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INTRODUCTION

In recent years, the global creative economy sector has shown significant contributions to
national economic growth, especially in developing countries such as Indonesia. One of the most
developed subsectors is traditional culinary, which not only has cultural value, but also great
commercial potential in the context of the digital economy (UNCTAD, 2022). Among the various local
culinary products, pempek - a Palembang specialty - has seen an increase in popularity and
distribution nationwide.

Digital transformation presents significant opportunities for micro, small, and medium-sized
enterprises (MSMEs) to compete in the digital marketplace. According to the OECD (2021),
digitalization enables MSMEs to enhance efficiency, expand their market reach, and build stronger
customer relationships through data-driven strategies. In Indonesia, platforms such as Instagram,
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TikTok, and Shopee have become central to the rise of social commerce, which integrates visual
content, customer engagement, and digital transactions (Hajli, 2015).

Instagram provides a visual space for building culturally rooted brand identities, TikTok
enables creative and viral storytelling of products, while Shopee supports sales conversion through
integrated systems for payment, promotion, and distribution. Together, these three platforms form
a dynamic and highly competitive digital marketing ecosystem, particularly for products that rely on
authenticity and local uniqueness.

However, the shift from conventional to digital marketing requires a strong understanding of
social media algorithms, digital consumer behavior, and the ability to create content aligned with
platform trends (Kaplan & Haenlein, 2010). Digital marketing can also be used to shape cultural
brand perception through local narratives enhanced by visual technology (Holt, 2004). This research
seeks to fill a gap in the literature by exploring how digital marketing influences both brand
perception and business performance in heritage-based culinary enterprises. Specifically, it
investigates: How does digital marketing via Instagram, TikTok, and Shopee influence consumer
perception and sales of pempek as a traditional culinary brand?

METHOD

Metode Analisis

This research uses a descriptive qualitative approach to explore in depth the practice of
digital marketing by traditional culinary businesses, especially pempek in Palembang City. This
approach was chosen to understand the subjective experiences, adaptive strategies, and narrative
processes that shape the success of digital transformation in the context of local culture-based
culinary MSMEs. Data collection techniques involved in-depth interviews, participatory observation,
and digital documentation (screenshots of Instagram content, TikTok, and shop pages on Shopee).
Interviews were semi-structured to allow businesses to openly share their experiences and
strategies.

Participant criteria include: Pempek business owners who have been in business for at least
two years. Actively using at least two of the three main digital platforms: Instagram, TikTok, and
Shopee. Domiciled and running a business in Palembang City.

The sampling technique used was purposive sampling, taking into account the
representation of businesses based on business scale (micro-small-medium), age of the business,
and variety of digital content.

The sample size consisted of 15 businesses that met these criteria. This number is sufficient
for qualitative studies because it has reached data saturation, i.e. no new information emerged in
the last interview (Miles & Huberman, 2014). Data analysis was conducted using thematic analysis
techniques, which included data reduction, theme-based categorization, and interpretation of the
meanings that emerged from digital marketing practices.

RESULTS AND DISCUSSION
RESULTS
This research involved 15 pempek business owners from various backgrounds in Palembang
City who actively use digital platforms in their marketing activities. Based on the results of interviews
and observations, the majority of respondents stated that the utilization of digital media has
significantly contributed to the development of their business, especially in terms of increasing sales,
expanding markets, and preserving local cultural identity. Digital Platforms and Their Effectiveness

The three main platforms used by respondents are Instagram, TikTok, and Shopee. As many
as 88% of respondents considered social media as an effective promotional tool because it allows
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for attractive visual presentation of products and direct interaction with consumers, in line with the
concept of customer engagement theory (Brodie et al., 2011), which states that active and
meaningful interactions form an emotional connection between consumers and brands.

Perceived Benefits of Digitalization

Most businesses (92%) stated that digital marketing strategies significantly increased their
revenue. In addition, 88% cited improved quality of life both economically and socially. This shows
that digitalization is not just a marketing tool, but also a means of local economic empowerment.
This finding is in line with a study by Chong et al. (2020) in Malaysia, which concluded that the use of
e-commerce in traditional food MSMEs improved operational efficiency and market expansion.

