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ABSTRACT
This study explores the role of digital marketing
strategies in supporting Sustainable
Development Goals (SDGs) 8 (Decent Work and
Economic Growth) and 9 (Industry, Innovation,
and Infrastructure) within the industry 5.0
framework. Using a qualitative approach with
interviews

MSMEs,
academics,

semi-structured involving 10

informants  from practitioners,
data

interviews,

policymakers, and were

collected through digital

observations, and documentation. Thematic
analysis using NVivo revealed that digital
marketing fosters job creation,
(Al, CRM,

sustainable innovation, while challenges remain

technology

adoption landing pages), and
in digital literacy and technological access. The
study proposes an integrative framework to
guide inclusive and sustainable digital marketing
strategies that align with Industry 5.0 and the

SDGs.
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INTRODUCTION

The convergence of Industry 5.0 a paradigm emphasizing human
centricity, sustainability, and resilience with the global mandate of the
Sustainable Development Goals (SDGs) presents a profound challenge and
opportunity for modern enterprises. While digital transformation accelerates
technological capabilities, a critical gap persists in understanding how these
advancements can be strategically harnessed to foster inclusive economic growth
and sustainable industrial innovation. This research addresses this disconnect by
exploring the pivotal role of digital marketing, not merely as a commercial tool,
but as a strategic driver for achieving SDGs 8 (Decent Work and Economic
Growth) and SDGs 9 (Industry, Innovation, and Infrastructure). It investigates
how small and medium sized enterprises (MSMEs), in particular, can leverage
digital marketing strategies to navigate this new industrial era responsibly and
effectively.

Successful digital transformation in the contemporary era refers not only
to efficiency but also to structural changes focused on inclusive and sustainable
economic development, as mandated by the SDGs. Modern consumers,
especially younger generations, increasingly demand transparency and
accountability from brands, choosing products and services from companies that
demonstrate a commitment to sustainable practices (Deloitte, 2023). Therefore,
understanding how digital marketing strategies can synergistically support the
transition to a sustainable Industry 5.0 and contribute to the SDGs is a strategic
imperative for the future survival and success of businesses.

Despite a rapidly growing literature on digital transformation, Industry
5.0, and the SDGs, significant gaps remain in understanding their specific
interconnections, particularly the role of digital marketing strategies. Existing
research tends to address these aspects separately. For example, studies provide
comprehensive analyses of how digital technologies can support the
achievement of the SDGs across various sectors but do not specifically elaborate
on the role of digital marketing strategies in the context of Industry 5.0 (Varriale
et al.,, 2024). Similarly, bibliometric analyses of Industry 5.0 highlight the shift
towards sustainability and human-machine collaboration but do not explicitly
link these to digital marketing strategies or their practical implications for the
SDGs (Rejeb et al., 2025). Other studies identify a lack of roadmaps integrating
sustainability into the digital transformation process for SMEs but focus more on
digital transformation in general than on digital marketing strategies specifically
(Pinto Mick et al., 2024; Asbeetah et al., 2025).

The novelty of this research lies in its holistic integration of these
interconnected domains. Unlike previous studies, this research explicitly
analyzes how digital marketing strategies can be designed and implemented to
synergistically support the transition towards a human centered and sustainable
Industry 5.0, while directly supporting the SDGs agenda. This research aims to
develop an integrative framework that is accessible and actionable for resource-
constrained organizations like MSMEs, linking specific digital marketing tactics
to measurable SDGs 8 and SDGs 9 outcomes. This integrated approach is
expected to fill existing literature gaps and make significant contributions to
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theory and practice in the fields of digital marketing, industrial transformation,
and sustainability. Based on the identified research gaps, the main objective of
this research is to analyze and formulate effective digital marketing strategies in
the context of digital transformation towards Industry 5.0, with an explicit focus
on their contribution to the Sustainable Development Goals (SDGs).

LITERATURE REVIEW

The literature review in this study aims to examine the latest
developments regarding digital marketing strategies in the context of digital
transformation towards Industry 5.0, with a particular focus on its contribution
to the achievement of SDGs 8 and SDGs 9. This section also aims to identify
knowledge gaps that will be addressed in this study.

