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 Micro, Small and Medium Enterprises (MSMEs) are an important sector 
in driving the Indonesian economy. The development and improvement 
of the MSME sector is also important to continue to strive for, one of 
which is through optimizing marketing strategies that are adapted to 
current technological and information developments. This study aims 
to analyze digital marketing strategies at SWK Wonorejo, Surabaya City. 
The research method used is descriptive qualitative with data 
triangulation approach. As for data collection techniques through 
interviews, observation, and documentation. The results showed that 
SWK Wonorejo combines segmentation analysis, targets and marketing 
mix design. In addition, an analysis of MSME sustainability and 
marketing implementation was carried out. MSME actors in SWK 
Wonorejo has marketed their products online through optimizing 
digital marketing media such as websites, Instagram, Google Business, 
and other media that can help market products effectively and 
efficiently. 

 
Introduction 

The rapid development of technology has had a positive impact on the 
sustainability of economic activities which can be carried out more effectively and 
flexibly through various internet media very easily. Today's technology users are very 
widespread from the age of children to adults and the elderly. This is reinforced by data 
from the Indonesian Internet Service Providers Association which records internet users 
in Indonesia in 2023 reaching 78.19 percent or 215,626,156 people out of a total 
population of 275,773,901 people [1]. The ease of operating internet media raises people's 
habits to continue to use internet media to fulfill people's needs and desires, such as the 
habit of buying products online. An all-digital lifestyle encourages providers of goods 
and services or Micro, Small and Medium Enterprises (MSMEs) to carry out marketing 
strategies for their products through the use of digital media [2]. 

The existence of the Micro, Small and Medium Enterprises (MSMEs) sector in 
Indonesia really needs to be considered, because the MSME sector can contribute to the 
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progress of the Indonesian economy. According to the press release information of the 
Coordinating Ministry for Economic Affairs of the Republic of Indonesia, the 
contribution of MSMEs to the Gross Domestic Product (GDP) in 2021 is 61.07% or a value 
of 8,573.89 trillion rupiahs [3]. In addition to contributing to GDP, the MSME sector also 
has an impact on reducing the quantity of unemployment in Indonesia. So it really needs 
a sustainable improvement in the MSME sector, especially in increasing the profits of 
MSME actors in the current technological era through optimizing digital marketing in 
marketing strategies. 

Digital marketing is an attempt to introduce products using the right digital 
media so that they can reach a wider range of consumers [4].The realization of digital 
marketing is important, one of which is by Micro, Small and Medium Enterprises 
(MSMEs) to create a sustainable business through adaptation to technological 
developments [5]. In addition, through digital marketing, MSMEs can be better prepared 
to compete and carry out branding between similar MSME actors and business actors on 
a larger scale [6]. The application of digital marketing really requires creativity and 
accurate market analysis so that the marketing strategy carried out can run optimally 
and have a positive impact on the sustainability of the business being carried out. 

Differentiation of digital marketing platforms is a great opportunity for MSME 
actors, with various platforms that are used by business actors to maximize their 
marketing strategy. The platforms that can be utilized include: Instagram, Facebook, 
Google Business, Website, Tiktok and marketplace platforms such as Shopee to make 
buying and selling transactions easier. This digital platform can indirectly reduce 
expenses that should be spent on promoting business products. However, the existence 
of digital media is only enough to maximize content creation and improve services for 
consumers. So as to create consumer loyalty to make repurchases [7]. 

The Culinary Tourism Center or called Sentra Wisata Kuliner (SWK) is one of 
the MSME sectors that continues to be developed by the Surabaya City Government. 
SWK is spread in various areas in the city of Surabaya, one of which is SWK Wonorejo 
which has a strategic location, which is close to the Surabaya seedling garden. This 
strategic location supports the success of the marketing strategy at SWK Wonorejo in the 
field of digital marketing, because it not only promotes MSME business products but 
can also promote various free facilities such as a park that can be used for various 
educational and other activities. The use of digital marketing at SWK Wonorejo is shown 
in Table 1 below: 

Table 1. Use of Digital Marketing at SWK Wonorejo 
No Media User Company Number 

of 
Followers 

Num
ber of 
Posts 

1 Instagram @swkwonorejo 87 people 48 
2 WhatsApp 6285746129626   
3 Website https://swkwonorejo.com/   
4 Google Business Swkwonorejo   
5 Email sentrawisatakulinerwonorejo@gmail.c

om 
  

tel:6285746129626
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No Media User Company Number 
of 