Table 1. Percentage of Digital Platform Effectiveness based on Respondents' Perceptions

Instagram 100% 90%
TikTok 87% 85%
Shopee 93% 88%

Source : Data Processed, 2025

The pie chart shows the proportion of benefits felt by pempek businesses after implementing the
digital marketing strategy.
Figure 1. Impact of Digital Marketing on Pempek Culinary Entrepreneurs

Impact of Digital Marketing on Pempek Culinary Entrepreneurs

Repulation influences purchase (78%)

Support cultural
preservation (85%)

Efective promotional tool (88%)

Improved quality of life
(88%)

increased profit (92%)

Source : Data Processed, 2025
DISCUSSION
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Perceived Benefits of Digitalization

Most businesses (92%) stated that digital marketing strategies significantly increased their
revenue. In addition, 88% cited improved quality of life both economically and socially. This shows
that digitalization is not just a marketing tool, but also a means of local economic empowerment.
This finding is in line with a study by Chong et al. (2020) in Malaysia, which concluded that the use of
e-commerce in traditional food MSMEs improved operational efficiency and market expansion.

Cultural Preservation through Digital Media

As many as 85% of businesses believe that digital media has expanded the reach of pempek
cuisine to a wider audience, including the younger generation. Educational and narrative content
shared on TikTok and Instagram helps raise awareness of the importance of preserving local cultural
heritage. This finding can be viewed through the lens of heritage marketing theory, which
emphasizes the economic and symbolic value of brands based on cultural traditions (Urde et al,,
2007).

Consumer Trust and Digital Reputation

Interestingly, 78% of respondents stated that social media reputation built through positive
reviews and responsiveness has a greater influence on purchasing decisions than the number of
followers. This reinforces the argument that in the context of MSMEs, perceived authenticity and
customer experience are more important than pseudo popularity. This is consistent with the
findings in the China study by Liu et al. (2022), which showed that interactive responses in traditional
food promotions significantly increased consumer loyalty.

Visualization of Recommendations

A table like the one shown above makes it easier for readers to understand the distribution
of platform usage. Pie charts are recommended to illustrate the proportion of perceived benefits,
such as: 92% increased revenue, 88% improved quality of life, 85% cultural preservation, 78%
increase in consumer confidence.

Overall Interpretation

By integrating the theories of digital marketing, customer engagement, and cultural heritage
marketing, the results of this study show that pempek MSME players not only make technical
adaptations to digital technology, but also build strong culturally-based brand narratives. This
strategy allows them to compete locally and culturally relevant in a competitive digital ecosystem.

CONCLUSION

Based on the findings in this study, it can be concluded that digital marketing plays a
strategic role in driving creative economy transformation in the traditional culinary sector, with a
case study on Palembang pempek. The use of digital platforms such as Instagram, TikTok, and
Shopee is proven to not only increase product visibility, but also significantly impact revenue growth
and market expansion for businesses.

Visual and interactive content-based marketing strategies are very effective in reaching
consumers, especially the younger generation who are active in the digital space. In addition to the
economic aspect, digitalization also supports the preservation of local cultural values by introducing
traditional culinary to a wider audience through social media.

The synergy between social media and marketplaces forms an inclusive digital business ecosystem,
allowing MSMEs to reach a wide range of consumers with high cost efficiency. However, the success
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of digital marketing depends not only on account popularity, but also on product quality, brand
consistency, and active engagement with consumers.

ACKNOWLEDGMENTS

The authors would like to express their sincere gratitude to the lecturer Prof. Maya
Panorama for her invaluable help and guidance in the preparation of this article. The support and
insights provided have enriched the quality of depth and analysis in this paper.

REFERENCES

Almtiri, Z. H. A, Miah, S. J., & Noman, N. (2021). Application of e-commerce technologies in
accelerating the success of SME operation. arXiv. https://arxiv.org/abs/2110.10836

Annisa, N. N., Saputra, M. R. E., Cahyono, D., Indrayati, F. S., Gunawan, M. A. P., Wardhana, E. P. W., Priambudi, P.
D. K., Wulanjati, H. A., Syahrul, M., & Ahmad, H. (2024). Pelatihan digital marketing dengan aplikasi TikTok
Shop untuk pelaku UMKM Desa Gintungan. Jurnal Pengabdian Kepada Masyarakat Nusantara, 5(1), 1274-
1278. https://doi.org/10.55338/jpkmn.v5i1.2897