Digital Marketing Strategy and Economic Growth (SDGs 8): Digital
marketing strategies are increasingly becoming a key driver of economic growth.
Research by Virani (2024) highlights that leveraging digital platforms such as
social media and online advertising can increase brand visibility, customer
engagement, and create new job opportunities in the digital sector, particularly
for the younger generation. These findings reinforce the crucial role of digital
marketing in supporting the achievement of SDGs 8. However, the study also
revealed that digital strategies tend to be more effective among younger age
groups, highlighting the challenge of equitable benefit sharing. While studies
show that MSMEs use digital platforms for sustainability communication (Siti
Rahayuningsih et al., 2024), they often do not explore the significant barriers,
such as a lack of digital literacy or budget, that prevent widespread and effective
adoption.

Sustainable Industrial Digitalization and Innovation (SDGs 9): Sustainable
industrialization, a cornerstone of SDGs 9, is increasingly driven by
digitalization. Research demonstrates how UK SMEs implement IoT and Al to
enhance production efficiency (Khan, 2024), while studies on Turkish banks
show how green financing supports sustainable infrastructure projects (Kazan et
al., 2025). However, these studies often overlook the indispensable role of digital
marketing in translating technological capacity into market reality. Marketing
serves as the critical conduit through which these innovations are communicated
to stakeholders, new markets for sustainable technologies are cultivated, and
vital customer feedback is channeled back to inform further innovation. Without
effective digital marketing strategies to promote these initiatives and build
consumer trust, the potential of such technological advancements to contribute
to SDGs 9 remains limited.

Although the adoption of digital marketing strategies is increasingly
widespread and has been widely studied in the context of digital transformation,
particularly in supporting economic growth and industrial innovation, the
academic literature still reveals several significant gaps that have not been
systematically addressed. These gaps serve as a key starting point for this
research, given the urgency of integrating digital business strategies with the
sustainable development agenda within the industry 5.0 framework, which
places people and sustainability at the center of innovation.
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There is a lack of explicit integration between digital marketing strategies
and the simultaneous achievement of SDGs 8 and SDGs 9. Most existing research
tends to focus on a single aspect, hindering the development of evidence-based
policies and practices. Furthermore, studies presenting strategic frameworks that
can be practically adopted by businesses and policy makers are still limited.
Many MSMEs and policymakers desperately need applicable strategic guidance
for implementing digital marketing as a tool to address employment challenges,
increase productivity, and strengthen digital infrastructure networks (Ren and
Jirawuttinunt, 2025).

METHODOLOGY

This research method uses a descriptive qualitative approach with a case
study design to explore how digital marketing strategies play a role in
strengthening digital transformation towards Industry 5.0 and encouraging the
achievement of SDGs 8 and SDGs 9. The main focus is to understand the
experiences, strategies, and challenges faced by industry players in integrating
marketing digitalization with the sustainable development agenda.

Design and Justification of Method

A qualitative approach was chosen because it allows for the flexibility to
capture subjective meanings, strategic narratives, and the dynamics of change
occurring at the organizational or business level. This method is also suitable for
analyzing informal policies, community based initiatives, and digital
communication strategies that cannot be measured solely numerically. For
example, a study by (Dedi et al.,, 2024) shows that digital marketing has a
significant influence on MSMEs performance, which directly supports local
economic productivity. This aligns with the research objective of understanding
how digital strategies drive growth.

There’s also SDGs 8.3 that is one of the 12 categories in SDGs 8 (Decent
Work and Economic Growth) for global uses which represent that Promote
policies to support job creation and growing enterprises as we can see in Figure
1.

Figure 1. Sustainable Development Goal 8 targets
(Source : https;//sdgs.un.org/goals/goal8)
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Research Location and Subjects

This research was conducted in major cities in Indonesia with high levels
of digital transformation adoption, particularly in the Micro, Small, and Medium
Enterprises (MSMESs) sector and technology based creative industries. The
research subjects comprised three main groups: MSMEs operating in the fashion,
culinary, and ecotourism sectors; mid-sized companies in the digital creative
sector; and practitioners and policymakers, including marketing consultants,
MSMEs facilitators, and academics. Ten key informants were purposively
selected based on their active role and experience in implementing or analyzing
digital marketing strategies. These informants included business owners,
marketing managers, field facilitators, and academics from various educational
institutions.