Followers 

Num
ber of 
Posts 

6 Tiktok @warungcakman 83 people 63 
(Source: Swk Wonorejo Documentation) 

 
Based on the utilization of the use of digital marketing carried out by SWK 

Wonorejo Surabaya City as a medium for marketing business products for MSME 
players, it is necessary to optimize digital marketing in the right marketing strategy so 
that a sustainable business is realized at SWK Wonorejo. The problem that will be 
answered in this research is how is the integrated digital marketing strategy 
implemented by MSME actors in SWK Wonorejo, Surabaya City? 
 
Literature Study 
Digital Marketing Strategy 

Strategy is a plan that is prepared to achieve the desired and needed goals 
through the help of all the elements owned by the company in winning the competition 
that occurs [8]. Digital marketing is a transformation of new marketing techniques 
adapted to technological and information developments that aim to become a more 
effective link to consumers [9]. In addition, as an effort to increase consumer satisfaction. 
So as to build consumer loyalty or trust in the business products offered. Meanwhile, in 
another sense, Digital marketing is marketing as well as product promotion through the 
use of digital technology, such as websites, cellphones, advertisements and other 
electronic media [10] 

Important elements in implementing a digital marketing strategy are divided 
into three, the first (Easy access), namely easy access to reach consumers and 
encouraging consumers to be interested in products through the distribution of digital 
technology. Second (Competitive edge), namely the existence of advantages possessed 
by businesses or businesses that are run through the use of web technology that can help 
identify patterns of behavior and comments related to consumer desires and needs. 
Furthermore, the third (Efficiency), namely the efficiency of product brand recognition 
through social media networks with the aim of increasing product awareness and 
minimizing ambiguity that can affect the image of a product brand[10]. 

The tools for optimizing integrated digital marketing are as follows [2],[9]: 
a. Search Engine Optimization (SEO) 

Search Engine Optimization (SEO) is the process of optimizing websites through various 
techniques and tools, to make it easier for websites to be found in the highest or main 
searches. So that web visitors will continue to increase which can indirectly have an 
impact on increasing business profits [11]. 

b. Social Media Marketing (SMM) 
Social Media Marketing (SMM) is the optimization of social networks with the aim of 
finding and directing social media users to visit business websites, Google business or 
marketplace platforms[12]. So, it is expected that there will be an increase in sales of 
products that have been offered. 
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c. Content Marketing 
Content Marketing is product brand marketing through image content, video content, 
and other content published on social media accounts, websites, and Google Business. 
So, it is hoped that visitors to the platform will get the product information they want or 
need. 

d. Email Marketing 
Email Marketing or marketing through email media that aims to reach certain target 
consumers or users with more professional communication. So that it is hoped that it 
can improve collaboration with various stakeholders in order to realize a sustainable 
business and facilitate external operations or involve external parties. 

e. Online Advertising 
Online Advertising is a product marketing through paid facilities provided by the 
internet such as internet advertising with visualizations in the form of landing pages, 
wallpaper ads, paid search, floating ads and other visualizations[13]. 

f. Landing Page Marketing 
Landing Page Marketing is the first page of the website that is first seen by visitors when 
accessing the website. Landing Page Marketing can be made as attractive as possible so 
that the audience or web visitors are more interested in seeing the features that have 
been provided by the developer [14]. 

g. Mobile Marketing 
Mobile Marketing is a digital marketing strategy aimed at reaching target consumers on 
smartphones, tablets and/or other devices through websites, email, social media and 
applications. 

h. Affiliate Marketing 
Affiliate Marketing is a marketing strategy through the formation of partners (affiliates) 
to help promote products by giving commissions on product sales in accordance with 
agreed terms. Affiliate Marketing will help in increasing product sales with a faster 
period of time, so that the operational process can be sustainable. 

i. Viral Marketing 
Viral Marketing is a marketing strategy through social media that has the effect of 
facilitating the expansion of product information with a wider reach. 

