
Electronic Journal of Education, Social Economics and Technology 
Vol. 6, No. 2, (2025), pp. 1~10, Article ID: 1188 

ISSN 2723-6250 (online) 

DOI: https://doi.org/10.33122/ejeset.v6i2.1188 
 

Research Article 
 

 

Page 1 of 10 

Digital Marketing Strategies for Household Processed Food 
MSMEs via Social Media and E-Commerce in Karawang  

Saptaji1*, Mimin Aminah2 and Rizal Syarief1  

1 Master Program of Small and Medium Industry Development, Institut Pertanian Bogor, Bogor, 16680, Indonesia 
2 Departement of Manajemen, Institut Pertanian Bogor, Bogor, 16680, Indonesia 

*Corresponding Author: jiesaptaji@gmail.com | Phone: +6285219108600  

 

 

1. INTRODUCTION 

The development of information and communication technology over the past decade has fundamentally transformed the 

consumption patterns and economic behavior of Indonesian society (Fahmi & Mendrofa, 2023; Fekete et al., 2022; Siregar 

et al., 2025). The COVID-19 pandemic has accelerated the process of digitalization across almost all sectors, including micro, 

small, and medium enterprises (MSMEs), which serve as the backbone of the national economy (Amankwah-Amoah et al., 

2021; Nalini, 2021; Wijayanto et al., 2022). According to data from (2024), the number of internet users in Indonesia has 

reached 212.9 million people, or about 77% of the population, with 167 million active social media users. This condition 

indicates great potential for business actors to utilize digital platforms in marketing, distribution, and communication 

activities with consumers. 

Digital transformation has become a strategic opportunity for MSMEs to expand market reach, reduce promotional costs, 

and enhance competitiveness through the utilization of social media and e-commerce platforms (Jurnalita, 2024; Sifwah et 

al., 2024). The Ministry of Cooperatives and MSMEs (2024) recorded that 25.5 million MSMEs have joined the digital 

ecosystem, representing approximately 38.93% of the total 65.5 million MSMEs in Indonesia. However, the uneven rate of 

digital adoption and limited technological literacy remain obstacles for most business actors, particularly those in the 

household-scale processed food (Hasan et al., 2025; Nurfazrina & Suryadi, 2025; Santoso et al., 2025; Shonubi, 2025). 

Karawang Regency, as one of the regions with rapid industrial and agricultural growth in West Java, has also 

experienced a significant increase in the number of processed food MSMEs. Data from the Karawang Regency Office of 

Cooperatives and MSMEs (2022) show that there were 15,538 household-scale food industry units, an increase of 23.69% 

from the previous year. Although most MSMEs have utilized social media (78%) and e-commerce (30%) in their marketing 

activities, around 7% of business owners did not experience an increase in turnover, and 28% have not been able to fully 

optimize digital potential. These data indicate that the use of digital technology has not yet been maximized in creating a 

significant economic impact for processed food MSMEs (Kusnadi et al., 2022). 

In the context of digital marketing, effective strategies are generally built upon the concept of the marketing mix 

introduced by McCarthy (1960) and later refined by Kotler et al., (2024). This concept includes four main elements — product, 

price, place, and promotion (4P) which are interrelated in determining the value offered to customers. In the digital context, 
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these four elements have undergone adaptation. Product encompasses innovation and the uniqueness of products presented 

online; price relates to pricing flexibility and digital promotions; place shifts toward online distribution channels such as 

marketplaces and social media; while promotion emphasizes two-way interactions and creative content designed to attract 

consumer attention (Sofiah et al., 2023). 

Several studies support the effectiveness of digital marketing mix strategies in improving the performance of MSMEs. 

