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	ABSTRACT
	
	ARTICLE INFO

	Introduction/Main Objectives: The rapid development of digital technology has changed consumer behavior in searching, comparing, and purchasing products. This study aims to analyze the implementation and effectiveness of digital marketing strategies in small retail businesses located in semi-urban areas, focusing on a minimarket in Tenggarong Seberang, East Kalimantan. Background Problems: Small retailers in semi-urban areas still rely on traditional marketing while facing strong competition from modern retail chains and online marketplaces, raising questions about effective digital marketing adaptation. Novelty: This study contributes novelty by applying Porter’s Five Forces framework to examine digital marketing strategies in a semi-urban small retail context. Unlike prior studies that predominantly focus on urban MSMEs or specific sectors, this research integrates local consumer behavior, geographical characteristics, and internal resource constraints, which remain underexplored in existing literature. Research Methods: A qualitative descriptive approach was used through observation, semi-structured interviews, and documentation analysis, with data analyzed using Porter’s Five Forces model. Finding/Results: The results show high competitive pressure across all five forces, alongside opportunities through local-based differentiation, supplier diversification, and social media utilization. Conclusion: The study concludes that contextual digital marketing strategies aligned with local consumer behavior and internal business capacity can strengthen the competitiveness and sustainability of small retail businesses in semi-urban areas. The main implication is that digital transformation for small retailers should emphasize locally adaptive strategies rather than uniform digital adoption models.

	
	Keywords: 
Digital marketing, small retail, competitiveness, porter’s five forces, semi-urban business.




	



Journal of Indonesian Economy and Business	 Manuscript submission template
JCER: The  Journal of Contemporary Entrepreneurhsip Research	Original Paper
Vol. 2, Issue. 1, Februari 2026	 