Based on the types of tools in optimizing marketing strategies through digital 
marketing, businesses or businesses can consider these types of tools. So that product 
marketing can be maximized. 
Micro, Small and Medium Enterprises (MSMEs) 
 According to Constitution Number 11 of 2020, the definition of Micro, Small and 
Medium Enterprises is detailed as follows [15]: 

a. Micro-enterprises are productive businesses owned by individuals and/or individual 
business entities that meet the criteria for micro-enterprises. 

b. Small business is a productive economic enterprise that stands alone with individual 
ownership or a business entity that is not a subsidiary or a branch of a company that is 
owned or is a direct part of a medium or large business. 

c. Medium-sized businesses are productive economic enterprises that stand alone with 
individual ownership or business entities that are not part of their owned subsidiaries, 
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medium-sized businesses have a total net worth or proceeds from sales that have been 
regulated in the law. 

Micro, Small and Medium Enterprises (MSMEs) in their development have 
become high indicators in increasing community participation in the economic sector, in 
which MSMEs can be relied upon as a strategy in recovering the economy which is at 
the same time proof of support in carrying out government autonomy [16]. 

The development of MSMEs is sought by local governments, businesses, and 
communities to empower MSMEs through facilities, guidance, assistance, and providing 
assistance in strengthening the growth and increasing the capabilities and 
competitiveness of MSMEs. Meanwhile, the empowerment of MSMEs is pursued 
through climate growth and business development for Micro, Small and Medium 
Enterprises, so that they are able to grow and develop into strong and independent 
businesses [15]. 
Sustainability of Micro, Small and Medium Enterprises (MSMEs) 

The term sustainability or sustainability is closely related to sustainable 
development, the sustainability of Micro, Small and Medium Enterprises (MSMEs) can 
be interpreted as an effort to maintain a business that has been running by taking into 
account the conditions that occur both social and environmental aspects, so that the 
business is run can run continuously. Efforts to maintain a sustainable business can be 
initiated through an appropriate marketing strategy, namely by adapting to 
technological and information developments through digital marketing by utilizing 
digital media [17]. 
 
Research methods 

This research is included in the category of applied research because it aims to 
obtain practical findings that can be implemented more broadly with a qualitative 
descriptive analysis research method. Qualitative descriptive research is research that is 
used to investigate, find, describe a phenomenon that occurs [18]. Data collection 
techniques through interviews and observation as primary data. While secondary data 
obtained through previous research sources that are relevant to the research conducted. 
The data collection method is show in figure 1 below: 

 
 
 
 
 
 
 

 
 
 
 

 
 



 

 
31 

 

Journal of Applied Management and Business (2023) 
 

DOI: 10.37802/jamb.v4i1.390 
 

(E-ISSN 2745-6382)  
 

 
 

Figure 1. Method of Collecting Data 
(Source: Smart Draw) 

The following describes the research method used based on the chart image above: 
1. Interview Method 

 Interview is a process of obtaining information for research purposes through 
questions and answer to informants who the target of research are. The interviews 
conducted in this study were systematic interviews, namely using predetermined 
questions so that it would be easier to collect data completely and clearly. Preparation 
before the interview was carried out, namely determining the target interviewees and 
making a list of questions, which then followed the interview process which was carried 
out directly with several MSME actors at SWK Wonorejo. The following is a list of 
interview questions asked in table 2 below: 
 

Table 2. Interview Questions 
No. Interview Questions 
1. How long have you been running your business at SWK Wonorejo? 
2. What products do you sell? 
3. How much do you earn each month? 
4. How is the product promotion that you have done? 
5. What are your obstacles in promoting your product? 
6. What do you hope for in the future for the continuity of your business? 

(Source: Researcher Data) 
 

2. Observation Method 
 Observation is an observation activity carried out on the object of research. As 
for this study, the observations made were analyzing the systems or procedures that had 
been carried out at SWK Wonorejo and analyzing the quality and quantity of available 
facilities and infrastructure. Through the results of these observations, it is hoped that 
researchers will be able to find out more about the level of effectiveness of the marketing 
strategy that will be implemented at SWK Wonorejo. 

3. Literature study 
 Literature study is an activity of collecting data through previous research that 
is relevant to the research that will be carried out. As for this study, secondary data was 
used through reviews of previous research journals, book works, and reports of 
community service activities carried out previously at SWK Wonorejo. 