This purposive location selection also considered the representation of
strategic sectors directly related to the Sustainable Development Goals (SDGs),
particularly SDGs 8, which focuses on decent work and economic growth, and
SDGs 9, which emphasizes industrial development, innovation, and
infrastructure. Thus, the megacity context provides a relevant empirical
framework for exploring the integration of digital marketing strategies and the
sustainability agenda within the Industry 5.0 framework.

The research subjects comprised three main groups. The first group
comprised MSMEs operating in the fashion, culinary, and ecotourism sectors.
These sectors are known to be among the quickest to adapt to digital technology,
particularly in terms of online product marketing and sales. Fashion MSMEs
have widely adopted visual marketing on platforms like Instagram and TikTok,
developed online stores on e-commerce platforms, and built community based
brands. Meanwhile, culinary MSMEs have strengthened their marketing with
digital delivery services, customer loyalty campaigns through apps, and
collaborations with food influencers. In the ecotourism sector, businesses utilize
websites, online bookings, and story-based experiences to promote local
destinations and activities, often with a sustainability narrative aligned with the
SDGs.

The second group comprises mid sized companies in the digital creative
sector. These companies include marketing agencies, software developers, digital
content studios, and digital transformation consultants. This group plays a
strategic role as technical and creative advisors to MSMEs and other institutions
in developing digital strategies. Their practices include the use of Customer
Relationship Management (CRM), marketing automation, and Artificial
Intelligence (Al) to help clients design personalized, efficient, and measurable
campaigns. The experience and innovations developed by this group are crucial
in understanding how digital marketing strategies can be directly linked to
strengthening industrial innovation and efficiency, as outlined in SDGs 9.

The third group comprised practitioners and policymakers, including
marketing consultants, MSMEs facilitators, relevant agency officials, and
academics involved in digital transformation mentoring and research programs.
Their involvement enabled exploration of the policy context and institutional
support that influence digitalization success, including digital literacy training,
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the provision of local digital platforms, and access to technology based financing.
Ten key informants were purposively selected based on their active role and
experience in implementing or analyzing digital marketing strategies in the
context of MSMEs and the creative industry. These informants included business
owners, marketing managers, field facilitators, and academics from various
educational institutions. Data collection involved in depth semi structured
interviews, direct observation of digital activities, and analysis of promotional
documents and online publications.

Data collection technique

In this qualitative research, data collection was conducted through three
complementary primary methods: in depth interviews, field and digital
observations, and the collection of relevant documents. In depth interviews were
conducted with 10 key informants who are actively involved in the design and
implementation of digital marketing strategies in their respective sectors, as
shown in Table 1. The informants were selected purposively, taking into account
criteria such as a minimum of two years of experience in digital transformation
processes and direct involvement in digital marketing practices. A relevant
example is also seen in a study by (Febdilan, Hali, and Lantang 2024), which
examined digital marketing strategies in the homestay sector in Kuta, Lombok.
The study confirmed that digital marketing not only increases homestay
occupancy but also empowers homestay managers economically, aligning with
SDGs 8.

Table 1. Profile of Informants

Informant  Position or Role Sector Digital SDGs
Code Experience Linkages
KI-01 Marketing Manager Manufacturing 6 years SDGs 9
(furniture)
KI-02 MSME Owner Muslim Fashion 4 years SDGs 8
KI-03 Digital Consultant SME 8 year SDGs 8
Transformation and SDGs
9
KI-04 Head of IT Division  Digital agribusiness 5 year SDGs 9
KI-05 Founder Start-up EduTech 7 year SDGs 8
KI-06 CSR Manager State owned 9 year SDGs 8
companies
KI-07 Ecotourism Manager Mangrove 6 year SDGs 8
Ecotourism and SDGs
9
KI-08 Digital Strategist Local Marketplace 5 year SDGs 9
KI-09 Local Coffee Owner F&B MSMEs 4 year SDGs 8
KI-10 Lecturers and Digital Marketing 11 year SDGs 8
Researchers and SDGs
9
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Field and digital observations in this study were conducted directly and
indirectly on digital marketing activities carried out by the companies and
institutions where the informants work. Observations were aimed at
understanding more contextually how digital marketing strategies are
implemented in practice, as well as how their integration supports sustainable
development goals, particularly SDGs 8 and SDGs 9. The primary focus of
observations included the types and diversity of digital platforms used, such as
Instagram, Facebook, TikTok, YouTube, Shopee, Tokopedia, and the companies
official websites.