Amanda (2022) emphasized that the application of the 4P framework in digital marketing can increase sales through the 

adjustment of content, pricing, and distribution channels. Arija et al (2021)showed that these four elements have a positive 

influence on the performance of food MSMEs. Panjalu et al. (2024) dan Banerji & Singh (2024) also found that the consistent 

use of social media can expand market share and enhance customer loyalty. Meanwhile, Gao et al., (2023); Sari & Kurniawan 

(2025) research emphasize that e-commerce provides broader market access and contributes significantly to increasing the 

income of MSMEs. However, the success of digital marketing is not solely determined by platform selection, but also by the 

ability of business actors to manage internal and external factors that influence strategy effectiveness (Mulyanto & Budi, 

2025; Schomburg & Silberberger, 2025). The SWOT (Strengths, Weaknesses, Opportunities, Threats) analysis serves as an 

important tool to map these internal and external conditions (Mardiyana et al., 2022). Furthermore, the Analytical 

Hierarchy Process (AHP) method is used to determine the most relevant and applicable strategic priorities (Szabo et al., 

2021). The combination of SWOT and AHP provides a systematic and measurable foundation for decision-making in the 

formulation of digital marketing strategies (Popescu & Gasparotti, 2022). 

Although the digital marketing mix and social media strategies have been widely discussed in prior studies, most 

research has focused only on describing digital adoption outcomes rather than identifying which strategic actions should be 

prioritized based on MSMEs’ internal and external conditions. Existing studies on processed food MSMEs in Indonesia 

rarely integrate the marketing mix (4P) with structured strategic analysis such as SWOT and multi-criteria decision-

making methods. In Karawang Regency, where digital utilization remains inconsistent, illustrated by the fact that 7% of 

MSMEs report no sales improvement and 28% have not fully optimized digital platforms, the absence of a priority-based 

strategic formulation becomes a significant gap. Therefore, a combined SWOT–AHP approach is required to produce 

measurable, evidence-based digital marketing strategies that respond directly to the unique challenges faced by household-

scale processed food MSMEs. 

Based on the aforementioned background, this study aims to analyze and formulate effective digital marketing strategies 

for household-scale processed food MSMEs in Karawang Regency using the 4P marketing mix, SWOT, and AHP approaches. 

The findings of this study are expected to provide practical contributions for MSME actors and local governments in 

enhancing the competitiveness of local products while strengthening community economic resilience in the digital era.  
 

2. RESEARCH METHOD 

The study was conducted in Karawang Regency, West Java, from August to October 2025, focusing on household-scale 

processed food MSMEs. Primary data were obtained through interviews and questionnaires with selected MSME actors 

using purposive sampling. The sampling criteria included possession of a Business Identification Number (NIB) and 

Household Industry Food Production Certificate (SPP-IRT), as well as engagement in marketing through social media or e-

commerce. Secondary data were collected from relevant institutions, publicly available online data, and literature studies. 

The analytical process began with a descriptive analysis to identify the characteristics, marketing practices, and digital 

engagement patterns of the MSMEs using the marketing mix (4P) framework as a reference. Subsequently, internal and 

external factors influencing digital marketing performance were assessed using the Internal Factor Evaluation (IFE) and 

External Factor Evaluation (EFE) matrices. Each factor was assigned weights and ratings based on its relative importance 

and impact. The weighted scores of both matrices were then combined and plotted into the Internal–External (IE) Matrix 

to determine the strategic position of the MSMEs within the digital business environment. The SWOT matrix was 

constructed to formulate four strategic alternatives (SO, WO, ST, WT), derived from interactions between internal strengths 

and weaknesses and external opportunities and threats (Hafidoturrohmah et al., 2025). To determine the relative priority 

of these strategies, the Analytical Hierarchy Process (AHP) method was employed. AHP is suitable for use as an analytical 

tool for formulating strategies because of its ability to decompose complex multi-criteria problems into a logical and 

structured hierarchical structure (Akbar & Aulawi, 2021; Andini et al., 2021; BKL, 2024). Pairwise comparison matrices 

were developed to calculate the priority weights of factors and sub-factors, while consistency ratios (CR) were computed to 

ensure logical coherence in respondents’ judgments. Only comparison matrices with CR values below 0.1 were accepted. 
 

