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ABSTRACT The rapid expansion of the internet created new opportunities for Micro, Small, and Medium 

Enterprises (MSMEs) to market their products, shifting from traditional marketing methods to 

digital strategies. This research aimed to examine the impact of digital marketing on sales and the 

linguistic challenges MSMEs faced in adapting to the digital era amid global business dynamics. A 

qualitative research approach, including in-depth interviews, was employed to explore how MSMEs 

utilized digital marketing strategies, particularly focusing on language and communication 

techniques across social media platforms. The study analyzed how language use in digital marketing 

impacted consumer engagement and brand awareness, while also identifying linguistic barriers that 

hindered effective communication. The findings revealed that MSMEs that adopted digital 

marketing strategies experienced increased sales and stronger customer engagement. However, 

challenges such as unclear messaging, language barriers, and the need for tailored content to diverse 

audiences were prevalent. The research concluded that while digital marketing played a critical role 

in addressing global business challenges by improving MSME performance, linguistic strategies 

were vital for overcoming communication obstacles. Effective language use in digital content 

significantly enhanced the effectiveness of marketing campaigns, ensuring that MSMEs could better 

connect with their target audience and overcome barriers in the digital landscape.  
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INTRODUCTION 

The rapid expansion of the internet in recent decades has significantly reshaped global business 

landscapes, offering new opportunities and avenues for growth. Micro, Small, and Medium Enterprises 

(MSMEs), often regarded as the backbone of many economies, especially in developing regions, are 

beginning to recognize the profound potential of digital marketing strategies. Traditionally, MSMEs 

have relied on conventional methods of marketing, such as word-of-mouth, physical advertising, and 

local networks, which have often limited their outreach and growth (Chaffey, 2019). However, the 

advent of the internet, coupled with the proliferation of social media platforms, has created a paradigm 

shift in the way businesses communicate with their target audiences. This transformation has opened 

new doors for MSMEs to tap into broader, global markets, overcoming geographical constraints and 

expanding their reach (Kotler et al., 2021). 

The results of this study indicate that the adoption of digital marketing strategies significantly 

enhances the market reach, sales, and consumer engagement of MSMEs in Duren Kalibata. MSMEs that 

implemented digital marketing through social media platforms experienced greater visibility for their 
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products and services, which translated into increased customer interactions. The use of digital tools 

allowed businesses to move beyond their traditional, local customer base and tap into wider, more 

diverse markets. This is consistent with findings from Chaffey and Ellis-Chadwick (2019), who noted 

that digital marketing allows businesses, especially MSMEs, to compete on a more level playing field 

with larger corporations by utilizing cost-effective and far-reaching online platforms. Social media, in 

particular, served as an essential tool for MSMEs to establish brand awareness and drive engagement, 

significantly contributing to the businesses’ growth. By using platforms like Instagram, Facebook, and 

WhatsApp, MSMEs could connect with consumers more directly and frequently, improving both brand 

recognition and consumer loyalty. 

However, despite these successes, linguistic challenges emerged as a major barrier for MSMEs 

in achieving the full potential of their digital marketing campaigns. One key issue was the inability to 

craft clear and culturally appropriate messages that resonated with the diverse consumer base present on 

social media. Many MSMEs struggled to balance the use of formal and informal language, as well as 

the adaptation of marketing content to suit different cultural backgrounds and linguistic preferences. 

This finding aligns with the work of Hutter et al. (2013), who highlighted the importance of adjusting 

marketing messages to fit the linguistic and cultural nuances of a diverse audience. In some cases, 

businesses that used overly technical language or failed to localize their content in a manner that was 

culturally sensitive alienated potential consumers. Additionally, MSMEs that used local dialects or 

regional language often limited their outreach, making it difficult for the messages to be understood by 

consumers outside those regions. The study also revealed that the tone of communication played a 

significant role; businesses that employed a more human-centered, conversational tone were able to 

form deeper connections with consumers, thereby increasing engagement and sales. This finding 

underscores the necessity for MSMEs to implement adaptive linguistic strategies that prioritize 

inclusivity and simplicity, allowing them to communicate effectively with a wider and more diverse 

audience. 

Despite the immense potential digital marketing holds for MSMEs, the transition from traditional 

marketing methods to digital platforms poses various challenges. While digital tools and platforms offer 

the promise of cost-effective marketing strategies, MSMEs often face significant barriers to their 

effective use. One of the most pressing challenges, particularly for businesses in regions like Duren 

Kalibata, Jakarta, is the linguistic adaptation required for successful digital marketing. The internet and 

social media have become the primary channels for digital marketing, but the multilingual nature of 

online audiences poses a unique challenge for MSMEs that must tailor their content to diverse linguistic 

demographics (Keller, 2013). Thus, the importance of effectively adapting language for online 

marketing becomes crucial for MSMEs hoping to thrive in an increasingly competitive, digital-first 

environment (Hutter et al., 2013). 

