusion criteria encompassed peer-reviewed articles

published between 2010 and 2025, in English or Bahasa 

Indonesia, focusing on sustainable innovation or digital 

practices within MSMEs. 

Figure 1. Flowchart of the research 

•Exclusion criteria eliminated grey literature, opinion

pieces, and studies not directly addressing MSME 

sustainability. 

•The selected literature was analyzed through thematic

coding to extract key insights on strategic approaches, 

implementation challenges, and real-world case studies. 

Following the literature selection, we undertook a thematic 

synthesis of the studies. We categorized the literature based on 

the interaction between sustainability practices and 

innovation, identifying recurrent themes along with barriers 

and enablers that influence the implementation of sustainable 

practices in MSMEs. This analytical process culminated in a 

nuanced understanding of the correlation between sustainable 

practices and competitive advantage, particularly in light of 

ongoing market dynamics. 

To present our findings clearly, we summarized the results 

within a schematic framework that visually delineates the 

relationship between sustainability, innovation, and 

performance outcomes in MSMEs. This visual representation 

not only elucidates the critical factors that influence the 

operations of MSMEs but also highlights practical 

implications for enhancing their competitive positioning via 

sustainability initiatives. 

Through our detailed methodology and thorough analysis, 

we aim to elucidate the complex interplay between 

sustainability and innovation within the landscape of MSMEs, 

particularly focusing on the context of Java, Indonesia. By 

critically examining this relationship, we aspire to contribute 

valuable insights that can inform policy-making, academic 

discourse, and practical applications, ultimately fostering a 

more sustainable and innovative ecosystem for MSMEs in the 

region, particularly in Java, Indonesia. 

The study process follows the flow depicted in Figure 1, 

introducing the concept of sustainability and its role in the 

MSME ecosystem in Java. Next, the study discusses the 

environmental challenges MSMEs face, the digital marketing 

landscape, and sustainable marketing and branding strategies. 

Case studies of successful MSMEs are applied to provide 

additional insights, followed by identifying implementation 

barriers. Finally, the study develops a framework for 

sustainable digital marketing strategies, including guidelines 

and evaluation metrics, before concluding with key findings 

and recommendations. 

3. CHALLENGES IN IMPLEMENTING 

SUSTAINABLE DIGITAL MARKETING

Many environmental barriers prevent MSMEs from 

implementing sustainable practices [20]. These difficulties fall 

into three categories: environmental, social, and economic. 

Economic barriers include limited financial resources, 

ignorance, and societal expectations [21]. Limited resources 

and skills, and pressure to meet social standards are examples 

of social difficulties. High energy use and waste production 

are environmental problems that exacerbate ecological 

damage. Reducing their carbon footprint is a significant issue 

for MSMEs, especially in high-emission sectors [22]. 

Despite these constraints, implementing sustainable 

practices can help MSMEs in many ways. Cost savings, 

competitiveness in the marketplace, regulatory compliance, 

increased brand recognition, community engagement, less 

environmental impact, and support for international 

sustainability goals are examples of economic benefits [23]. 
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MSMEs can reduce their environmental impact and support 

global sustainability goals by implementing sustainable 

practices, including waste reduction, energy efficiency, and 

supply chain management. By addressing these issues, 

MSMEs can increase their competitiveness, reduce their 

environmental impact, and support global sustainability goals 

[24]. 

MSMEs can overcome barriers and optimize profits by 

using sustainable practices. Collaboration with other 

stakeholders, technology integration, and government support 

are essential. The government can encourage MSMEs to adopt 

sustainable practices by offering tax breaks, financial 

incentives, and legislative assistance [25]. MSMEs can invest 

in sustainable technologies with the help of green financing 

options such as impact investing and green loans. Resource 

optimization and waste reduction are two benefits of using 

green information systems. Blockchain and other digital 

technologies can improve supply chain efficiency and 

transparency [26]. Partnerships with other companies, non-

governmental organizations, and educational institutions can 

also help MSMEs exchange best practices and information on 

sustainability [27]. The ability of MSMEs to adopt 

environmentally friendly operations can be enhanced through 

training and education on sustainable practices. Green 

marketing and innovation can help MSMEs stay competitive 

by attracting ecologically conscious customers [28]. Due to 

local issues, laws, and cultural norms, regional perspectives on 

sustainability differ [29]. However, implementing sustainable 

practices has many benefits, including lower environmental 

impact, increased market competitiveness, and cost savings. 