Furthermore, researchers also examined the types of content produced
and published, ranging from product promotions and customer testimonials to
local value based storytelling, to education on sustainability and the SDGs.
Consumer interaction was a key aspect of attention, including the number of
likes, comments, engagement rate, and the speed and quality of digital service
responses. This helped measure the effectiveness of digital marketing in real
time.

Observations were not limited to digital spaces; they also included offline
activities such as participation in bazaars, holding digital marketing training, and
collaborating with local communities, all documented and shared through digital
channels. This observational approach provides a comprehensive overview of
the integration of digital practices into adaptive marketing strategies, while also
potentially supporting inclusive and sustainable transformation.

Table 2. Observation results

Subject Digital Channel Observed Activities SDGs
Linkages
Coffee MSMEs Instagram  Educational content and SDGs 8
live brewing
Local Shopee, Website Flash sale and automated SDGs 9
Marketplace chatbot features
EduTech Start- TikTok, YouTube Interactive adsand  SDGs 8
up student testimonials
Mangrove Facebook, Website Ecotourism promotion ~ SDGs 8 and
Ecotourism and local guide training SDGs 9

In this research, documentation plays a crucial role as a secondary data
source used to strengthen the triangulation and validation process. The collected
documents provide a broader context regarding the digital marketing strategies
implemented, including annual reports, presentation materials, digital
brochures, and sustainability reports. Through triangulative analysis of these
documents, researchers can assess the consistency between informants narrative
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statements and documentary evidence, as well as evaluate the extent to which

digital marketing practices are truly connected to the principles and indicators of

SDGs 8 and SDGs 9 in the context of Industry 5.0, as can be seen in Table 3.
Table 3. Relevant documents

Document Information Relevance
"Laporan Transformasi Compiled internally, explaining AI ~ SDGs 9
Digital 2023 - Startup based marketing strategies and
EduTech" personalization
"Sustainability Brief: Digital empowerment campaign for =~ SDGs 8
Perempuan dalam E- female workers in the marketplace
commerce"

"Poster Kampanye Digital Digitalization of environmentally SDGs 8
UMKM Hijau" friendly products and
SDGs 9

Data Analysis Techniques

The data analysis approach used was thematic analysis, which is
considered most appropriate for extracting meaning from qualitative data. The
analysis process was conducted systematically to identify, organize, and
interpret thematic patterns emerging from the data, thus providing a deeper
understanding of the contribution of digital marketing strategies to achieving
SDGs 8 and SDGs 9. The process involved reading transcripts, open coding of
key narratives, identifying key themes (digital transformation, innovation in
marketing strategies, informal digital job creation, and strengthening simple
digital infrastructure), and establishing a pattern of relationships between
themes and explicitly linking them to SDGs 8 and SDGs 9.

The first step in the analysis process was to carefully read the entire
interview transcript. This step aimed to understand the context of the
conversation and capture key narratives conveyed by the informants. During the
reading process, the researcher noted key passages describing digital marketing
practices, barriers encountered, and perceptions of digital transformation.

The next step was to openly code the key narratives. This process involved
labeling pieces of data that had specific meaning, such as Al technology
adoption, digital staffing enhancement, content experiments, or CRM
integration. These codes were then grouped and analyzed to identify
interconnections between the narratives.

From the coding process, researchers identified several key themes: digital
transformation, innovation in marketing strategies, informal digital job creation,
and strengthening simple digital infrastructure. These themes reflect the real
world dynamics experienced by businesses in the digitalization process and also
provide insight into the factors that drive or hinder digital marketing integration
within the context of sustainable development.

The final step is to establish a pattern of relationships between themes and
explicitly link them to SDGs 8 and SDGs 9. For example, the theme : digital job
creation directly contributes to SDGs target 8.3 (promoting MSMEs and
productive employment), while the themes : simple digital infrastructure and Al
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based marketing innovation are relevant to SDGs 9.1 and SDGs 9.5, which
emphasize infrastructure development and increasing industrial technological
capacity. Thus, thematic analysis not only helps to systematically organize
findings but also emphasizes meaningful thematic links to research objectives
and the SDGs agenda.