Methods of data collection from interviews, observations and literature studies 
that have been carried out, then the results of data collection and analysis and 
description of the results of the data that have been previously analyzed are carried out. 
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Results and Discussion 
Research Result 

Based on the results of interviews conducted, it is known that MSME actors have 
been selling at SWK Wonorejo for approximately five years, by trading various food, 
snack and beverage products. As for food products such as meatballs, noodles, rawon, 
satay, curry, soup, and other types of food. Snack products provide types of snacks such 
as nuts, chips and sweet snacks and beverage products provide products such as 
chocolate ice, milk ice, Oyen ice and so on. MSME actors are known to get an income 
range of IDR 500,000 – IDR 2,000,000 every month. Of course, this income has not been 
deducted from the cost of renting a place and other operational expenses, so a strategy 
is needed to increase product sales for MSMEs. 

As for the observation faced by SWK Wonorejo SMEs in promoting their 
products are the lack of knowledge and expertise in using digital media, the inability to 
take product photos and create attractive sales content, and not knowing the right 
marketing strategy in the current digitalization era. The hope of the UMKM in SWK 
Wonorejo for the business activities carried out is that it is easy to promote their products 
so that they attract many consumers so that the income they receive in the future can 
increase. 

Based on the results of observations made, it is known that there is a sales system 
that has been running so far, namely the provisions that the products sold must be 
different for each MSME actor in order to minimize social problems that occur. This has 
a positive impact on MSMEs to always create new products that have not yet been sold 
at SWK Wonorejo. In addition, the sales system is still dominated offline, so it is said that 
digital media has not been used as a means of sales promotion to the fullest. 
Furthermore, observations regarding facilities and infrastructure at SWK Wonorejo are 
still limited, such as tables, chairs and toilets. In addition, the lack of maintenance and 
cleanliness of the area makes it look a little dirty, so this also affects the number of 
visitors. The location adjacent to the Wonorejo nursery should be a strategy to increase 
SWK Wonorejo visitors through a policy of moving entrances, so that visitors to the 
nursery can indirectly buy MSME products, whether food, snacks or drinks. 
Segmenting, Targeting, and Positioning (STP) Strategy 

MSME actors SWK Wonorejo conducts STP analysis in running a business, first 
on geographical segmentation, namely residents of the City of Surabaya, especially in 
the Wonorejo area, Rungkut Surabaya. However, it is possible for consumers from out 
of town to visit the seed garden tour, which is located right next to SWK Wonorejo, and 
it is also possible for consumers from out of town to order food or snacks at a certain 
time with prior agreement. This can be achieved through the use of digital media which 
makes it easy to communicate with consumers without meeting in person but online. 

Furthermore, the demographic segmentation carried out by SWK Wonorejo City 
of Surabaya is based on age, where the age range is reached from children, adults and 
even the elderly. In order to attract consumers, the Wonorejo SWK management has 
provided free wifi facilities and sitting chairs. So that consumers who visit can be sure 
to enjoy the product while enjoying the coolness of the seedling garden. Meanwhile, 
psychographically, market segmentation is based on social class, lifestyle, or personal 
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characteristics. In this case, SWK Wonorejo has a segmentation on social class that is 
reached from the lower, middle and upper classes. Likewise, lifestyles which reach a 
simple lifestyle, so that it can be said that the products offered by MSME actors SWK 
Wonorejo Surabaya City cover various groups. 

Behavioral segmentation includes factors such as occurrence, benefits, user 
status, usage rate, and loyalty status. In terms of the incident factor, during the era of 
economic development there were a lot of food needs that experienced price spikes. With 
the SWK Wonorejo, people could buy food needs such as food at very affordable prices. 
On the benefit factor, the products offered are very varied, starting from food, drinks 
and snacks that can provide benefits for consumers of healthy food without 
preservatives or instant food so that it can certainly change a healthy lifestyle for the 
surrounding community. At the user level, SWK Wonorejo's location, which is 
strategically located adjacent to parks, shop houses, housing, student boarding houses, 
and student campuses, will certainly attract many users or consumers easily. 
Furthermore, on the loyalty factor, loyalty can arise from ordering food that has been 
done before with a review of the price and taste that is appropriate by the customer. 
Second, in setting targets, MSME actors SWK Wonorejo Surabaya City determines 
market targets, namely the surrounding community which includes residents, workers, 
students, and visitors to the nursery. In addition, the target market is government, 
educational and social institutions, offering buffet packages that can be ordered at any 
time. Furthermore, the third is the uniqueness of the products offered by MSME players 
at SWK Wonorejo, namely having differentiation of food, beverage and snack products 
as well as the existence of buffet packages and the availability of ordering food hampers 
that can be adjusted to the consumer's budget. 
Marketing Mix Strategy 

