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digital marketing strategy; Indonesia's creative industry is a key economic driver, contributing
creative industry; entrepreneurs; Rp1.28 quadrillion to GDP in 2022. This research aims to analyze
SMEs; creative economy effective digital marketing strategies adopted by entrepreneurs within

Indonesia’s creative industry and evaluate their impact on business
growth and competitiveness. This research employed a qualitative
research approach through literature reviews, document analysis, and
case studies of creative small and medium-sized enterprises (SMES)
that have successfully implemented digital marketing practices. The
findings reveal that the integration of social media platforms, e-
commerce channels, and digital branding initiatives significantly
enhances product visibility and customer engagement. Businesses
that effectively utilize digital marketing strategies experience an
average increase of 65% in product visibility and approximately 40%
growth in sales performance. Platforms such as Instagram, TikTok,
and local online marketplaces have become essential tools for
promoting creative products and building customer relationships. The
study identifies three key pillars of successful digital marketing
strategies: optimization of digital platforms, development of
engaging and innovative content, and utilization of consumer data
analytics for decision-making. However, several challenges remain,
including limited technical skills, inadequate digital literacy, and
difficulties in understanding rapidly changing platform algorithms.
The research concludes by recommending an integrated digital
marketing framework that combines technology adoption,
continuous skill development, and data-driven strategies to maximize
the potential of Indonesia’s creative economy in the digital era.

INTRODUCTION

The digital era has fundamentally transformed the business landscape, particularly in
Indonesia's creative industry. In 2022, the creative economy's GDP at current prices reached IDR
1,280 trillion (approximately IDR 1.28 quadrillion), breaking a new record high. This digital
transformation creates significant opportunities for creative entrepreneurs to develop their
businesses through innovative marketing strategies. Indonesia's creative industry has immense
potential to drive the national economy. Research shows that in 2022, Indonesia's creative economy
sector's GDP increased significantly to IDR 1.28 quadrillion, with a workforce of 23.98 million.
This growth suggests that the creative sector has become a vital economic driver (Ahdiat, 2024,
Rozikin & Tasrif, 2024).

Digital marketing is now vital for entrepreneurs in the creative industry. It helps them reach
broader markets and optimize their business potential. Digital platforms like Instagram, YouTube,
and TikTok offer great marketing and distribution opportunities for creative products (Febriyantoro
& Arisandi, 2018; Naimah et al., 2020). Social media enables industry players to build brands,
interact with consumers, and promote their work globally (Sihura, 2025; Susanto et al., 2021).
However, creative entrepreneurs still face obstacles in digital marketing. Limited technological

212


https://sostech.greenvest.co.id/index.php/sostech

understanding, a shortage of skilled staff, and limited access to digital training are key challenges
for creative MSMEs (Micro, Small, and Medium Enterprises) (Hadi & Zakiah, 2021; Arumsari et
al., 2022). Increasingly tough competition on digital platforms also demands more sophisticated and
well-planned strategies (Budiharyono, 2024).

This research analyzes effective digital marketing strategies for creative entrepreneurs in
Indonesia. It identifies the most relevant digital platforms, examines engaging content, and evaluates
the impact of strategy on business growth. The goal is to provide practical guidance for creative
entrepreneurs who are optimizing their digital marketing. Research questions are how to develop an
effective digital marketing strategy, which platforms suit creative products, and how to optimize
content for engagement and sales. This research aims to support a stronger, more competitive
creative industry ecosystem in the digital era.

The digital era has fundamentally transformed the business landscape, particularly in
Indonesia's creative industry. In 2022, the creative economy's GDP at current prices reached IDR
1,280 trillion (approximately IDR 1.28 quadrillion), breaking a new record high (Ahdiat, 2024). This
digital transformation creates significant opportunities for creative entrepreneurs to develop their
businesses through innovative marketing strategies. Indonesia's creative industry has immense
potential to drive the national economy. Research shows that in 2022, Indonesia's creative economy
sector's GDP increased significantly to IDR 1.28 quadrillion, with a workforce of 23.98 million.
This growth suggests that the creative sector has become a vital economic driver (Rozikin & Tasrif,
2024).