Aziz, M. F., & Hamzah, A. (2022). Social commerce platforms in the digital marketing era: Exploring
the influence of TikTok and Shopee on SMEs. International Journal of Digital Marketing, 12(3),
151-163. https://doi.org/10.2139/ssrn.3732221

Chen, Z., Cao, H., Xu, F., Cheng, M., Wang, T., & Li, Y. (2020). Understanding the role of intermediaries
in online social e-commerce: An exploratory study of Beidian. arXiv.
https://arxiv.org/abs/2010.08612

Deku, W. A., Wang, J., & Preko, A. K. (2024). Digital marketing and small and medium-sized
enterprises’ business performance in emerging markets. Asia Pacific Journal of Innovation and
Entrepreneurship, 18(3), 251-269. https://doi.org/10.1108/APJIE-07-2022-0069

Dewi, R. S., Arifah, I. D. C., Kautsar, A., Kharisma, F., & Hadi, H. K. (2023). Developing small medium
enterprise of creative business through digital marketing and financial management training.
International  journal  of  Management,  Research &  Analysis,  6(11), 1-10.
https://doi.org/10.47191/ijmra/v6-i11-36

llesanmi, O. A., & Oyedepo, O. H. (2023). Digital marketing and performance of SMEs in Nigeria.
International Journal of Intellectual Discourse, 6(3), 253-264.
https://ijidjournal.org/index.php/ijid/article/view/438

Jumbulingam, K., Fadel, H., Al-Daqqgaq, D. M. A., & Mimaki, C. A. (2024). Examining the importance of
digital marketing strategies in brand creation for SMEs in Malaysia. Review of Management,
Accounting, and Business Studies, 5(1), 29-40.
https://journal.undiknas.ac.id/index.php/revenue/article/view/5285

Kusuma, S. A., & Haryanto, A. (2023). Enhancing SME marketing strategies using digital platforms: A
study on Shopee, TikTok, and Instagram. Jurnal Manajemen Pemasaran Indonesia, 18(2), 67-81.
https://doi.org/10.31004/jmpi.v18i2.1234

Lee, K. S., & Choi, J. H. (2024). Social media marketing and brand loyalty in SMEs: Evidence from
Instagram and TikTok.  Journal ~ of  Business  Research, 139, 209-218.
https://doi.org/10.1016/].jbusres.2021.09.001

Lestari, R. B., Sulastri, S., Shihab, M. S., & Andriana, I. (2024). Social media marketing and its impact
on  SMEs' business  performance. KnE  Social  Sciences, 9(14),  503-515.
https://doi.org/10.18502/kss.v9i14.16121

Miah, S. J. (2022). Impact of business analytics and decision support systems on e-commerce in SMEs.
arXiv. https://arxiv.org/abs/2212.00016

Journal Bima (Busiiness, Management And Accountiing), Vol. 2 No. 1 2020 page: 67 - 82| 611


https://arxiv.org/abs/2110.10836
https://doi.org/10.55338/jpkmn.v5i1.2897
https://doi.org/10.2139/ssrn.3732221
https://arxiv.org/abs/2010.08612
https://doi.org/10.1108/APJIE-07-2022-0069
https://doi.org/10.47191/ijmra/v6-i11-36
https://ijidjournal.org/index.php/ijid/article/view/438
https://journal.undiknas.ac.id/index.php/revenue/article/view/5285
https://doi.org/10.31004/jmpi.v18i2.1234
https://doi.org/10.1016/j.jbusres.2021.09.001
https://doi.org/10.18502/kss.v9i14.16121
https://arxiv.org/abs/2212.00016

ISSN : 2721-2971 e-ISSN : 2721-267X

Nurlan, A., Ahmad, N., Singh, J. K., & Shafighi, N. (2023). Digital marketing strategies for SMEs in
technology sector in Malaysia. Environment-Behaviour Proceedings Journal, 9(27), 1-9.
https://doi.org/10.21834/e-bpj.v9i27.5734