As we can see in Figure 2, SDGs 9.1 about Develop sustainable, resilient
and inclusive infrastructures it shows to develop quality, reliable, sustainable
and resilient infrastructure, including regional and trans-border infrastructure,
to support economic development and human well being, with a focus on
affordable and equitable access for all and as we can see in Figure 2, SDGs 9.5 is
about enhance research and upgrade industrial technologies where to enhance
scientific research, upgrade the technological capabilities of industrial sectors in
all countries, in particular developing countries, including, by 2030, encouraging
innovation and substantially increasing the number of research and development
workers per 1 million people and public and private research and development
spending.

TARGET 9]  [TARGET 9-2]  [TARGET 9-3]  [TARGET 9-4|  [TARGET 9-5

DEVELOP SUSTAINABLE, UPGRADE ALL ENHANCE RESEARCH

RESILIENT AND PROMOTE INCLUSIVE INCREASE ACCESSTO INDUSTRIES AND AND UPGRADE

INCLUSIVE AND SUSTAINABLE FINANCIAL SERVICES INFRASTRUCTURES INDUSTRIAL

INFRASTRUCTURES INDUSTRIALIZATION AND MARKETS FOR SUSTAINABILITY TECHNOLOGIES
TARGET 9:A [TARGET 9]  [TARGET 9:C|

Lf@@
&

N

FACILITAT!

sﬁcs.'fmﬁfmg SUPPORT DOMESTIC

INFRASTRUCTURE TECHNOLOGY UNIVERSAL ACCESSTO
DEVELOPMENT FOR DEVELOPMENT AND INFORMATION AND
DEVELOPING INDUSTRIAL COMMUNICATIONS
COUNTRIES DIVERSIFICATION TECHNOLOGY

Figure 2. Sustainable Development Goal 9 targets
(Source: https:/ /iesl.lk/SLEN/52/SDG9.php)

As a visual illustration, here is Figure 3 which summarizes the
contribution of digital marketing to SDGs 8 and SDGs 9 based on literature and
field data.

1689



Tusiadi, Elsie, Fernando

Digital Marketing Strategy

v

Industry Sector Digital Transformation

y

Contribution to SDGs 8 Contribution to SDGs 9
1. Enhancement of 1. Adoption of
MSMEs Al technology
2. Employment 2. Digital
inclusion Infrastructure
3. Innovative work 3. Innovative
models ecosystem

Figure 3. Relationship between Digital Marketing Strategy, Industry 5.0,
SDGs 8 and SDGs 9

Data Validity and Validity

To ensure the validity and legitimacy of the data, the researchers
implemented several verification strategies. The first step involved a source
triangulation approach, comparing data from interviews, digital observations,
and documents. The second step involved member checking, in which
preliminary findings were reconfirmed with key informants. The third step
involved compiling an audit trail, a systematic documentation of the entire
research process, including field notes, NVivo’s coding logs, and recordings of
the data interpretation process.

RESEARCH RESULT
Thematic Findings Based on NVivo's

Data processing using NVivo’s software resulted in main themes and
subthemes represented in a node structure, as shown in Table 4. This reflects
consistent patterns in informants’ narratives regarding digital transformation,
employment, innovation, and SDGs challenges.

Table 4. Thematic Node Structure of Coding Results in NVivo’s

Main Theme Relevant Subthemes
SDGs 8: Decent Work New Jobs, Digital Workers, HR
Training
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SDGs 9: Innovation and Product Innovation, Digital
Infrastructure Infrastructure, New
Technologies
Digital Transformation Platform Adoption, Content
Strategy, Automation and Al
Implementation Challenges Low Literacy, Platform
Dependence, Limited Funds
Positive Social Impact Improving Market Access,
Digital Exports,
Entrepreneurship
lnev:mk
Penmgtiases Pasar
PeIaS,QM_ - I 7|:apta‘x'1_gon@,:qa Baru
oxcm:ﬁf\ﬁ e ¥ 7 ;;'}é;[?@ Digital
e ' “9
@ S - ““ D;:ﬁaxus
Eksltal l‘ TR '.‘V\
“\\ sna{@mten
°p‘°"" Kerergant Platform
Figure 4. Thematic Map: Relationship between Digital Marketing Strategies,
SDGs 8, and SDGs 9.