To overcome these obstacles, MSMEs must leverage 

government assistance, technology integration, and teamwork. 

MSMEs can achieve long-term sustainability and help 

preserve the environment by paying attention to these factors 

[1]. Table 2 outlines common barriers MSMEs face in 

transitioning to sustainable practices, categorized into 

environmental, economic, and social domains. These 

categories include internal limitations such as financial 

capacity, technological gaps, and market-related pressures. 

Furthermore, beyond resource-related and ecological 

constraints, MSMEs face structural and behavioral barriers 

that hinder the adoption of sustainable digital marketing 

practices. These additional challenges are elaborated below. 

Adopting a sustainable digital marketing strategy for 

MSMEs in Java, Indonesia, is challenging [30]. Limited 

financial resources, lack of digital skills, poor infrastructure, 

reluctance to change, and market competitiveness are some of 

the difficulties these businesses face [31]. 

MSMEs may find it more difficult to run successful 

campaigns if they do not have the funds to invest in 

sophisticated digital marketing tools and technologies [32]. In 

addition, workers and business owners may find it more 

difficult to use digital channels efficiently if they do not have 

the necessary digital capabilities. The capacity of MSMEs to 

use digital marketing services and interact with clients online 

may also be hampered by inadequate internet access and 

technology infrastructure [33]. 

Another significant barrier for MSMEs is resistance to 

change. Due to ingrained routines and old traditions, 

companies may be reluctant to innovate. This inertia can 

hinder digital marketing strategies, mainly when they aim to 

revolutionize the company's processes [34]. 

Financial assistance programs, training and capacity 

building, infrastructure spending, change management 

support, collaborative networks, and open digital resources 

can address these barriers [35]. Microfinance, grants, and 

subsidized loans are just some financing options for MSMEs 

through government programs and collaborations with 

financial institutions. 

While training and mentoring programs can foster a culture 

that welcomes innovation and adaptability, existing change 

management assistance can facilitate the shift of MSMEs to 

digital processes. MSMEs can build networks by exchanging 

resources, best practices, and expertise on digital marketing 

through collaborative networks [36]. 

Finally, MSMEs can establish their online presence without 

significant expenditure by utilizing free or low-cost digital 

marketing tools. MSMEs in Java can thrive independently and 

significantly contribute to the overall economy by addressing 

these challenges with workable answers and easily accessible 

resources [36]. Although digital marketing offers excellent 

opportunities for MSMEs, various challenges must be 

overcome before adoption becomes more effective. Table 3 

summarizes some of the main obstacles MSMEs face in 

implementing digital marketing strategies, ranging from 

limited digital literacy to financial constraints and competition 

with large companies. 

Table 2. Challenges and benefits of MSME sustainability 

Environmental Challenges Potential Benefits of Sustainable Practices Reference 

Regulatory Compliance 

Due to limited resources and knowledge, MSMEs often 

experience difficulties complying with environmental 

regulations. 

Wider Market Access 

Implementing sustainable practices can open up new 

market opportunities and attract environmentally 

conscious consumers. 

[37] 

Limited Resources 

Limited financial and human resources hamper the use of 

environmentally friendly technologies. 

Cost Savings 

Increasing energy efficiency and reducing waste can 

significantly reduce operating costs. 

[38] 

Lack of Environmental Awareness 

Many MSMEs are not aware of the environmental impact of 

their operational activities. 

Better Corporate Image 

Implementing sustainable practices can enhance 

reputation and stakeholder trust. 

[39] 

Technology Limitations 

Access to and understanding of environmentally friendly 

technologies is still limited. 

Compliance with Regulations 

A proactive environmental strategy helps MSMEs comply 

with evolving regulations. 

[40] 

Market Pressure 

Low demand for environmentally friendly products can make 

MSMEs reluctant to implement sustainable practices. 

Competitive Advantage 

Implementing sustainable practices early on can be a 

differentiating factor for MSMEs in the market. 

[41] 
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Table 3. MSMEs' challenges in digital marketing 

Challenges/ 

Barriers 
Description Reference 

Limitations of 

Digital Literacy 

Many MSMEs do not yet 

understand digital technology, 

making adopting effective 

online marketing strategies 

challenging. 

[42] 

Technology 

Infrastructure 

Constraints 

Unequal internet access and 

inadequate technological 

infrastructure hamper the 

implementation of digital 

marketing by MSMEs in certain 

areas. 