Pascasarjana, I. M. U., Ariati, E.,, Amiruddin, M. R., Tegarisnandy, D., & Furie, W. (2024). Creative

communication strategy for digital marketing and e-commerce in product sales: Case study
on Shopee, Tokopedia, and TikTok Shop. /Indonesian Journal of Contemporary
Multidisciplinary Research, 3(3), 1-10. https://doi.org/10.55927/modern.v3i3.9448

Piscitello, L., & Sgobbi, F. (2001). E-business and SMEs: Preliminary evidence from selected Italian

districts. arXiv. https://arxiv.org/abs/cs/0109073
Pratama, R. C., Ariani, Z., & Agustina, A. (2022). Sharia digital marketing as an effort to increase the
income of MSMEs in North Lombok Regency. Indonesian Interdisciplinary Journal of Sharia
Economics, 7(2), 1-12. https://doi.org/10.31538l/iijse.v7i2.5392

Qodriah, S. L. (2023). Digital marketing strategy: Priority and barriers for small and medium
industries. International Journal of Economics, Business and Accounting Research, 6(3), 1-16.
https://doi.org/10.29040/ijebar.v6i3.5728

Rahman, F. M., & Mohd, N. K. (2022). The impact of digital marketing on small and medium-sized

enterprises’ customer engagement. International Journal of Marketing, 34(1), 45-59.
https://doi.org/10.1108/||MA-04-2021-0137
Rashid, M. R., & Imran, M. (2023). Digital marketing strategies for SMEs on Shopee platform in
Malaysia. Asia Pacific Journal of Marketing, 35(4), 411-429. https://doi.org/10.1108/APJM-09-
2022-0435

Samudra, D., Jannah, Z., Rahmah, H., Wirda, Z., Rohmawati, S., & Ikin. (2024). Green digital marketing:
Strategy for environmentally conscious SMEs. J-CEKI: Jurnal Cendekia llmiah, 3(6), 7597-7606.
https://doi.org/10.56799/jceki.v3i6.5681

Septyaningtyas, R. N., & Nugroho, D. A. (2023). Analisis implementasi strategi digital marketing pada

sosial media sebagai sarana promosi bisnis. Jurnal Kewirausahaan dan Inovasi, 2(3), 1-10.
https://doi.org/10.21776/jki.2023.02.3.14

Singh, S., & Patel, R. (2023). E-commerce platforms as a catalyst for growth in small businesses: An

empirical study. Journal of Retailing and Consumer Services, 62, 102717.
https://doi.org/10.1016/j.jretconser.2021.102717

Teng, W. Y., & Kwan, T. T. (2023). The role of digital marketing strategies for SMEs in developing

sustainable business models. journal of Small Business Management, 61(2), 56-72.
https://doi.org/10.1111/jsbm.12199

Wulandari, S. E., Surbakti, E. W., & Idris, I. (2023). Exploring the impact of social commerce platforms

on vocational students' entrepreneurial independence: A case study of TikTok Shop. Jurnal
Ekonomi, 8(2), 1-10.
https://ejournal.seaninstitute.or.id/index.php/Ekonomi/article/view/5779

Zamri, N. A. B., Abdul Rahim, R., & Norizan, N. B. (2024). The effectiveness of digital marketing
towards SMEs: A systematic literature review. Advances in Social Sciences Research journal,
11(2.2), 78-94. https://doi.org/10.14738/assrj.112.2.16427

612 | Maharani, A, Sartika, I., Adha, M. R. A., Panorama, M. (2025). Digital Marketing Transformation of Pempek Culinary.....


https://doi.org/10.21834/e-bpj.v9i27.5734
https://doi.org/10.55927/modern.v3i3.9448
https://arxiv.org/abs/cs/0109073
https://doi.org/10.31538/iijse.v7i2.5392
https://doi.org/10.1108/IJMA-04-2021-0137
https://doi.org/10.1108/APJM-09-2022-0435
https://doi.org/10.1108/APJM-09-2022-0435
https://doi.org/10.56799/jceki.v3i6.5681
https://doi.org/10.21776/jki.2023.02.3.14
https://doi.org/10.1016/j.jretconser.2021.102717
https://doi.org/10.1111/jsbm.12199
https://ejournal.seaninstitute.or.id/index.php/Ekonomi/article/view/5779
https://doi.org/10.14738/assrj.112.2.16427