The Wonorejo Culinary Tourism Center (SWK) is a street vendor center that was 
built to make visitors comfortable at the Wonorejo nursery located on Jalan Raya 
Kendalsari No. 70, Wonorejo, Surabaya City. Mostly. SWK Wonorejo offers a variety of 
culinary delights ranging from food differentiation, drinks and snacks at relatively low 
prices. MSME actors SWK Wonorejo can accept orders for buffet packages and food 
hampers and snacks with price packages according to the budget. This order is one of 
the brandings in introducing MSME products more broadly through packaging that has 
been equipped with the SWK Wonorejo logo and information. 

The prices offered by MSME actors at SWK Wonorejo vary with a price range of 
Rp. 5,000 to Rp. 20,000.-. MSMEs in promoting their products also take advantage of the 
front yard of the Wonorejo garden or nursery at certain events which have the 
opportunity to increase the turnover of business actors. In addition, marketing through 
digital media continues to be socialized so that business actors are used to learning to 
promote their products more effectively and efficiently. 
Integrated Digital Marketing 

Based on digital marketing tools that can be utilized in digital-based marketing 
strategies, SWK Wonorejo has implemented the following digital tools: 
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Figure 2. Digital Marketing MSME in SWK Wonorejo 

(Source: SWK Wonorejo Documentation) 
 

1. Search Engine Optimization (SEO) 
Search Engine Optimization (SEO) has been successfully implemented by SWK 

Wonorejo Surabaya City with website visualization that can provide various 
information through various features provided, including, first (home) which provides 
brief information about SWK Wonorejo accompanied by attractive wallpapers. Second 
(blog), which provides various news and news related to MSMEs, the economy and 
government policies. 

 

 
Figure 3. Search Engine Optimization (SEO) 

(Source: SWK Wonorejo Documentation) 
 
Third (culinary) which provides a variety of menu choices complete with contacts 

who can be contacted if you want to place an order online. Fourth (contact), providing 
an online form that website visitors can fill in for the purpose of asking questions, 
ordering, or providing feedback. Then the fourth (about us), which presents a 
visualization of SWK Wonorejo and the Wonorejo nursery along with information on 
the facilities provided. In addition, there is Google Business which is equipped with 
visualization of product images and locations that have been integrated with Google 
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maps as well as a feedback column that can be used as evaluation material to improve 
the quality of SWK Wonorejo development. 

2. Social Media Marketing (SMM) 
Social Media Marketing (SMM) has been realized by SWK Wonorejo through the 

use of an Instagram account that has been equipped with a website link that can be 
accessed publicly by Instagram visitors. Maximizing the publication of content on 
Instagram media is carried out by various visualizations both images and videos with 
the addition of hashtags such as #kulinersurabaya #kulinermurah #swksurabaya 
#updatesurabaya #infosurabaya and so on. 

 
  

 
 
 
 
 
 
 
 

 
Figure 4. Social Media Marketing (SMM) 
(Source: SWK Wonorejo Documentation) 

3. Content Marketing 
Content Marketing has been carried out by SWK Wonorejo through content 

visualization which is updated every period, both product images, blog content and 
others. As well as creating content related to national warnings combined with 
information about SWK Wonorejo MSME products. 

 

 
Figure 5. Content Marketing 
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(Source: SWK Wonorejo Documentation) 
4. Email Marketing 

Email Marketing has been carried out by SWK Wonorejo by sending information on 
product offers that can be ordered and the types of services provided. Through this 
email, SWK Wonorejo can reach certain target consumers or users with more 
professional communication. 

 

 
Figure 6. Email Marketing 

(Source: SWK Wonorejo Documentation) 
 

5. Online Advertising 
Online Advertising is a digital strategy that utilizes paid services by internet service 

providers. On Instagram itself there are paid services in the form of short advertisements 
that can be directly integrated with the business owner's Instagram account. So that this 
short advertisement is very useful for business actors to attract Instagram users to easily 
visit the Instagram account of business owners. 