[43] 

Competition 

with Big 

Companies 

MSMEs often have difficulty 

competing with large 

companies with more resources 

to optimize digital marketing 

strategies. 

[44] 

Financial 

Resource 

Constraints 

Limited capital prevents 

MSMEs from investing in the 

technology and training needed 

for digital marketing. 

[45] 

Lack of Trust in 

Technology 

Some MSMEs are doubtful 

about the security and 

effectiveness of digital 

technology, so they are 

reluctant to adopt it in their 

marketing strategies. 

[46] 

These findings indicate that MSMEs encounter various 

challenges in adopting sustainable practices, including 

financial, technological, and regulatory barriers. Financial 

constraints limit their access to green technologies and 

training, while a lack of awareness hinders behavioral change. 

Unclear policies and insufficient institutional support often 

complicate regulatory compliance. Multi-level collaboration 

among government, industry, and civil society is essential to 

address these gaps. 

This summary also highlights the persistent barriers to 

digital transformation faced by MSMEs, such as limited 

infrastructure, low trust in technology, and a shortage of 

necessary skills. These obstacles delay innovation and 

exacerbate inequality between digitally advanced and lagging 

firms. Without supportive ecosystems, many MSMEs remain 

excluded from digital growth opportunities. Strategic public-

private partnerships are crucial for promoting inclusive digital 

readiness. 

4. DIGITAL MARKETING LANDSCAPE FOR MSMES

Increasing competitiveness and visibility in a world 

prioritizing digitalization drives rapid evolution in the digital 

marketing environment of MSMEs in Java. For MSMEs to 

expand their market reach and improve operational efficiency, 

there is a real movement toward digital transformation in line 

with current trends. To remain competitive, this shift requires 

various digital marketing techniques and tools [47, 48]. 

Social media, SEO and content marketing, e-commerce and 

online marketplaces, and data-driven marketing are some of 

Javanese MSMEs' current digital marketing trends. Through 

operational simplification, cost reduction, and faster service 

delivery, digital transformation enables MSMEs to access 

global audiences, overcome regional constraints, and improve 

operational efficiency. MSMEs can provide individualized 

and quick customer support thanks to technologies such as 

ChatGPT and Management Information Systems (MIS), 

which increase customer satisfaction and loyalty [48, 49]. 

For MSMEs, strategic decision-making also becomes more 

critical as they can make informed choices, adapt to market 

trends, and improve their marketing strategies with the help of 

real-time data and analytics. However, MSMEs face various 

obstacles, such as low levels of digital literacy, reluctance to 

adapt, and limited infrastructure. MSMEs can overcome these 

obstacles and leverage digital marketing to increase 

competitiveness by investing in infrastructure development 

and digital skills training [50, 51]. The growing digital 

marketing trends among MSMEs in Java reflect the efforts to 

adapt to the ongoing digital transformation. This can be seen 

from the various strategies implemented, as summarized in 

Table 4, which presents a summary of recent innovations in 

digital marketing adopted by MSMEs in Java. It highlights the 

integration of emerging tools and strategies such as artificial 

intelligence (AI), short-form video content, local influencers, 

chatbots, and location-based marketing. These innovations 

demonstrate how MSMEs leverage digital platforms to 

enhance customer engagement, personalize marketing efforts, 

and broaden their market reach in an increasingly competitive 

landscape.  

In conclusion, the desire to increase market reach and 

competitiveness has driven a dynamic shift towards digital 

transformation in the digital marketing environment of 

MSMEs in Java. Despite the obstacles, there are also many 

opportunities for development and innovation as long as 

MSMEs can adapt to the rapidly evolving digital landscape. 

The table illustrates the increasing adoption of advanced 

digital marketing methods among MSMEs in Java. Tools such 

as AI and chatbots enable personalized customer interactions 

and operational efficiency. However, the effectiveness of these 

innovations depends on digital literacy and access to stable 

infrastructure. Investments in training and local digital 

ecosystems will be crucial for sustainable competitiveness. 

Table 4. Digital marketing of MSMEs 

Digital Marketing 

Trends 
Description Reference 

Utilization of 

Artificial Intelligence 

(AI) in Marketing 

Using AI to analyze 

customer data, 

personalize content, and 

improve customer 

engagement. 

[52] 

Marketing Through 

Short Videos 

Using platforms like 

TikTok and Instagram 

Reels to promote products 

through engaging short 

video content. 

[53] 

Marketing Through 

Local Influencers 

Collaborate with local 

influencers to increase 

product reach and 

credibility in local 

communities. 

