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Abstract: This research aims to explore sustainable digital marketing strategies for Micro, Small, and Medium
Enterprises (MSMESs) with a focus on redefining brand identity. The research employs a qualitative approach,
utilizing in-depth interviews and thematic analysis. A purposive sampling technique is employed to select
participants from diverse MSME backgrounds. Through rigorous thematic analysis, the study reveals insights
into effective digital marketing strategies that align with sustainability goals while reshaping brand identities for
MSMEs. The findings highlight the importance of authenticity, transparency, and social responsibility in crafting
sustainable brand identities in the digital era. This research contributes to the understanding of practical
strategies for MSMEs to thrive in the competitive digital marketplace while embracing sustainability principles.
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INTRODUCTION

In the contemporary business landscape, the digital realm has become integral for
enterprises of all sizes to thrive and remain competitive. However, for Micro, Small, and
Medium Enterprises (MSMEs), establishing a strong digital presence can be particularly
challenging due to limited resources and expertise. In this context, the concept of brand identity
and sustainable digital marketing strategies holds paramount importance. This introduction
delves into the significance of redefining brand identity through sustainable digital marketing
strategies for MSMEs, outlining the research objectives, methodologies, and its relevance in
the current business environment. Brand identity encompasses the unique set of characteristics,
values, and attributes that distinguish a brand in the minds of consumers. It plays a pivotal role
in shaping consumer perceptions, fostering brand loyalty, and influencing purchase decisions
(Kapferer, 2012). For MSMEs, establishing a compelling brand identity is imperative to
differentiate themselves in saturated markets, build trust among consumers, and foster long-
term relationships (Kotler et al., 2019). Moreover, in the digital age, where online interactions
shape consumer behaviors and preferences, crafting a strong digital presence is indispensable
for MSMEs to remain competitive (Chaffey & Ellis-Chadwick, 2019). However, the
conventional approach to digital marketing often focuses solely on short-term gains, neglecting
the long-term sustainability and ethical considerations. As consumers increasingly prioritize
sustainability and social responsibility, MSMEs need to align their digital marketing strategies

with these values to resonate with their target audience (Krause et al., 2020). Thus, the
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integration of sustainability principles into digital marketing practices becomes imperative for
MSMEs to thrive in the evolving business landscape (Fisk et al., 2010).

The primary objective of this qualitative research is to explore sustainable digital
marketing strategies for MSMEs with a specific focus on redefining brand identity. By delving
into the intricacies of digital marketing practices and their alignment with sustainability goals,
the research aims to provide actionable insights for MSMEs to enhance their brand identities
in the digital sphere. Specifically, the research seeks to:

- Investigate the current digital marketing practices adopted by MSMEs.

- Explore the concept of sustainable digital marketing and its relevance to MSMEs.

- Examine the role of brand identity in shaping consumer perceptions and loyalty.

- ldentify effective strategies for integrating sustainability principles into digital marketing
efforts.

- Provide practical recommendations for MSMEs to redefine their brand identities through
sustainable digital marketing strategies.

This research adopts a qualitative approach to delve into the nuances of sustainable
digital marketing strategies for MSMEs. The findings of this research hold significant
implications for both academia and practice. By addressing the research objectives through
qualitative methodologies, the study aims to uncover valuable insights that can empower

MSMEs to thrive in the digital age while embracing sustainability principles.

LITERATURE REVIEW

Sustainable digital marketing strategies and brand identity redefinition have emerged
as critical considerations for Micro, Small, and Medium Enterprises (MSMES) striving for
competitiveness and relevance in the digital age. The literature provides insights into various
facets of sustainable marketing, digital branding, and their implications for MSMEs.
Sustainable marketing practices encompass strategies aimed at minimizing negative
environmental and social impacts while maximizing long-term value creation (Krause et al.,
2020). Micro, Small and Medium Enterprises (MSMES) that integrate sustainable business
practices into business strategy may gain benefit from lower costs, reduced risks and new
opportunities (Ruslaini, 2021). Previous research has highlighted the importance of
sustainability in shaping consumer perceptions, loyalty, and purchase intentions (Kotler et al.,
2019). For MSMEs, adopting sustainable marketing practices not only aligns with ethical
principles but also presents opportunities for differentiation and competitive advantage (Fisk
et al., 2010).

44 LOKAWATI - VOLUME. 1, NO. 2 MARET 2023



E-ISSN2988-5418; DAN P-ISSN:2988-6031, HAL. 43-50

Digital branding plays a pivotal role in shaping brand identity and consumer
engagement in the digital realm (Chaffey & Ellis-Chadwick, 2019). By adopting a holistic
approach that integrates sustainability into product development, marketing communication,
and digital engagement, MSMEs can enhance their brand equity, build long-term customer
relationships, and achieve sustainable growth in the competitive marketplace (Yulianti, et al.,
2022). Building a strong digital brand involves creating cohesive and authentic brand
experiences across various online touchpoints (Kapferer, 2012). Innovative strategies, such as
social media marketing, content creation, and influencer collaborations, as pivotal in
amplifying product branding for MSMEs (Kasih et al., 2022). Studies have shown that effective
digital branding strategies can enhance brand awareness, credibility, and loyalty among
consumers (Kotler et al., 2019).