The core objective of this research is to examine how the implementation of digital marketing 

strategies affects the sales and overall business growth of MSMEs in Duren Kalibata. This study 
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specifically aims to evaluate the linguistic challenges these businesses encounter when attempting to 

engage with broader audiences on digital platforms (Suyanto, S, 2020). As MSMEs often lack the 

expertise or resources to execute sophisticated digital campaigns, the study seeks to identify how 

language can be a double-edged sword: while it has the potential to significantly increase consumer 

engagement and brand awareness, improper or ineffective use of language can hinder business progress 

(Jain & Vohra, 2017). Understanding these linguistic barriers is essential for MSMEs, as effective 

communication in digital spaces can enhance consumer relationships and ultimately drive sales and 

business growth (Hennig-Thurau et al., 2010). 

Furthermore, this research emphasizes the role of social media as a key tool in the digital 

marketing strategies of MSMEs. Social media platforms such as Facebook, Instagram, Twitter, and 

WhatsApp are pivotal in fostering direct communication between businesses and consumers. The 

linguistic aspect of communication on these platforms is particularly significant, as language use impacts 

not only consumer perceptions but also their trust and loyalty to the brand (Tuten & Solomon, 2017). 

This study will explore how businesses in Duren Kalibata utilize language in their social media 

marketing and investigate the nuances of language that influence engagement rates. By examining 

specific case studies and marketing campaigns, this research will assess the effectiveness of language 

choices, including tone, style, and cultural sensitivity, in resonating with the target audience (Putra, A. 

T., & Kurniawan, M, 2021). 

In light of global business dynamics, the challenges that MSMEs face are not limited to linguistic 

adaptation alone. The rapid globalization of markets, increased competition, and evolving consumer 

behaviors require businesses to continuously adapt and innovate. However, despite these challenges, 

digital marketing offers an avenue for MSMEs to level the playing field. By identifying and addressing 

the linguistic barriers to digital marketing, MSMEs can leverage their unique local insights while 

simultaneously reaching global audiences (Chaffey & Ellis-Chadwick, 2019). This study, therefore, 

aims to provide a comprehensive understanding of how language affects the success of digital marketing 

campaigns, offering practical recommendations for MSMEs in Duren Kalibata and beyond to enhance 

their digital presence and drive sustained growth in an increasingly interconnected world (Suyanto, S, 

2020). 

 

METHOD 

The study adopted a qualitative approach with a descriptive method to explore the experiences 

and perceptions of Micro, Small, and Medium Enterprises (MSMEs) in the context of digital marketing 

(Creswell, 2014). Data was primarily collected through in-depth interviews with MSME owners and 

operators who had already implemented digital marketing strategies via social media platforms 

(Chaffey, 2019). The interviews aimed to uncover how these businesses used language and 

communication techniques in their digital marketing campaigns, and the challenges they faced in 

engaging with diverse audiences (Keller, 2013). Additionally, the research incorporated a literature 
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review as a secondary source to enhance the understanding of linguistic challenges in digital marketing 

(Chaffey, 2019). By combining these data sources, the study provided a comprehensive analysis of how 

language impacted the effectiveness of marketing efforts for MSMEs. 

 

RESULTS AND DISCUSSION  

The results of the research indicate that the adoption of digital marketing strategies has a 

significant impact on the sales and consumer engagement of Micro, Small, and Medium Enterprises 

(MSMEs). MSMEs that embraced digital marketing strategies experienced considerable improvements 

in their market reach and consumer interactions. These improvements were primarily seen in the 

increased visibility of products and services and a more direct connection with consumers through social 

media platforms. According to Chaffey (2019), digital marketing offers MSMEs an efficient way to 

scale their businesses by utilizing the internet to communicate with a much larger audience. However, 

linguistic challenges emerged as a major barrier in the implementation of these strategies, particularly 

regarding the delivery of clear and targeted messages (Irawan, R., & Siregar, M. H., 2019). 

One of the key linguistic challenges faced by MSMEs was the difficulty in adapting marketing 

content to fit the diverse audience on social media platforms. Many MSMEs reported struggles in 

ensuring that their messages were culturally appropriate and comprehensible to a wide range of 

consumers. As Keller (2013) pointed out, language plays a crucial role in shaping consumer perceptions, 

and failure to effectively adapt language can lead to miscommunication. Some businesses, for example, 

struggled to create messages that would resonate with both local and global audiences without losing 

the essence of the product or service. Additionally, linguistic barriers arose when businesses used overly 

technical language, which failed to engage or connect with consumers. As Tuten and Solomon (2017) 

noted, the language used in digital marketing must be engaging and accessible to maintain consumer 

interest and foster brand loyalty (Irawan, R., & Siregar, M. H., 2019). 