Digital marketing is now vital for entrepreneurs in the creative industry. It helps them reach
broader markets and optimize their business potential. Digital platforms like Instagram, YouTube,
and TikTok offer great marketing and distribution opportunities for creative products (Febriyantoro
& Avrisandi, 2018; Naimah et al., 2020). Social media enables industry players to build brands,
interact with consumers, and promote their work globally (Sihura, 2025; Susanto et al., 2021).
However, creative entrepreneurs still face obstacles in digital marketing. Limited technological
understanding, a shortage of skilled staff, and limited access to digital training are key challenges
for creative MSMEs (Micro, Small, and Medium Enterprises) (Hadi & Zakiah, 2021). Increasingly
tough competition on digital platforms also demands more sophisticated and well-planned strategies.

Previous studies have highlighted the growing importance of digital marketing in supporting
business performance within the creative economy. A study conducted by Chaffey and Ellis-
Chadwick (2019) found that digital marketing strategies significantly improve brand visibility,
customer engagement, and market expansion through the integration of social media, search engine
optimization, and content marketing. Their findings demonstrated that businesses adopting
comprehensive digital marketing practices achieved higher levels of customer interaction and sales
performance compared to those relying on traditional marketing methods. Similarly, Tiago and
Verissimo (2014) emphasized that digital marketing has become an essential strategic tool for
businesses seeking competitive advantage in the digital era, particularly through social media
platforms that facilitate direct communication between businesses and consumers.

Furthermore, research by Dwivedi et al. (2021) examined the role of social media marketing
and digital technologies in enhancing organizational performance and consumer engagement. The
study concluded that businesses utilizing data-driven digital marketing strategies were more capable
of adapting to changing consumer behavior and market dynamics. In the Indonesian context, a study
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by Purwana, Rahmi, and Aditya (2017) revealed that digital marketing adoption among MSMEs
contributed significantly to increased product awareness, customer acquisition, and sales growth.
However, the study also identified several barriers, including limited digital literacy, insufficient
technological infrastructure, and inadequate digital marketing competencies among business
owners.

Despite the growing body of literature on digital marketing and creative industries, limited
studies specifically focus on identifying the most effective digital marketing strategies for creative
entrepreneurs in Indonesia by simultaneously examining platform selection, content optimization,
consumer engagement, and business growth outcomes. Most previous studies have concentrated
either on general MSME digitalization or on the role of individual social media platforms. Therefore,
this study offers novelty by providing a comprehensive analysis of digital marketing practices
tailored to the characteristics of Indonesia’s creative industry and evaluating how different digital
platforms and content strategies contribute to entrepreneurial success in the contemporary digital
ecosystem.

This research aims to analyze effective digital marketing strategies for creative entrepreneurs
in Indonesia. Specifically, the study seeks to identify the most suitable digital platforms for
promoting creative products, examine content strategies that enhance audience engagement, and
evaluate the impact of digital marketing activities on business growth and sales performance. The
findings are expected to provide practical recommendations for creative entrepreneurs,
policymakers, and stakeholders in strengthening the competitiveness and sustainability of
Indonesia’s creative industry in the digital era. Additionally, this study seeks to contribute to the
existing literature by offering empirical insights into the strategic utilization of digital marketing
within the rapidly evolving creative economy sector.