However, despite the growing importance of sustainability and digital branding, there
is limited research focusing specifically on sustainable digital marketing strategies for MSMEs.
By aligning digital marketing efforts with sustainability goals, MSMEs can not only strengthen
their brand image but also appeal to environmentally and socially conscious consumers.
(Benardi et al., 2022). Existing studies often overlook the unique challenges and opportunities
faced by MSMEs in adopting and implementing sustainable marketing practices in the digital
context (Krause et al., 2020). To address this gap, this qualitative research aims to explore
sustainable digital marketing strategies tailored to the needs and constraints of MSMEs, with a
specific focus on redefining brand identity. By delving into the experiences and perspectives
of MSMEs, the study seeks to uncover practical insights and recommendations for integrating
sustainability principles into digital branding efforts effectively.

Previous research has highlighted the importance of brand identity in shaping consumer
perceptions and preferences (Kapferer, 2012). A strong brand identity not only differentiates a
brand from its competitors but also fosters emotional connections and loyalty among
consumers (Kotler et al., 2019). For MSMEs, redefining brand identity in the digital age
involves leveraging digital channels to communicate core values, engage with stakeholders,
and build meaningful relationships (Chaffey & Ellis-Chadwick, 2019). Several studies have
examined the role of digital marketing in enhancing brand identity and consumer engagement
(Chaffey & Ellis-Chadwick, 2019). By leveraging personalized content, social media
engagement, and eco-friendly branding, MSMES can enhance their product branding while also
contributing to broader sustainability goals (Yulianti et al., 2022). However, there is limited
research specifically exploring how MSMEs can leverage digital marketing strategies to

redefine their brand identities in a sustainable manner. This research aims to fill this gap by
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uncovering the mechanisms through which MSMEs can integrate sustainability principles into
their digital branding strategies effectively. The literature underscores the importance of
sustainable digital marketing and brand identity redefinition for MSMEs in the contemporary
business landscape. By synthesizing insights from previous studies and addressing the research
gap, this qualitative research seeks to contribute valuable knowledge and practical
recommendations for MSMESs aiming to thrive in the digital age while embracing sustainability

principles.

METHODOLOGY

This research employs in-depth interviews and thematic analysis to explore sustainable
digital marketing strategies for Micro, Small, and Medium Enterprises (MSMEs) with a focus
on redefining brand identity. The population of interest comprises MSMES operating across
various industries. The sample includes business owners, marketing managers, and industry
experts who possess insights and experiences related to digital marketing and brand identity
management within MSMEs. A purposive sampling technique will be utilized to select
participants based on their expertise and relevance to the research objectives (Palinkas et al.,
2015). This approach ensures that the sample comprises individuals with diverse backgrounds
and perspectives, enhancing the richness and validity of the findings. The sample size will be
determined based on the principle of data saturation, wherein data collection continues until no
new themes or insights emerge from the interviews (Guest et al., 2006). Typically, a sample
size of 10-15 participants is considered adequate for achieving data saturation in qualitative
research (Guest et al., 2006).

Thematic analysis will be employed as the primary method of data analysis. Thematic
analysis involves systematically coding and identifying patterns, themes, and insights within
the qualitative data (Braun & Clarke, 2006). Through a rigorous process of data immersion,
coding, and interpretation, themes related to sustainable digital marketing strategies and brand
identity redefinition will be identified and analyzed. By employing these qualitative
methodologies, this research aims to uncover valuable insights into sustainable digital
marketing strategies for MSMEs, thereby contributing to the existing body of knowledge on

digital marketing and brand management in the context of small and medium enterprises.

RESULTS
The qualitative research on redefining brand identity through sustainable digital

marketing strategies for Micro, Small, and Medium Enterprises (MSMES) yielded insightful
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findings through in-depth interviews with selected participants. The interviews provided rich
data regarding the current digital marketing practices, perceptions of sustainability, and
strategies for brand identity redefinition among MSMEs. Key themes emerged from the
analysis of interview data, shedding light on the strategies and challenges faced by MSMEs in
adopting sustainable digital marketing practices to redefine their brand identities.

Theme 1: Current Digital Marketing Practices:

Participants highlighted the prevalent use of social media platforms, search engine optimization (SEO),
and email marketing as primary digital marketing channels for MSMEs. However, many expressed
concerns about the lack of coherence and consistency in their digital marketing efforts, which often
resulted in fragmented brand identities. Participant Quote: "We rely heavily on social media for
marketing, but sometimes our messaging gets diluted across different platforms, and it's challenging to

maintain a consistent brand image."

Theme 2: Perceptions of Sustainability:

There was a consensus among participants regarding the increasing importance of sustainability in
consumer preferences and market trends. However, integrating sustainability into digital marketing
strategies was perceived as challenging due to resource constraints and the perceived trade-off between
sustainability and profitability. Participant Quote: "While we understand the importance of
sustainability, it's challenging to prioritize it over immediate business needs. We need practical

strategies that align with our budget and resources."