The research also found that MSMEs faced challenges in tailoring their content to the specific 

needs of different social media platforms. Each platform attracts different audiences with varying 

language preferences and communication styles. For instance, Instagram’s audience tends to favor 

visually appealing and concise content, whereas Facebook users are more receptive to longer, more 

informative messages (Hutter et al., 2013). MSMEs that adapted to these platform-specific preferences 

by using language that was informal, light, and easy to understand tended to establish a stronger 

emotional connection with their audience. This reflects findings from Hennig-Thurau et al. (2010), who 

emphasized the importance of tailoring marketing messages to the unique characteristics of each 

platform to maximize engagement. 

Moreover, the research highlighted that linguistic challenges were also evident when MSMEs 

failed to account for the diversity of their audiences. Some businesses used local dialects or regional 

expressions that, while relevant in certain areas, limited their reach beyond those specific regions. As 

Chaffey (2019) suggests, using more inclusive language that is easily understood by a broader audience 
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is critical in ensuring that the marketing message resonates with consumers from diverse backgrounds. 

Failure to do so could lead to missed opportunities and a narrower customer base, thus reducing the 

overall effectiveness of the marketing campaign (Irawan, R., & Siregar, M. H., 2019). 

To overcome these linguistic challenges, the study found that MSMEs need to implement more 

flexible and adaptive linguistic strategies. One effective solution was the use of simpler, more direct 

language that could reach a broader audience while retaining the core message (Kotler et al., 2021). 

MSMEs that successfully employed emotional and personal marketing content were able to create 

stronger connections with their consumers, as human-centered language tends to evoke positive 

emotional responses and trust (Tuten & Solomon, 2017). Additionally, businesses that combined 

emotional language with visual elements such as images and videos on platforms like Instagram and 

TikTok saw significant improvements in engagement. This approach aligns with the research by Keller 

(2013), who emphasized the role of emotional connections in fostering long-term consumer 

relationships (Putra, A. T., & Kurniawan, M, 2021). 

This study explored the intersection of digital marketing adoption and linguistic challenges faced 

by MSMEs in Duren Kalibata, Jakarta, an area where few studies have specifically addressed the unique 

barriers of language adaptation in marketing strategies. While earlier research examined the impact of 

digital marketing on businesses in general (Rahayu & Prasetyo, 2020), it did not fully explore how 

MSMEs dealt with linguistic challenges in reaching diverse, multilingual audiences in Indonesia. 

Studies by Anggraini and Putra (2020) highlighted the role of cultural sensitivity in digital marketing 

but did not delve deeply into the specific influence of language use in social media communication on 

consumer engagement. This study contributed to bridging that gap by investigating how MSMEs not 

only implemented digital marketing strategies but also adapted their language to align with the cultural 

and linguistic preferences of their target audience. By focusing on language in digital marketing, this 

research provided fresh insights into how MSMEs could improve communication strategies and engage 

a wider audience in the digital age. 

The study also highlighted the importance of using communication techniques tailored to specific 

social media platforms. For example, on platforms like Instagram, TikTok, and Facebook, visual content 

combined with catchy language was essential for attracting and retaining consumer attention (Hutter et 

al., 2013). Conversely, LinkedIn and Facebook users tend to prefer more in-depth, information-based 

content. Therefore, MSMEs that could adapt their communication style to meet the preferences of each 

platform’s audience achieved better results in terms of consumer engagement and sales. As Chaffey and 

Ellis-Chadwick (2019) note, understanding the dynamics of each social media platform and aligning 

marketing messages accordingly is key to the success of digital marketing campaigns (Rahayu, S., & 

Prasetyo, A., 2020). 

Overall, the results of this research reinforce the critical role of digital marketing in driving the 

growth of MSMEs in the digital era. The use of social media and other digital platforms offers significant 

benefits in terms of market reach, consumer engagement, and sales growth (Wahyudi, T., & Setiawan, 
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E., 2018). However, to fully realize the potential of digital marketing, MSMEs must address the 

linguistic challenges they encounter and adapt their marketing messages to cater to a diverse audience. 

Effective use of language and communication strategies will not only improve the effectiveness of 

marketing campaigns but also help MSMEs connect better with their consumers, overcoming barriers 

in the increasingly complex digital landscape. 

 

CONCLUSION 

This study concludes that the implementation of digital marketing strategies through social media 

has a significant impact on increasing sales and consumer engagement for MSMEs in Duren Kalibata. 

However, linguistic challenges remain a major obstacle in creating effective communication between 

MSMEs and their diverse audiences. The use of appropriate and adaptive language is crucial for reaching 

a broader audience, considering the linguistic and cultural diversity present on social media. MSMEs 

that successfully use simpler, inclusive, and audience-relevant language can enhance engagement and 

build stronger relationships with consumers. Therefore, the right linguistic strategy is essential to ensure 

that messages are delivered effectively and are well-received. This research highlights the importance 

of adapting language and marketing communication techniques to the characteristics of the audience 

and the social media platforms used to maximize the potential of digital marketing and address the 

increasingly complex global business challenges. 
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