2

1. INTRODUCTION 
	The development of digital technology and rapid internet penetration has brought significant changes in consumer behavior patterns, especially in terms of product searches, price comparisons, and transaction processes (Bachtiar et al., 2024). This phenomenon has encouraged business actors, including MSMEs (Micro, Small, and Medium Enterprises) and minimarkets in areas such as Tenggarong Seberang, to start adopting digital marketing strategies to maintain their existence amidst increasingly tight market competition (Surahman et al., 2023) . Digital marketing has been proven to expand market access and increase the efficiency of promotional costs, especially through the use of social media such as Facebook, Instagram, TikTok, and visual content such as short videos, reels, and stories that can significantly increase product interaction and appeal (T. Zhang et al., 2022).
	A number of previous studies on the appropriate and effective use of digital channels in MSMEs generally discuss how digital marketing strategies have a major contribution to increasing competitiveness and business growth (R. Hamid & Yusuf, 2025). This strategy includes the use of social media, marketplaces, and creative content which has been proven to expand the market and reach consumers more effectively (Kamariani & Rahmawati, 2025). In addition, the use of digital platforms also plays a role in optimizing communication between business actors and consumers, thereby improving customer relationships and loyalty (Pramadhika & Sari, 2025). However, there are still obstacles in the form of limited digital literacy and managerial capacity that need to be overcome through mentoring and training so that digital marketing strategies can run effectively and sustainably (Yahya, 2025).
	There has been no previous research that specifically discusses the application of digital marketing strategies in small retail businesses in semi-urban areas with limited resources and access to technology (Rashid, 2023). Most previous research has focused more on the culinary, fashion, or service sectors, while the context of small retail that faces logistical challenges, local consumption culture, and capital limitations has rarely been studied in depth (Sriastini & Wahyuni, 2025).
	The research gap lies in the lack of understanding of how digital marketing strategies can be adapted to the conditions of small retailers who have limited human resources, budgets, and low digital access. In addition, there has not been much research that integrates local factors such as regional consumer behavior and the adaptability of business actors to digital technology as part of a sustainable marketing strategy model (L. Zhang et al., 2022).
	To fill this gap, this study will analyze the implementation and effectiveness of digital marketing strategies in small retail businesses in semi-urban areas, taking into account financial, market, human resource, and business legality aspects (Kotler & Keller, 2022). The research results are expected to provide a contextual digital marketing strategy model that is relevant to local characteristics and can be practically applied by small business actors.
	This research is based on the identification that minimarkets in Tenggarong Seberang still rely heavily on traditional promotions such as banners, discounts, and direct promotions, so they have not yet utilized the enormous potential of digital marketing to increase turnover and retain loyal customers in this digital era (Surahman et al., 2025). Through a feasibility analysis of financial, market, human resources, and legal aspects, this study aims to develop a digital marketing strategy model that is appropriate to local capacity and characteristics.
	The main novelty of this research lies in the contextual approach that takes into account the geographical characteristics, consumer culture, and internal capacity of minimarkets, which have not been the focus of much attention before. By utilizing empirical data from minimarkets and comprehensive analysis, the results of this study are expected to be able to offer practical and applicable solutions for small business owners who want to develop their businesses through digital marketing.
The object of this research is the BJ Mart minimarket which still relies heavily on traditional promotions, with the aim of contributing to the development of appropriate digital strategies that are able to increase the competitiveness and sustainability of their business in the future.
2. LITERATURE REVIEW 
	The development of digital technology and rapid internet penetration has brought significant changes to consumer behavior patterns, especially in terms of product searches, price comparisons, and transaction processes (Jusuf, 2023). In the context of small and medium enterprises, digital marketing is an important strategy in expanding market reach while increasing the efficiency of promotional costs (Sriastini & Wahyuni, 2025). Utilizing social media such as Facebook, Instagram, and TikTok allows business owners to display engaging visual content, such as short videos, reels, and stories, which can increase interaction and product appeal (Tatasari, 2025). A number of previous studies have shown that the appropriate use of social media and marketplaces contributes greatly to increasing the competitiveness of MSMEs because it is able to strengthen relationships with consumers and build a positive brand image (Marolt & Zimmermann, 2022). However, there are still obstacles in the form of low digital literacy, limited managerial capacity, and minimal resource support which cause the implementation of digital marketing strategies to be less than optimal (Pramadhika & Sari, 2025).
	Most previous research has focused on the culinary, fashion and service sectors, while the context of small retail in semi-urban areas has rarely been studied in depth. However, small retail businesses face different challenges such as limited capital, inadequate digital infrastructure, and unique local consumption cultures. Therefore, the implementation of digital marketing strategies in small retail businesses needs to consider the internal characteristics of the business as well as external factors such as regional consumer behavior and the level of purchasing power of the community (Kotler & Keller, 2022). Strategic position analysis using Porter's Five Forces framework is important to understand the competitive pressures faced by small retailers such as the threat of new entrants, supplier power, substitute products, buyer power, and the level of industry competition (Rashid, 2023).
	High competitive pressure is caused by the expansion of modern retail networks and the increasing trend of online shopping through marketplaces that offer competitive prices (Suharto & Hidayat, 2023). In addition, dependence on a single supplier and a lack of digital promotional innovation weakens business competitiveness (Hamid et al., 2025). Nevertheless, significant opportunities remain through strengthening local-based differentiation, enhancing digital branding, and diversifying suppliers. Social media has also proven to be effective in expanding market access and increasing the efficiency of promotional costs, especially through the use of social media which can significantly increase product interaction and appeal. A digital marketing approach that is integrated with local values ​​and community culture can increase customer loyalty and create a competitive advantage that is difficult for large competitors to imitate (Porter, 2008; Kotler & Keller, 2022). Thus, the implementation of a contextual digital marketing strategy, based on local communities, and tailored to the resource capabilities of small retailers in semi-urban areas such as Tenggarong Seberang is an important step to increase the competitiveness and sustainability of businesses in the digital era.

3. METHOD, DATA, AND ANALYSIS 
	This This study adopts a qualitative descriptive approach by applying Porter's Five Forces model to assess BJ Mart's strategic position amidst competition in the local retail industry. This approach was chosen because it is able to provide a comprehensive understanding of market dynamics and competitive pressures faced by small retail businesses, especially in semi-urban areas such as Tenggarong Seberang (Rashid, 2023). The main focus of this research is to identify how digital marketing strategies can be used to improve the competitiveness of small businesses operating under resource constraints and competition with modern retail networks (Kotler & Keller, 2022).
	Data was collected through three main techniques, namely direct observation, semi-structured interviews, and documentation studies. OOn-site observations were conducted to understand operational patterns and consumer behavior. Interviews were conducted with the owner, three employees, and regular customers to gather information on sales and service strategies. Meanwhile, documentation studies are used to examine secondary data such as sales reports and stock records, as well as literature related to small retail management and digital marketing (Sugiyono, 2022). The combination of these three techniques produces triangulated data that strengthens the validity of the research results (Miles et al., 2020).
	The selection of participants was carried out using the purposive sampling method, namely selecting respondents who have direct involvement in BJ Mart operations. Respondents consisted of business owners, three active employees, and five regular customers. This technique is considered appropriate because it is able to present empirical data that is relevant and contextual to the phenomenon being studied (Creswell, 2018).
	The research process consisted of three main phases: field observation, in-depth interviews, and document analysis. Observations were used to identify operational conditions and customer interactions. In-depth interviews serve to explore perceptions, obstacles, and strategies implemented by BJ Mart. Document analysis is carried out by examining secondary data and supporting theories so that the research results have a strong conceptual basis (Neuman, 2021).
	The data obtained was analyzed using Porter's Five Forces framework, including the threat of new entrants, supplier power, threat of substitute products, buyer power, and intensity of industry competition. The analysis was conducted descriptively through the stages of data reduction, data presentation, and drawing conclusions, to identify sources of competitive pressure as well as strategies for strengthening digital-based competitiveness (Porter, 2008).