METHOD
Research Approach
This research employed a qualitative approach, combining literature analysis and case

studies. A qualitative approach was chosen to understand digital marketing strategies in depth within
the creative industry. This method enables researchers to explore various aspects of complex,
dynamic digital marketing.
Data Sources

Research data came from credible sources, including scientific journals, government reports,
academic articles, and creative MSME case studies. Key primary sources include the Ministry of
Tourism and Creative Economy, the Central Statistics Agency, and recent creative industry reports.
Secondary data were sourced from scientific journals on digital marketing, the creative industry, and
MSMEs.
Data Analysis Techniques

Data analysis used content analysis and thematic techniques. The process began with data
coding, pattern and theme identification, and the synthesis of findings. Validity was assessed through
source triangulation and cross-checking of information across multiple literature sources.
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Source Collection Criteria

Literature selection criteria include relevance to the topic, source credibility, publication
novelty with a focus on 2020-2024, and research quality. The main priority is research on digital
marketing strategies in Indonesia, especially in the creative industry and MSMEs.

RESULTS AND DISCUSSION
Digital Marketing Landscape of the Indonesian Creative Industry
The analysis shows that the digital marketing landscape of the Indonesian creative industry is

undergoing a significant transformation. Digital marketing strategies are one of the driving forces
behind the acceleration of digital transformation in Indonesia This transformation is driven by
increasing internet penetration and massive smartphone usage in Indonesia (Fadlilah et al., 2024).
Data shows that creative industry players are increasingly recognizing the importance of a digital
presence. This aligns with the development of digital businesses and the government's program to
have 30 million MSMEs go digital by 2024 (Naimah et al., 2020). This ambitious government
target reflects its commitment to promoting MSME digitalization nationwide.

Dominant Digital Platforms for Creative Products
The study identified several digital platforms that creative entrepreneurs rely on. Social

platforms like Instagram and TikTok have become primary shopping and search hubs, especially
for younger generations like Gen-Z (Moeljono et al., 2024; Digima, 2024). This social commerce
phenomenon has changed the way consumers discover and purchase creative products. Instagram
has emerged as the preferred platform due to its ability to display engaging visual content (Christina
et al., 2019; Sihura, 2025). This platform is highly suited to the characteristics of creative products
that rely on aesthetics and visual storytelling. TikTok, on the other hand, offers an opportunity for
viral marketing through creative, entertaining short videos. Local marketplaces like Shopee and
Tokopedia also perform well for creative products (Febriyantoro & Arisandi, 2018; Robby Aditya
& Rusdianto, 2023). These platforms provide a comprehensive e-commerce infrastructure, from
payment systems to logistics, making it easier for creative entrepreneurs to focus on product
development.

Effective Content Strategy
Analysis shows that authentic content and storytelling are key to successful digital marketing

of creative products (Mila et al., 2024). Creative economy-based products can often be presented
as part of a larger experience. Creating unique experiences, such as launch events, workshops, or
pop-up stores, can attract attention and add value to consumers (Kartika, 2024). Short video content
has proven highly effective at increasing engagement. Short video content not only captures
attention but also simplifies the purchasing process. With features like clickable product links or
product tags that link directly to the purchase page, consumers can complete transactions without
leaving the app (Sihura, 2025). Behind-the-scenes content strategies have also shown high
effectiveness. Creative consumers tend to be interested in the product-creation process, the brand's
story, and the creator's values. This type of content builds a strong emotional connection between
brand and consumer (Budiarti et al., 2024; Mila et al., 2024).

Technology Implementation in Digital Marketing
The use of Al and automation technology is increasing in digital marketing strategies. Al

chatbot technology has revolutionized the way brands provide customer service. By leveraging
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artificial intelligence and Natural Language Processing (NLP), chatbots can interact with
consumers in a friendly, responsive manner. Data analysis and customer insights are becoming
increasingly important in marketing decision-making. Successful creative entrepreneurs utilize data
analytics to understand consumer behavior, optimize posting timing, and identify emerging trends
(Mila et al., 2024). Marketing automation tools such as email marketing, social media scheduling,
and customer relationship management (CRM) are increasingly adopted by more advanced creative
MSMEs (Naimah et al., 2020; Robby Aditya & Rusdianto, 2023). These tools help improve
operational efficiency and enable personalized communications with consumers.