[54] 

Using Chatbots for 

Customer Service 

Implement chatbots to 

provide 24/7 customer 

service, answer frequently 

asked questions, and 

process orders. 

[55] 

Location-Based 

Marketing 

Use location data to offer 

relevant promotions to 

customers in specific 

areas. 

[56] 
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5. ALIGNING SUSTAINABLY WITH DIGITAL 

MARKETING INITIATIVES 

A shift from conventional marketing strategies to ones that 

prioritize transparency, authenticity, and long-term value 

creation is necessary to incorporate sustainability into digital 

marketing campaigns. This can support profitable social 

benefits, meet stakeholder expectations, enhance consumer 

engagement and brand reputation, and support corporate goals. 

Stakeholder-centric strategies, delivering relevant and reliable 

content, using digital technologies such as artificial 

intelligence (AI), the Internet of Things (IoT), and big data, 

and promoting transparency and ethical service are some 

strategies to achieve this alignment [57, 58]. 

Using eco-friendly packaging, avoiding greenwashing, and 

being transparent are best practices for branding and 

marketing. Companies should provide ethical goods and 

openly explain their sustainability commitments, as these 

actions increase customer engagement and brand reputation. 

To build trust and loyalty, companies should emphasize 

environmental responsibility, and authenticity is essential as 

customers become increasingly suspicious of greenwashing 

techniques [59, 60]. 

However, adoption can be hampered by several issues, 

including organizational inertia, financial constraints, and the 

potential for greenwashing. Companies must develop an active 

corporate culture and continuous learning to encourage green 

innovation. To be consistent with sustainability goals, it is also 

necessary to carefully manage the contradictory functions of 

digital advertising, which can promote excessive consumption 

[61]. Various innovative strategies can be implemented to 

support sustainable digital marketing.  

Table 5. Innovative strategies for sustainable digital 

marketing 

Innovative 

Strategy 
Description Reference 

Blockchain Use for 

Supply Chain 

Transparency 

Implementation of 

blockchain technology to 

ensure transparency and 

authenticity in the supply 

chain of sustainable 

products. 

[62, 63] 

Location-Based 

Marketing to 

Reduce Carbon 

Footprint 

Using location data to target 

local consumers reduces the 

need for long-distance 

delivery and associated 

emissions. 

[64] 

Mobile Application 

Development for 

Eco-Friendly 

Product Promotion 

Creating an application that 

promotes environmentally 

friendly products and 

provides educational 

information to consumers. 

[65] 

Social Media 

Sentiment Analysis 

to Monitor 

Sustainability 

Perceptions 

Leveraging sentiment 

analysis to understand 

consumer perceptions of 

corporate sustainability 

initiatives. 

[66] 

Using Virtual 

Reality (VR) for 

Sustainable Product 

Education 

Using VR technology to 

provide consumers with an 

interactive experience about 

the benefits of sustainable 

products. 

[67] 

Table 5 summarizes emerging strategies that integrate 

sustainability goals with digital marketing tools, offering 

practical approaches for companies to enhance transparency, 

reduce carbon footprints, and strengthen consumer 

engagement in sustainability initiatives. Key innovations 

highlighted include using blockchain technology for 

transparent supply chains, geolocation-based marketing to 

target eco-conscious consumers, and immersive technologies 

such as virtual reality (VR) to communicate sustainability 

narratives more effectively. 

In short, integrating sustainability into digital marketing 

campaigns requires a holistic strategy that prioritizes 

transparency, authenticity, and stakeholder engagement. 

Companies can increase brand recognition and customer trust 

while supporting international sustainability initiatives by 

emphasizing transparency, authenticity, and stakeholder 

engagement. 

These innovative strategies demonstrate the potential of 

technology to drive sustainability in marketing practices. 

Blockchain, VR, and sentiment analysis offer transparency, 

engagement, and customer insight. Yet, their implementation 

is limited by cost, complexity, and readiness at the MSME 

level. Capacity building and scalable pilot programs could 

help bridge these gaps effectively. 

6. CASE STUDIES OF SUCCESSFUL INTEGRATION

The potential to increase corporate resilience and 

competitiveness has made integrating sustainable practices 

with digital marketing initiatives a concern among local 

MSMEs in Java [68]. Examples of effective integration tactics 

and lessons learned include KWT Kuncup Mekar, Dhea Rasa 

in West Java, and Honoya Group in Blitar City [69]. 