Word Cloud: Respondents Focus Keywords

The thematic analysis revealed a strong focus on practical
implementation, where the most frequent terms, as visualized in the Word Cloud
(Figure 5), were : jobs, Shopee, and training, highlighting the platforms central
role in job creation and the corresponding need for upskilling. This indicates that
digital platforms like Shopee significantly contribute to the creation of new jobs
and the expansion of digital economic activity, particularly in the MSMEs sector.
The frequent appearance of "training" reflects the importance of enhancing the
capacity of local human resources in supporting digital marketing strategies.
These findings reinforce the relevance of digital strategies to the SDGs 8 agenda
in the context of decent work and economic productivity.
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TikTok
kontendlglta 1
pen ualan
Inst dg ramS h 0 p pc;rctlﬁt;?an
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infrastruktur

website
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Figure 5. Word Cloud Result of NVivo’s Analysis

Visual Matrix: Relationships Between Themes

To understand the relationship between digital platforms (Digital
Transformation) and their impact on SDGs 8 and SDGs 9, a Matrix Coding Query
was conducted between the Platform Adoption and New Job Opportunities
nodes and Product Innovation, as seen in Figure 6. Meanwhile, Figure 7 shows
the Matrix Coding between the Digital Marketing Node and SDGs 8 and SDGs 9
(NVivo’s Results)

Matrix Coding: Adopsi Platform vs. SDG 8 & 9

10
£
© 9
o 3
2
= 8
s 7
o
o9
£ 8 2 6
S
a_rtf £ S
X
S
= 5
‘4:‘ R 3
Lapangan Kerja Baru Inovasi Produk e
Topik SDG

Figure 6. Matrix Coding: Platform Adoption vs SDGs 8 and SDGs 9

Interpretation of the thematic coding results indicates that Shopee is the
digital platform most dominantly associated by informants with job creation,
reflected in 10 references that explicitly mention Shopee's role in expanding
market access and opening new job opportunities, particularly for online store
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admins, resellers, and local logistics freelancers. The existence of online store
features integrated with payment and delivery systems is considered to greatly
facilitate MSMEs in managing sales, thus enabling business expansion and
recruiting additional workers.

In contrast, Instagram is listed in eight references and TikTok in six, both also
linking them to the expansion of the digital economy, albeit with differing
functional tendencies. Interestingly, TikTok is more frequently associated with
content and product innovation (five references), particularly in the form of
visual storytelling, viral challenges, and creative uses of music. This suggests that
TikTok excels as a creative marketing channel, where businesses not only
promote products but also build stronger and more emotional brand narratives.
Thus, it can be concluded that the role of digital platforms in supporting SDGs 8
and SDGs 9 is not uniform, but rather has specialization: Shopee is stronger in
job creation and transactions, while TikTok stands out in the aspects of content
innovation and creative marketing that can support product development and

brand value.
9

Admin Online

Content Creator

Reseller 3
6
>
\*}
o , g
% Freelance Marketing 1 53
g
v » o))
3 Website - 3 §4c
= g
o]
CRM Tools - 1 3
82
Al for Promotion - 1
=1
Landing Page - 1
SDG 8.3 SDG 9.1 SDG 9.5 General Impact 4
Subtarget SDG

Figure 7. Matrix Coding between Digital Marketing Nodes, SDGs 8 and
SDGs9 (NVivo’s Results)

Relevance to SDGs and Theory

The implementation of digital marketing by MSMEs has shown a real
contribution to SDGs 8 and SDGs 9. This is evident in the pattern of digital
technology adoption which not only impacts business performance but also
creates new forms of employment and fosters innovation.

SDGs 8 (Decent Work and Economic Growth): The implementation of
digital marketing has created new forms of employment, especially in the
informal and semi-formal sectors, such as social media admins and content
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creators. One informant, an MSMEs owner in the fashion sector, stated: "Since we
migrated to digital platforms, we can recruit freelance content creators and online
admins, thus creating more work for local youth" (KI-02). This is a concrete
example of the contribution of digital MSMEs to the creation of productive
employment, as targeted in SDGs 8.5 and SDGs 8.3. Previous research supports
these findings, demonstrating that the adoption of digital platforms creates new
employment opportunities in the digital sector (Virani, 2024) and that digital
marketing trends among MSMEs are directly linked to economic growth
(Ekaputra et al., 2024).