4. RESULT AND DISCUSSION 
	Porter’s Five Forces analysis shows that one of the minimarkets in Tenggarong Seberang operates in very tight competitive conditions. First, the threat of new entrants is relatively high because the barriers to entry in the retail market are low and modern retail chains such as Indomaret and Alfamidi continue to expand into semi-urban areas (Bresciani & Eppler, 2023). Second, the bargaining power of suppliers is at a moderate to high level because BJ Mart relies on one main distributor, which makes price and supply flexibility limited (Lu & Hung, 2024).
	Third, the threat of substitute products or services is high due to the increasing trend of online shopping through marketplaces such as Shopee and Tokopedia, which offer more competitive prices (Wang et al., 2023). Fourth, the bargaining power of buyers can be categorized as relatively high. This is due to the large number of similar products available in the market, accompanied by various attractive offers and promotional activities. Such conditions enable consumers to easily compare and switch from one brand to another, thereby encouraging the occurrence of switching behavior (Kim & Kim, 2022). Lastly, the level of competition among industry players is highly intense. Large-scale retail companies possess advantages in terms of promotion and financial capital, whereas smaller businesses such as BJ Mart strive to compete through more flexible pricing strategies and by fostering social closeness with local consumers (Hassan & Parry, 2023).
	Overall, these factors indicate a relatively high level of competitive pressure for BJ Mart. This situation requires the company to adopt adaptive strategies, including service differentiation, supplier diversification, and the enhancement of its digital brand image. These efforts are essential for BJ Mart to maintain and strengthen its position within the dynamic local market (Kotler & Keller, 2022).

Discussion 
	The results of the study show that almost all dimensions of Porter's Five Forces exert high pressure on BJ Mart, indicating unstable market conditions for small retailers in semi-urban areas. This finding is consistent with the study conducted by N. M. Sriastini & Wahyuni, (2025) which stated that digitalization and the growth of online marketplaces have significantly transformed consumer behavior. This transformation is reflected in the shift from traditional shopping patterns to platform-based online purchasing systems. This condition requires BJ Mart to carry out local-based differentiation to remain relevant.
	In addition, BJ Mart's dependence on one supplier and high purchasing power indicates a weak bargaining position both vertically and horizontally. According to  R. Hamid & Yusuf, (2025), he competitiveness of retail MSMEs largely depends on their ability to manage supply chains efficiently and to establish sustainable customer relationships. These two aspects are crucial in maintaining operational stability and enhancing consumer trust toward the brand. In this context, BJ Mart needs to strengthen cooperation with a number of distributors while improving customer service.
	Meanwhile, the results also show that competition between local and modern retailers is increasing. Large retailers excel in digital promotions and membership systems, while small retailers must emphasize their local identity. According to L. Zhang et al., (2022), social media can function effectively to build a positive local brand image and increase customer engagement. Thus, a local community-based digital marketing strategy is an important step to strengthen BJ Mart's position in the market.

[image: ]Figure 1. Porter's Five Forces analysis of BJ Mart

	Conceptually, this study confirms that digital marketing strategies combined with local values ​​can increase the competitiveness and sustainability of small retail businesses (Kotler & Keller, 2022). This approach is also in line with the direction of digital transformation of MSMEs in Indonesia which emphasizes innovation and technological adaptation in maintaining business existence (Indonesia, 2024).

5. CONCLUSION AND SUGGESTION 
	This This study concludes that BJ Mart faces high competitive pressure in almost all dimensions of Porter's Five Forces. The main threats come from low barriers to market entry, increasing product substitution through digital platforms, and high buyer bargaining power (Rashid, 2023). In addition, dependence on a single supplier and weak digital promotions weaken BJ Mart's strategic position in facing major competitors.
Nevertheless, there is a big opportunity for BJ Mart to strengthen its competitiveness through local-based digital marketing strategies, such as utilizing social media, digital stock management, and improving human resource competencies. Implementing this strategy can increase customer loyalty, expand market reach, and strengthen local brand image (A. Hamid & Rasyid, 2025).
From an academic perspective, the findings of this study contribute to strengthening and developing theoretical insights regarding the application of digital marketing strategies in small-scale retail sectors. This contribution is particularly relevant for semi-urban areas that are currently experiencing technological disruption (Kotler & Keller, 2022). 
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