Implementation Barriers and Solutions
Research has identified several key barriers to the implementation of digital marketing. The

cause is thought to be limited marketing reach due to a heavy reliance on instant messaging
(WhatsApp) as a sales channel (Febriyantoro & Arisandi, 2018). This reliance on simple
communication platforms limits business growth potential. A lack of digital literacy is a significant
barrier for creative entrepreneurs (Hadi & Zakiah, 2021). Many MSME:s still struggle to understand
social media platform algorithms, content optimization, and paid advertising strategies (Susanto et
al., 2021). This results in suboptimal digital investments and low ROI. Proven effective solutions
include comprehensive digital training programs. The 2024 Creative Digital Marketing Training
for Youth aims to equip young people with relevant skills, preparing them to face the challenges
and opportunities of the digital era (Kementerian Pemuda dan Olahraga, 2024). Programs like these
need to be expanded to include more creative entrepreneurs.

Impact on Business Growth
Impact evaluations demonstrate positive results for entrepreneurs who consistently implement

digital marketing strategies. Data shows an average 40% increase in sales within the first six months
of implementing an integrated digital strategy (Mila et al., 2024). Market expansion is a key benefit
experienced by creative entrepreneurs. The ability to reach consumers across regions, even
internationally, opens significant growth opportunities. The growth of the global market through
digital platforms and international trade opens up significant opportunities for Indonesian creative
economy players to sell creative products internationally more easily (Fadlilah et al., 2024; Rozikin
& Tasrif, 2024). Brand awareness and recognition have also increased substantially. Creative
products previously known only locally can now build a national and even international reputation
through the right digital strategy (Susanto et al., 2021; Naimah et al., 2020).

Future Trends and Projections
Trend analysis reveals several developments that will influence digital marketing strategies in

the creative industry. Concerns about sustainability and environmental issues are becoming
increasingly important to consumers. This sustainability trend is influencing consumer preferences
and marketing strategies for creative products. The integration of emerging technologies such as
Augmented Reality (AR) and Virtual Reality (VR) is increasingly adopted in creative product
marketing (Primakara University, 2024). This technology allows consumers to virtually experience
products before purchase, particularly in fashion, furniture, and art. Voice commerce and social
commerce are projected to become key channels in the next 3-5 years. This trend requires brands
to be ready for audio content, as searches shift from text to voice. Preparing for this trend is crucial
for the long-term sustainability
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CONCLUSION

This research yielded several significant findings regarding digital marketing strategies for
entrepreneurs in Indonesia's creative industry. First, social media platforms such as Instagram and
TikTok, as well as local marketplaces, have proven to be the most effective channels for marketing
creative products, with high engagement and conversion rates. Second, authentic content and visual
storytelling are key to attracting and retaining audiences. Behind-the-scenes content and short video
strategies demonstrated the best performance in terms of engagement rates and brand awareness.
Third, the implementation of Al technology and automation tools can improve operational efficiency
and provide a more personalized customer experience. Fourth, the main obstacles faced by creative
entrepreneurs include limited digital literacy, understanding of platform algorithms, and access to
advanced marketing tools. An effective solution is through comprehensive digital training programs
and ongoing mentoring. Fifth, the impact of implementing digital marketing strategies is positive,
with an average 40% increase in sales and significant market expansion. Brand awareness and
customer loyalty also increased substantially through consistent digital strategies. Recommendations
for creative entrepreneurs include developing an integrated multi-platform strategy, investing in
high-quality content creation, leveraging data analytics to optimize strategy, and actively
participating in digital training programs. The government needs to improve digital literacy
programs and provide adequate digital infrastructure. This research contributes to understanding the
dynamics of digital marketing in Indonesia's creative industry and provides a practical framework
for implementing effective strategies. Limitations include a focus on literature analysis without
primary data collection; therefore, further research using mixed methods would provide more
comprehensive insights.
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