SDGs 9 (Innovation, Industry, and Infrastructure): Many MSMEs are
starting to utilize simple digital infrastructure, such as websites, landing pages,
and lightweight CRM systems, with some even experimenting with Al tools. This
transformation reflects the key elements of SDGs 9: building reliable
infrastructure and supporting technological innovation. The principles of using
technologies like Cognitive Digital Twins for real time optimization in
manufacturing (Sharma & Gupta, 2024) can be applied in the context of MSMEs
progressively adopting digital marketing. Other research confirms that
digitalization integration in MSMEs not only impacts operational efficiency but
also promotes sustainability, in line with SDGs 9 (Melo et al., 2023).

Theoretical and Practical Implications

The findings contribute to the TOE (Technology Organization
Environment) framework by emphasizing that successful implementation of
digital marketing is determined not only by technology availability but also by
organizational readiness (visionary leadership, employee digital literacy) and
external environmental support (government policy, mentoring networks).
Practically, this research emphasizes the importance of digital inclusion. Business
actors, such as women entrepreneurs and MSMEs in rural areas, are often
marginalized. Therefore, public policies need to be directed at bridging this gap
in technology access so that digital transformation can be enjoyed equitably and
sustainably.

Closing the Literacy and Infrastructure Gap

Although the adoption of digital marketing strategies continues to
progress, the analysis reveals a critical vulnerability: a high degree of dependence
on a few dominant external platforms, most notably Shopee. This reliance, while
effective for market entry, poses a significant long term risk to the digital
resilience of MSMESs. The concentration of market power in a single entity creates
a single point of failure. This is reflected in the statement of one informant, a
digital consultant, who noted: "If there are changes to the algorithm or
marketplace rules, we are in a panic because we don't have our own system" (KI-
03). This dependence inhibits the development of internal digital assets, such as
proprietary Customer Relationship Management (CRM) systems or independent
e-commerce websites, thereby limiting innovation and weakening long-term
digital sovereignty. A truly sustainable digital transformation, aligned with the
human centric and resilient principles of Industry 5.0, must therefore include
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strategies that foster digital independence and empower local businesses to build
their own technological capacity.

CONCLUSIONS AND RECOMMENDATIONS

This study explores how digital marketing strategies play a role in the
digital transformation process towards Industry 5.0 by emphasizing its
contribution to the achievement of Sustainable Development Goals (SDGs) 8 and
9. Using a qualitative approach and thematic analysis through NVivo’s software,
the results of the study reveal that digital marketing practices have developed
not only as a commercial tool, but also as a medium for economic empowerment
and structural innovation in the context of sustainable development.

The digital transformation implemented through the use of social media,
e-commerce, and other digital channels has demonstrated a tangible impact on
business growth and the creation of new jobs, particularly in the informal digital
sector, such as social media administrators, content creators, and affiliate
marketers. Many MSMEs, particularly those in the creative, culinary, and
agribusiness sectors, have experienced significant increases in revenue after
implementing marketing strategies based on digital platforms such as Shopee,
TikTok, and Instagram. This fact demonstrates that digital strategies not only
contribute to market expansion but also create new economic opportunities that
align with SDGs 8 agenda on decent work and economic growth.

Furthermore, this study also shows that innovation in digital marketing
helps strengthen companies internal digital infrastructure. The adoption of
Customer Management Systems, website development, utilization of analytics
dashboards, and automation of marketing campaigns reflect a clear push
towards technological advancement and operational efficiency, supporting SDGs
9 on inclusive and sustainable industrial development. This demonstrates that
digital marketing not only creates new relationships with consumers but also
drives innovation in internal business processes.

Despite this, the study found that significant gaps remain, particularly in
terms of digital literacy, limited technological capital, and reliance on external
digital platforms. Some businesses face challenges in understanding algorithmic
changes, building their own digital assets, and managing customer data
independently. This gap highlights the importance of capacity building and
digital independence to ensure a truly sustainable and adaptive transformation.