These examples show how collaboration, digital literacy, 

and innovative digital technologies can enhance 

competitiveness and sustainability. MSMEs can adopt 

sustainable practices with the assistance and resources of 

partnerships with public and private organizations [70]. 

Initiatives such as the “TUWO” model in Central Java 

demonstrate the importance of providing ongoing education 

and training in sustainability and digital marketing [71]. 

Several case studies demonstrate MSMEs' opportunities 

and challenges in implementing digital marketing strategies. 

For example, Dhea Rasa’s adoption of digital accounting tools 

improved traceability and reduced error rates by 40%, yet the 

absence of structured performance metrics hindered proper 

evaluation. Similarly, the Honoya Group experienced 

increased customer engagement through WhatsApp 

commerce, but lacked analysis regarding its operational 

scalability. These cases highlight the need for contextual 

benchmarking and tailored capacity-building programs [72]. 

While effective digital marketing depends on high-quality 

content and a strong understanding of industry dynamics [73], 

many MSMEs struggle with long-term adaptation. Some 

adopted digital tools only during crises such as the COVID-19 

pandemic, later abandoning them due to weak integration with 

core business functions. Others showed initial promotional 

success but failed to adjust logistics or supply chains to meet 

rising demand. For instance, KWT Kuncup Mekar leveraged 

community-based marketing via Facebook Live but lacked 

follow-up data to assess long-term customer retention [23]. 

These mixed outcomes reflect the complexity of scaling digital 

sustainability in MSMEs and underscore the urgent need for 

systemic, long-term mentoring beyond temporary tools and 

funding. 
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The knowledge from this case study can be used by other 

SMEs who want to combine digital marketing with sustainable 

practices [74]. However, technology management and digital 

literacy remain, requiring ongoing cooperation from all parties 

involved [75]. To achieve the best results, strategies must be 

tailored to different MSMEs' specific difficulties and 

conditions, including financial availability, market conditions, 

and regulatory frameworks [76, 77]. The knowledge gained 

from this case study provides valuable insights for MSMEs 

who wish to adopt digital marketing with a sustainable 

approach. Table 6 summarizes a range of case studies 

illustrating how MSMEs across different regions in Java have 

implemented digital marketing strategies to enhance 

operational efficiency, expand market reach, and support 

business sustainability. These examples demonstrate the 

effective utilization of digital tools to streamline processes, 

reduce operational costs, and reach broader audiences across 

various industry sectors. 

Table 6. MSMEs digital marketing case study 

Case 

Study 
Description Reference 

"Kremes 

Ubi" 

Business 

Group in 

Cibunar 

Village, 

Sumedang 

This business group implemented a 

digital marketing strategy to increase 

sales of their "Kremes Ubi" product, 

which is a local product made from 

cassava. Through the implementation 

of digital marketing, they managed to 

expand their market reach and 

increase sales significantly. 

[78] 

MSMEs 

in Jayagiri 

Village, 

Lembang 

MSMEs in this village implement 

digital technology in their marketing 

strategies to improve operational 

efficiency and market reach. The 

digital marketing training provided 

has shown a significant impact on 

promotional strategy and the use of 

digital technology among MSMEs. 

[79] 

MSMEs 

in West 

Java 

This study examines the sustainability 

of MSMEs in West Java and the role 

of digital transformation, digital 

dividends, and entrepreneurship in 

driving the sustainability of these 

businesses. The results show that 

financial access, market access, 

government policies and regulations, 

and human resources are important 

factors that influence the 

sustainability of MSMEs. 

[80] 

MSMEs 

in West 

Java 

This study analyzes the influence of 

digital marketing and entrepreneurial 

competence on the marketing 

performance of MSMEs in West 

Java. The study results indicate that 

digital marketing and entrepreneurial 

competence have a positive and 

significant effect on the marketing 

performance of MSMEs. 

[81] 

MSMEs 

in West 

Java 

This study explores the impact of 

information technology 

implementation on marketing cost 

efficiency in MSMEs in West Java. 

The results show that applying 

information technology can reduce 

marketing costs and increase the 

operational efficiency of MSMEs. 

[82] 

The case studies provide practical illustrations of MSMEs 

leveraging digital platforms to enhance visibility and sales. 

Despite diverse contexts, successful MSMEs share traits like 

adaptability, local collaboration, and proactive learning. 

Nonetheless, most lack formal evaluation systems to track the 

impact of these initiatives. Future interventions should 

incorporate performance metrics to ensure strategic outcomes. 