3. RESULTS AND DISCUSSION 

3.1 Analysis of Internal and External Factors 

The SWOT analysis was carried out by examining internal and external factors related to the 4P marketing mix strategy, 

namely product, price, place, and promotion (Kusumajaya et al., 2023; Trojanowski, 2021). Internal factors include the 

strengths and weaknesses possessed by the enterprises, while external factors encompass the opportunities and threats 

faced by processed food MSMEs in implementing digital marketing strategies through the use of social media and e-

commerce platforms. The results of the internal and external factor analysis are presented in Table 1. 
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Table 1. The results of the internal factor analysis of processed food MSMEs 

4P Elements 

Marketing Mix 

Internal Factors 

Strengths Weaknesses 

Product S1 

Quality & Legal 

W1 

Production & Innovation Capacity 

The processed food products have 

diverse and distinctive qualities based 

on local ingredients, safety certification 

(NIB, SPP-IRT, Halal) 

Limited production capacity, rarely 

innovate, and stronger focus on 

maintaining existing products 

Price S2 

Price & Value 

W2 

Packaging & Shipping Costs 

The product price is relatively 

affordable 

and competitive, and comparable 

to the value received by 

customers 

The composition of packaging costs and 

product shipping costs is relatively 

high 

Place S3 

Digital Marketing & Logistics 

W3 

Advertising Budget & ECommerce 

Optimization 

Use of commonly used social media and 

e-commerce platforms, as well as 

product delivery using trusted digital 

transportation platform services 

There is limited capital for paid digital 

advertising, and the utilization of e-

commerce platforms has not yet been 

fully optimized. 

Promotion S4 

Content & Customers 

Communication 

W4 

Content Plan & Inconsistent 

Promotions 

Use of engaging content (photos/ 

videos) for promotion and good 

customer relations, responsive and 

loyal on digital media 

There is no structured marketing 

content plan, and digital promotions 

are not carried out consistently. 

 

Table 2. The results of the external factor analysis of processed food MSMEs 

4P Elements 

Marketing Mix 

External Factors 

Opportunities Threats 

Product O1 Government Support & Local 

Trend 

T1 Competition & Quality Changes 

in Delivery 

Support from relevant government 

agencies for product development and 

MSME digitalization, along with the 

growing trend of local specialty foods 

and healthy products 

Competition among similar products 

and the risk of quality changes during 

delivery 

Price O2 
Discounts & Wholesale Prices 

T2 Raw Material & Competitor 

Product Price 

Offering discounts or promotional 

pricing on digital platforms and 

providing special prices for bulk 

purchases or subscription-based orders 

Fluctuations in local food raw material 

prices and lower prices offered by 

competitors 

Place O3 Internet User Growth & Fast 

Delivery 

T3 Social Media and E-Commerce 

Competition & Security Risk 

The growth of internet users and the 

ease of access to social media and e-

commerce platforms, along with fast 

and reliable delivery services through 

digital transportation platforms 

Intense competition on social media 

and e-commerce platforms, as well as 

risks related to data security, online 

transactions, and fraud 

Promotion O4 Combination of promotions & 

Industry Partnerships 

T4 Platform Policy & Competitor 

Promotions 

Cross-platform digital promotion 

collaboration and potential 

partnerships with large industries 

Changes in promotional policies on 

social media and e-commerce 

platforms, as well as attractive 

promotional campaigns from 

competitors, imported products, and 

large industries 
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3.1.1 IFE-EFE Matrix 
The IFE–EFE matrix is a portfolio analysis tool that maps a business position in the form of a nine cell diagram (Kalangi 

et al., 2022). This matrix is constructed based on two main dimensions: the total weighted IFE (Internal Factor Evaluation) 

score on the horizontal axis and the total weighted EFE (External Factor Evaluation) score on the vertical axis. The IFE 

matrix is used to assess the extent of an organization’s internal strengths and weaknesses, while the EFE matrix functions 

to evaluate the company’s ability to respond to opportunities and threats originating from the external environment (Zahra 

et al., 2021). The internal environment analysis was conducted to identify the strengths and weaknesses of MSMEs (A. R. 

Sari et al., 2023). Each factor was assigned a weight and rating to assess its level of influence on internal conditions. The 

results of this weighting are presented in Table 3. 
 