Theme 3: Strategies for Brand Identity Redefinition:

Participants discussed various strategies for redefining brand identity through sustainable digital
marketing practices. These included storytelling to convey brand values, transparent communication
about sustainability initiatives, and partnerships with like-minded organizations to amplify impact.
Participant Quote: "We've started incorporating our sustainability efforts into our digital storytelling.
Sharing stories about our eco-friendly practices has helped us connect with our audience on a deeper
level.”

Overall, the findings underscore the importance of aligning digital marketing strategies
with sustainability principles to redefine brand identities effectively. While MSMEs face
challenges in implementing sustainable practices, there is a growing recognition of the need to
integrate sustainability into their brand narratives to remain competitive in the digital

marketplace.
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DISCUSSION

The qualitative research on redefining brand identity through sustainable digital
marketing strategies for Micro, Small, and Medium Enterprises (MSMES) has yielded valuable
insights into the challenges and opportunities faced by these enterprises in the digital landscape.
The findings of this study corroborate and extend existing research on sustainable marketing
and digital branding. Previous studies have highlighted the importance of sustainability in
consumer preferences and market trends (Kotler et al., 2019), which resonates with the
perceptions of sustainability expressed by participants in this study. Similarly, the emphasis on
storytelling and transparent communication in brand identity redefinition aligns with the
literature on effective digital branding strategies (Chaffey & Ellis-Chadwick, 2019). The
discussion with participants revealed several challenges faced by MSMEs in integrating
sustainability into their digital marketing strategies. Resource constraints, perceived trade-offs
between sustainability and profitability, and the complexity of maintaining brand coherence
across digital channels were among the key challenges identified. These challenges echo
findings from previous research, which has documented the resource limitations and strategic
dilemmas encountered by MSMEs in adopting sustainable practices (Krause et al., 2020).
However, despite these challenges, participants also highlighted opportunities for MSMEs to
differentiate themselves and create value through sustainability-driven digital branding
initiatives. The insights generated from this study have practical implications for MSMEs
seeking to enhance their brand identities in the digital era. By leveraging storytelling,
transparent communication, and strategic partnerships, MSMEs can effectively communicate
their sustainability initiatives to consumers and stakeholders, thereby fostering brand loyalty
and competitive advantage. These findings align with the literature on the role of authenticity
and transparency in digital branding (Kapferer, 2012) and underscore the importance of
aligning brand narratives with sustainability principles to resonate with contemporary
consumers.

Comparing the findings of this study with previous research provides additional context
and insights into the dynamics of sustainable digital marketing for MSMEs. A study by
Kapferer (2012) emphasized the role of digital storytelling in enhancing brand authenticity and
consumer engagement, echoing the findings of this research regarding the importance of
storytelling in brand identity redefinition. Similarly, research by Krause, Ribeiro-Soriano, and
Palacios-Marqués (2020) highlighted the challenges faced by MSMEs in balancing
sustainability goals with business objectives, underscoring the need for practical strategies

tailored to the context of MSMEs. In contrast, studies such as Chaffey and Ellis-Chadwick
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(2019) have focused on the effectiveness of specific digital marketing channels, such as social
media and content marketing, in promoting sustainable practices. While these studies provide
valuable insights into the tactical aspects of sustainable digital marketing, the present research
contributes by offering a holistic perspective on brand identity redefinition through integrated
sustainable marketing strategies. The findings of this study contribute to the theoretical
understanding of sustainable digital marketing and brand identity management in the context
of MSMEs. By elucidating the mechanisms through which MSMESs can integrate sustainability
principles into their digital branding efforts, this research extends existing theoretical
frameworks and offers new insights into the intersection of sustainability, digital marketing,
and brand identity.

This qualitative research provides valuable insights into sustainable digital marketing
strategies for MSMEs aiming to redefine their brand identities. By aligning with previous
research and offering practical implications for theory and practice, this study contributes to
the growing body of knowledge on sustainable marketing and digital branding in the context
of MSMEs. Through its findings, limitations, and future research directions, this study lays the
groundwork for further exploration and innovation in the field of sustainable digital marketing
for MSMEs.

CONCLUSION

The research on redefining brand identity through sustainable digital marketing
strategies for Micro, Small, and Medium Enterprises (MSMES) has provided valuable insights
into the challenges and opportunities faced by these enterprises in the digital landscape.
Through in-depth interviews and thematic analysis, the study aimed to explore practical
strategies for MSMEs to enhance their brand identities while embracing sustainability
principles in their digital marketing efforts. The findings underscored the importance of
aligning digital marketing strategies with sustainability principles to redefine brand identities
effectively. Participants highlighted the significance of storytelling, transparent
communication, and strategic partnerships in conveying brand values and engaging with
consumers authentically. These insights resonate with the objectives outlined in the
introduction, emphasizing the need for practical recommendations tailored to the context of
MSMEs.
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