From an empirical perspective, this study provides a concrete picture of
how digital marketing strategies have become a transformative force that
transcends promotional functions, becoming a community economic
development strategy, expanding human resource capacity, and a tool for
business innovation. Meanwhile, from a theoretical perspective, this study fills a
gap in the literature that directly links digital marketing practices to the
achievement of the SDGs within a more human centric Industry 5.0 framework.
This study also emphasizes the importance of software based qualitative analysis
approaches such as NVivo’'s for identifying narrative patterns related to
sustainability, the digital economy, and industrial innovation.
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Economically, digital marketing strategies have proven effective in

expanding market access, creating flexible jobs, and driving the growth of micro
enterprises with low costs and high reach. The finding that many businesses
conduct internal digital training for their staff indicates that digital marketing can
serve as a capacity building tool, not just a transactional tool.
The most striking aspect of these findings is that the success of a digital marketing
strategy depends not only on technological sophistication, but also on the extent
to which it integrates sustainability and social engagement into the brand
narrative. Digital campaigns that highlight local issues, support eco friendly
products, or engage with communities have proven to be more effective and
resonate strongly with consumers. This is where digital marketing strategies
begin to show their new face as development tools, rather than simply
commercial ones.

In conclusion, this research opens the door for further, deeper exploration
of the dynamics of digital marketing in supporting the SDGs, particularly with a
cross disciplinary and longitudinal approach. Future researchers can explore
how digital strategies can be developed not only technically, but also ethically
and inclusively to truly become part of sustainable development solutions in the
Industry 5.0 era.

This research provides important practical and theoretical implications in
the context of developing digital marketing strategies aligned with sustainable
development goals, particularly SDGs 8 and SDGs 9. Practically, the results of
this study can serve as a reference for Micro, Small, and Medium Enterprises
(MSMEs), the government, and digital platform providers in designing
marketing strategies that are not only commercially effective but also have social
and economic impacts. Digital marketing has proven to be able to play a role as
a medium for inclusive economic development and a driver for the gradual
adoption of technological innovation. The theoretical implications lie in
strengthening the argument that modern marketing strategies cannot be
separated from the values of sustainability, digital inclusivity, and an orientation
towards long term impacts in the Industry 5.0 ecosystem.

However, like any research, this study has several limitations that require
critical consideration. First, the qualitative approach employed provides in depth
insights into the experiences and perspectives of informants, but it is contextual
and cannot be broadly generalized. This limitation is particularly evident in the
limited number of informants and the purposive selection of the sample, which
was based on relevance to the topic, rather than statistical representation.
Therefore, the findings reflect the narratives of a specific group active in digital
transformation, but may not necessarily represent the full spectrum of business
actors in other sectors or regions.

While using NVivo's software as an analysis tool provides a systematic
thematic structure, it remains highly dependent on the researchers accuracy and
consistency in coding and interpreting the data. The potential for interpretive
bias remains, particularly in the subjective process of determining themes or
inferring relationships between nodes. Furthermore, limited user experience
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with NVivo's advanced features can also impact the depth of visualization
analysis or thematic queries that can be further explored.

Another limitation arises from the rapidly changing dynamics of digital
technology and media. Digital platforms, algorithms, and user preferences
undergo regular updates, meaning that digital marketing strategies that were
relevant at the time of the study may become less effective in the near future. This
poses a challenge in maintaining the sustainability and validity of this studys
tindings in the context of time and the dynamic digital environment.

ADVANCED RESEARCH

Based on these limitations, it is recommended that future research expand
the scope of analysis by involving industry players from various sectors and
geographic regions, and combine qualitative and quantitative methods to obtain
a more comprehensive picture. A longitudinal design is also recommended to
evaluate strategic changes and their impact in the medium and long term.
Collaboration with information technology experts, digital marketing system
designers, and policy planners can enrich perspectives and enhance the validity
of cross disciplinary findings.

Ultimately, the success of a sustainable digital marketing strategy is
determined not only by the choice of platform or technology, but also by the
quality of the actors social reflection on development goals. Therefore, synergy
between business actors, academics, and policymakers is needed to create an
inclusive, adaptive, and impactful digital environment.
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