Table 3. Result internal factor evaluation (IFE) 

Internal Factors Weight Rating Score 

Strengths    

S1 Quality and Legality 0,15 4,00 0,60 

S2 Price and Value 0,12 3,50 0,42 

S3 Digital Marketing & Logistics 0,13 3,25 0,42 

S4 Content & Customers Communication 0,10 3,75 0,38 

 Subtotal 0,50  1,82 

Weaknesses    

W1 Production & Innovation Capacity 0,13 2,00 0,26 

W2 Packaging & Shipping Costs 0,10 2,25 0,23 

W3 No Advertising Budget & ECommerce Optimization 0,15 2,75 0,41 

W4 No Content Plan & Inconsistent Promotions 0,12 2,50 0,30 

 Sub total 0,50  1,20 

 Total Score 1,00  3,02 

 

The results of the external environment analysis can be seen in Table 4.  
 

Table 4. Result external factor evaluation (EFE) 

External Factors Weight Rating Score 

Opportunities    

O1 Government Support & Local Trend 0,15 3,75 0,56 

O2 Discounts & Wholesale Prices 0,10 3,50 0,35 

O3 Internet User Growth & Fast Delivery 0,13 4,00 0,52 

O4 Combination of promotions & Industry Partnerships 0,12 3,50 0,42 

 Subtotal 0,50  1,85 

Threats    

W1 Competition & Quality Changes in Delivery 0,12 2,50 0,30 

W2 Raw Material & Competitor Product Price 0,10 2,25 0,23 

W3 Social Media and E-Commerce Competition & Security Risk 0,15 2,75 0,41 

W4 Platform Policy & Competitor Promotions 0,13 2,50 0,33 

 Subtotal 0,50  1,27 

 Total Score 1,00  3,12 

3.1.2 IE Matrix 

Based on tables 3 and 4, it is known that the total IFE score is 3.02 and the EFE score is 3.12. The combination of these 

scores places the position of processed food MSMEs in Quadrant I, which represents the Grow and Build area (Purnomo et 

al., 2024; Salsabila et al., 2024). This means that the appropriate strategy to implement is an aggressive strategy, namely 

expanding markets, developing products, and strengthening integrated digital marketing through the integration of social 

media and e-commerce. Under these conditions, MSMEs have great opportunities to grow and strengthen their 

competitiveness in the digital market. 
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Figure 1. IE Matrix 

3.2  SWOT Matrix Analysis 

The SWOT matrix analysis was conducted to identify and combine internal factors (strengths and weaknesses) and external 

factors (opportunities and threats) that influence the digital marketing strategies of processed food MSMEs in Karawang 

Regency, resulting in four main alternative strategies — SO, WO, ST, and WT — which are presented in Table 5: 

Table 5. SWOT matrix analysis 

 

Internal Factor 

 

External Factor 

Strengths 

S1. Quality and Legality 

S2. Price and Value 

S3. Digital Marketing & Logistics 

S4. Content & Customers 

Communication 

 

Weaknesses 

W1. Production & Innovation 

Capacity 

W2. Packaging & Shipping Costs 

W3. No Advertising Budget & 

ECommerce Optimization 

W4. No Content Plan & Inconsistent 

Promotions 

Opportunity 

O1. Government Support & Local 

Trend 

O2. Discounts & Wholesale Prices 

O3. Internet User Growth & Fast 

Delivery 

O4. Combination of promotions & 

Industry Partnerships 

SO Strategies 

Integrated Digital Branding & 

Sales Program 

Develop an integrated digital 

branding and sales program for 

processed food MSMEs based on 

certified local products, supported by 

government initiatives and industry 

partnerships, through cross-platform 

promotion on social media and e-

commerce that leverages healthy food 

trends and digital discount programs. 

WO Strategies 

Collaborative Digital Upscaling 

Program 

Optimize government support and 

collaboration with digital platforms 

and industry partners to strengthen 

production capacity, reduce 

operational costs, and enhance the 

effectiveness of digital marketing for 

processed food MSMEs. 

Threats 

T1. Competition & Quality Changes 

in Delivery 

T2. Raw Material & Competitor 

Product Price 

T3. Social Media and E-Commerce 

Competition & Security Risk 

T4. Platform Policy & Competitor 

Promotions 

ST Strategies 

Digital Quality Assurance & 

Competitive Differentiation 

Program 

Develop a digital-based product 

quality assurance system and product 

differentiation strategy that 

highlights the quality, legality, and 

local value of processed food MSMEs 

to anticipate competition risks, 

platform policy changes, and market 

fluctuations. 