 

 
Figure 7. Online Marketing 

(Source: SWK Wonorejo Documentation) 
 

6. Landing Page Marketing 
Landing Page Marketing provides the first appearance seen by visitors when 

accessing a website. Landing Page Marketing can be made as attractive as possible so 
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that the audience or web visitors are more interested in seeing the features that have 
been provided, especially interest in buying the products offered [19]. 

 
Figure 8. Landing Page Marketing 

(Source: SWK Wonorejo Documentation) 
 

7. Mobile Marketing 
Mobile Marketing is a digital marketing strategy aimed at reaching target 

consumers on smartphones, tablets and/or other devices through websites, email, social 
media and applications. The application on the application platform has not yet been 
realized, but efforts will continue to be made so that the marketing strategy through 
digital media can run optimally. 

 

 
Figure 9. Mobile Marketing on Google Maps 

(Source: SWK Wonorejo Documentation) 
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8. Affiliate Marketing 
Affiliate Marketing is a marketing strategy through the formation of partners 

(affiliates) to help promote products by giving commissions on product sales. SWK 
Wonorejo has not implemented an affiliate marketing program because it is still in the 
development stage, if the development stage is optimal, it is possible to carry out affiliate 
marketing in the future. 

 

 
Figure 10. Affiliate Marketing on Google My Business 

(Source: SWK Wonorejo Documentation) 
 

9. Viral Marketing 
Viral Marketing is a marketing strategy that SWK Wonorejo has started by adopting 

digital media such as Tiktok, which currently has a high chance of exposing goods to 
make them better known on a wider scale. 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 11. Viral Marketing on TikTok 

(Source: SWK Wonorejo Documentation) 
 

Analysis of Satisfaction using Digital Media 
Analyze the data obtained to gain insight into user satisfaction. Identify areas 

where satisfaction is high or low and find patterns or reasons behind them. Watch trends 
over time to see if there has been a change in user satisfaction levels. 
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Corrective action: Based on the analysis findings, the actions needed to increase 
the level of user satisfaction include continuing to update content related to digital 
media, especially digital media that has a high level of insight such as viral marketing 
using Tik Tok. Continuously uploading video content on Tik Tok can make SWK 
Wonorejo more famous. Besides that, improvements are also needed in Mobile 
Marketing through Google Maps. User satisfaction, of course, affects the rating on 
Google Maps in visitor reviews. Therefore, the content loaded on Google Maps must be 
good and balanced with satisfying customer service in order to enhance the user 
experience. Content on the Website and Landing Pages must be frequently updated and 
synchronized with content on other digital media. These are the right steps to improve 
the user experience. 

 
Conclusion 
 SWK Wonorejo Surabaya City is a street vendor center that was built to create jobs 
for local MSMEs. In addition, as an effort to make visitors comfortable visiting the 
Wonorejo nursery. The STP marketing analysis includes segmenting, targeting, and 
positioning. In the segmentation aspect, SWK Wonorejo's SMEs products cover the 
Surabaya and surrounding areas, besides that products can reach all economic classes. 
In terms of the target market for MSME products, namely residents, students, and also 
workers in the Wonorejo area as well as government, educational, and social agencies. 
Furthermore, on the uniqueness of MSMEs products, namely the differentiation of food, 
beverage and snack products and offering free facilities to enjoy the beauty of the 
Wonorejo nursery which is next to SWK Wonorejo. The pricing for MSME products 
varies with a price range from IDR 5,000 – IDR 20,000. Digital media-based marketing 
strategies have been implemented but are still in the process of being developed, 
including websites, Instagram, WhatsApp, email, Google Business, and TikTok. With a 
digital marketing strategy that has been pursued, it is hoped that the product marketing 
of MSMEs at SWK Wonorejo can run more optimally. So that the sustainability of 
MSMEs can be achieved and improve the welfare of the people of Surabaya City. The 
hope of further research is: 1). The digital marketing optimization model used by SWK 
Wonorejo can be implemented on an ongoing basis so that success can be measured in 
the next five years; 2). This digital marketing optimization model can be applied to 
MSME objects in other places with a more comprehensive application; 3). Further 
research can collaborate or combine with other models so that maximum results can be 
obtained in optimizing digital marketing in MSME; and 4). Increasing the ability of 
MSME to maximize marketing strategies with a wider scope. 
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