7. FRAMEWORK FOR DEVELOPING SUSTAINABLE

DIGITAL MARKETING STRATEGIES

This study guides sustainable digital marketing tactics for 

MSMEs in Java, Indonesia. The study provides detailed 

guidance to MSMEs on conducting a situation analysis, setting 

goals and objectives, creating a sustainable digital marketing 

strategy, using digital tools and technologies, empowering and 

training staff, tracking and assessing performance, and 

measuring success using metrics and indicators [83]. 

Conducting a situation analysis is the first step, which 

involves evaluating the target audience, the competitive 

environment, and the organization's current status. Determine 

sustainability goals and ways to integrate them with marketing 

goals. A SWOT analysis is used to assess internal and external 

issues [84]. 

The second step is setting goals and objectives related to 

digital marketing and sustainability. Set measurable goals, 

such as increasing the proportion of green product sales by 

20% over the next year and increasing online exposure by 30% 

in six months through focused digital marketing [85, 86]. 

Creating high-quality, eco-conscious content that 

emphasizes the sustainability of your goods or services is the 

third step in creating a sustainable digital marketing plan. 

Create a sustainability-centric network using social media sites 

like Facebook, Instagram, and TikTok. Use sustainable 

keywords in your website text to increase search engine 

exposure. Create ad campaigns that promote eco-friendly 

goods and educate customers about sustainable practices [33, 

86]. 

The fourth phase is implementing digital tools and 

technologies, such as social media management tools like 

Hootsuite, email marketing platforms like Mailchimp for 

campaigns, and Google Analytics to measure website traffic 

and user activity. To enable online sales and ensure a seamless 

client experience, spend money on an e-commerce platform 

like Shopify or WooCommerce [87, 88]. 

The fifth phase is to inspire and educate staff members, 

motivate them to participate in sustainability projects, and 

foster an eco-friendly culture within the company. Review 

performance frequently regarding goals and modify tactics as 

needed [89]. To achieve sustainable digital marketing, 

MSMEs must implement various strategies to increase 

competitiveness while supporting responsible business 

practices. Table 7 summarizes the main aspects of sustainable 

digital marketing strategies that can help MSMEs expand 

market reach, increase customer engagement, and optimize 

their online presence. 

In conclusion, MSMEs in Java can become more resilient, 

visible, and competitive by implementing sustainable digital 

marketing tactics. MSMEs can improve their overall 

marketing performance and successfully address the growing 

market demand for sustainability by following this standard 

approach. 
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Table 7. Sustainable digital marketing strategy for 

MSMEs 

Strategy Aspect Description References 

Utilization of E-

commerce 

Integration of e-commerce 

platforms to expand 

market reach and increase 

sales of MSME products. 

[70] 

Use of Social Media 

Optimizing social media as 

a promotional tool and 

customer interaction to 

increase brand awareness. 

[90] 

Increasing 

Competitiveness 

through 

Digitalization 

Adopting digital 

technology to improve 

operational efficiency and 

competitiveness of 

MSMEs in the global 

market. 

[2] 

Creative Content 

Development 

Creating engaging and 

informative content to 

attract consumer interest 

and increase customer 

engagement. 

[91] 

Use of SEO 

Implementation of SEO to 

increase the visibility of 

MSME websites in search 

engines. 

[92, 93] 

8. CONCLUSIONS

This study underscores that while integrating sustainability 

into digital marketing strategies offers clear benefits for 

MSMEs in Java, such as enhanced competitiveness, 

operational efficiency, and alignment with SDG targets, the 

real challenge lies in execution. The gap between strategy and 

practice remains wide due to structural and contextual 

constraints, including limited digital infrastructure, knowledge 

asymmetries, and inconsistent policy support. Therefore, 

moving forward, the focus must shift from awareness to 

institutionalization. Practical policy interventions should 

prioritize the development of localized digital ecosystems, 

including rural internet hubs, MSME-specific e-commerce 

platforms, and standardized sustainability metrics to guide 

implementation. Regulatory bodies could play a catalytic role 

by embedding sustainability reporting into MSME compliance 

frameworks and offering fast-track access to green finance for 

digitally active enterprises. Additionally, cross-sector 

partnerships should be incentivized to co-create modular, low-

cost digital solutions that address specific sectoral needs, 

especially with tech providers and academia. Future studies 

should explore the long-term behavioral changes in MSMEs 

post-adoption and develop context-sensitive scalability 

models that bridge digital and environmental priorities. 
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