WT Strategies 

Optimizing Community-Based 

Collaborative Digital Production 

and Promotion for Cost 

Efficiency and Competitiveness 

of Local Products 

Integrate production efficiency, inter-

MSME synergy, and community-

based digital promotion to strengthen 

local competitiveness. 
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3.3 Analysis of Digital Marketing Strategy Priorities 

In this study, the determination of marketing mix strategy priorities in the context of digital marketing based on social 

media and e-commerce was carried out using the Analytical Hierarchy Process (AHP) method, which consists of four 

hierarchical levels. The first level represents the main goal, namely selecting the most appropriate marketing mix strategy. 

The second level includes criteria grouped into four main factors derived from the results of the SWOT analysis. The third 

level contains sub-criteria that describe key factors within each group, while the fourth level includes alternative strategies 

that are compared and evaluated. The alternative strategy with the highest weight value is determined as the top-priority 

strategy (Subiyantoro et al., 2022). 

 

3.3.1 AHP Hierarchical Structure 

Based on the results of the SWOT matrix analysis conducted previously, a hierarchical decision structure was developed as 

shown in Figure 1. At the first level, the main goal is defined as determining the most appropriate digital marketing 

(marketing mix) strategy for processed food MSMEs. The second level consists of the main criteria, which include the four 

SWOT factors: strengths, weaknesses, opportunities, and threats. The third level contains sub-factors for each SWOT group, 

comprising four strength sub-factors, four weakness sub-factors, four opportunity sub-factors, and four threat sub-factors. 

The fourth or lowest level in the AHP structure consists of alternative digital marketing strategies, including four main 

strategic alternatives: SO, ST, WO, and WT. 

 

 

Figure 2. Hierarchical Structure of Digital Marketing Strategy Selection  

3.3.2 Analysis of SWOT Factor Priority Weights 

The results of the priority weight analysis indicate the order of importance for each SWOT factor as follows:  

Table 6. SWOT Factor Priority Weights 

Factor (Criteria) Weight Consistency Ratio (CR) Rank 

S 0,338 

0,0042 

2 

W 0,106 4 

O 0,399 1 

T 0,157 3 

 

The analysis results show that the opportunity factor (O) has a higher level of importance compared to the other three 

factors, namely strengths (S), threats (T), and weaknesses (W). The priority weight value for opportunities is recorded at 

0,399, followed by strengths at 0,338, threats at 0,157, and weaknesses at 0.106. These findings confirm that the opportunity 

factor plays the most dominant role in formulating digital marketing mix strategies for processed food MSMEs in Karawang 

Regency. Therefore, the available opportunities should be maximized to increase product sales through digital channels. 
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3.3.3 Analysis of SWOT Sub-Factor Priorities 

The analysis of sub-factor priority weights was conducted to determine the priority level of each sub-factor within the 

strength, weakness, opportunity, and threat factors. 

Table 7. SWOT Sub-Factor Priority Weights 

Factor Sub-Factor Weight Consistency Ratio (CR) Rank 

Strength S1. Quality & Legal 0,427 

0,0497 

1 

S2. Price & Value 0,082 4 

S3. Digital Marketing & Logistic 0,328 2 

S4. Content & Customers Comminication 0,162 3 

Weaknesses W1. Production & Innovation Capacity 0,486 

0,0193 

1 

W2. Packaging & Shipping Costs 0,095 4 

W3. Advertising Budget & E-Commerce 

Optimization 
0,215 2 

W4. Content Plan & Inconsistent Promotions 0,205 3 

Opportunities O1. Government Support & Local Trend 0,497 

0,0130 

1 

O2. Discounts & Wholesale Prices 0,108 4 

O3. Internet User Growth & Fast Delivery 0,259 2 

O4. Combination of Promo & Industry 

Partnerships 
0,136 3 

Threats T1. Competition & Quality Changes in Delivery 0,206 

0,0170 

3 

T2. Raw Material & Competitor Product Price 0,455 1 

T3. SocMed and E-Commerce Competition & 

Sec.Risk 
0,230 2 

T4. Platform Policy & Competitor Promotions 0,109 4 

Based on the Table 7, it can be seen that the opportunity (O) factor has the most dominant weight, followed by strength 

(S), while weakness (W) and threat (T) occupy the subsequent ranks. The sub-factor with the highest weight is O1 

(government support and the trend of local and healthy products) with a value of 0,497, highlighting the significant potential 

of the external environment in supporting MSME digitalization. On the strength side, S1 (product quality based on local 

ingredients and business legality) has a weight of 0,427, followed by S3 (use of digital media and online logistics) at 0,328. 

The main weakness is W1 (limited production and innovation capacity) with a weight of 0,486, while the greatest threat 

arises from T2 (fluctuations in raw material prices and competitor product prices) with a weight of 0,455. Overall, these 

results emphasize the importance of strategies that combine internal strengths and external opportunities through the 

reinforcement of integrated digital branding and sales.  

3.3.4 Results of Digital Marketing Strategy Weighting 

 Based on the results of the AHP calculation for the four alternative strategies, the following priority order was obtained: 

Table 8. Priority Weights of Alternative Digital Marketing Mix Strategies 

 
Alternative Strategy 

Total 

Weight 
Rank 

SO. Integrated Digital Branding & Sales Program 0,737 1 

ST. Digital Quality Assurance & Competitive Differentiation Program 0,495 3 

WO. Collaborative Digital Upscaling Program 0,505 2 

WT. Optimizing Community-Based Collaborative Digital Production and Promotion for Cost 

Efficiency and Competitiveness of Local Products 
0,263 4 

  

The AHP weighting results for the four alternative strategies show that the SO (Integrated Digital Branding & Sales 

Program) strategy has the highest weight of 0,737, making it the top priority in developing digital marketing for processed 

food MSMEs. This strategy focuses on synergizing internal strengths and external opportunities through brand 

strengthening, integration of social media and e-commerce, and increasing the visibility of local products. The second 

position is occupied by the WO (Collaborative Digital Upscaling Program) strategy with a weight of 0,505, which emphasizes 

enhancing the digital capacity of MSME actors through training and cross-sector collaboration. Furthermore, the ST (Digital 

Quality Assurance & Competitive Differentiation Program) strategy ranks third (0,495), focusing on quality assurance and 

product differentiation. Meanwhile, the WT (Community-Based Promotion and Cost Efficiency) strategy ranks last (0,263) 

and serves as a supporting strategy for promotional efficiency and strengthening community networks. 

  

3.4  Implications of AHP Findings for Digital Marketing of MSMEs 

Based on the AHP results, the highest-priority strategy is the SO (Strengths–Opportunities) strategy. This strategy 

leverages all internal strengths of MSMEs while optimizing external opportunities. The managerial implications of this 
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finding emphasize the importance of implementing an integrated digital branding program that combines product quality 

and legality as the foundation of consumer trust with the utilization of various digital channels. These findings are inline 

with research finding from (Aulia et al., 2024; Fasluki et al., 2023; Suhaemi et al., 2024). Strategic steps that can be 

undertaken include digital branding, marketplace optimization, social media integration, collaborative promotion programs, 

and strengthening customer relationships. 
 

4. CONCLUSION 

This study demonstrates that the implementation of digital marketing strategies based on social media and e-commerce 

plays a vital role in enhancing the competitiveness of processed food MSMEs in Karawang Regency. Based on the results of 

the SWOT–AHP analysis, the opportunity factor has the greatest influence, with a weight of 0,399, followed by the strength 

factor at 0,338. These findings indicate that the external environment provides substantial opportunities for MSMEs to 

grow if they are able to leverage their internal strengths effectively. The weighting results of the alternative strategies 

position the SO (Integrated Digital Branding & Sales Program) strategy as the top priority, with a weight of 0,737. This 

strategy emphasizes integrated branding reinforcement, optimization of social media and marketplace utilization, and 

cross-platform promotional collaboration to expand market reach. By combining product quality, business legality, and the 

ongoing trend of digitalization, processed food MSMEs can enhance customer trust, strengthen loyalty, and drive 

sustainable sales growth in the digital economy era.  
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