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 The rapid development of digital technology requires Small and 

Medium Enterprises (SMEs) to adapt, including traditional 

stationery retail stores. This study aims to explore the potential of 

digital marketing strategies at the Prima Karya Stationery Store. 

This research employs a qualitative exploratory approach with data 

collection techniques comprising observation, in-depth interviews 

with owners, employees, and customers, as well as documentation. 

The results indicate that the store possesses a high potential for 

digital marketing, characterized by clear market segmentation, 

product readiness, and the initial use of WhatsApp for 

communication. However, the store's readiness is currently in the 

pre-adoption phase. While managerial readiness shows openness to 

innovation, human resources and technological infrastructure (such 

as digital payments) remain underdeveloped. The main barriers 

identified include limited capital, low digital competence, and a 

strong path dependency on conventional mouth-to-mouth marketing. 

In conclusion, the store needs a gradual digital transformation, 

starting with basic social media optimization and digital payment 

integration to enhance local competitiveness before expanding to a 

broader e-commerce market. 
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INTRODUCTION 

The development of digital technology in recent decades has brought massive 

changes to various aspects of human life, including economic and marketing activities. The 

internet, as part of the industrial revolution 4.0, is slowly shifting interaction patterns from 

face-to-face to screen-to-face. This shift significantly influences consumer behavior, which 
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currently tends to search for product information, compare prices, and make transactions 

without having to visit a physical store (Ranjani et al., 2024). 

In this context, the implementation of digital marketing strategies is becoming 

increasingly crucial for the survival of Micro, Small, and Medium Enterprises (SMEs). 

Digital marketing allows for a strategic approach to building long-term relationships and 

efficiently increasing sales without geographical boundaries (Ferdiyan et al., 2024). 

Unfortunately, the level of understanding and application of digital marketing among 

SMEs in Indonesia remains relatively low. Many business actors still face digital literacy 

constraints, limited resources, and have not optimally integrated digital systems (Kamuri 

& Anabuni, 2025; Saputra et al., 2023). 

One of the affected sectors is the stationery retail business. Although stationery 

products are a stable functional need for students and office agencies, competition with 

online sellers and marketplaces is tightening. Prima Karya Stationery Store is one of the 

retailers that still relies on a conventional word-of-mouth marketing system. This condition 

indicates a gap between the development of the digital business ecosystem and the 

traditional marketing practices that are still maintained. 

Previous research has generally focused on SMEs that have implemented digital 

marketing and evaluated its effectiveness quantitatively (Putri & Senen, 2025; Kamuri et 

al., 2024). Research examining the "pre-adoption" phase or qualitative evaluation of 

internal readiness in traditional retail businesses is still very limited. Therefore, this study 

aims to explore the potential for relevant digital marketing strategies, analyze the store's 

internal readiness level, and identify tangible barriers to its implementation at the Prima 

Karya Stationery Store. 

LITERATURE REVIEW 

Marketing is a fundamental function that connects companies and consumers 

through the creation and exchange of value. According to Kotler and Keller (2016), 

marketing orientation has evolved rapidly toward relationship marketing and digital 

marketing. Appropriate marketing strategies, specifically through segmentation, targeting, 

and positioning analysis, allow business entities to allocate their resources to gain precise 

competitive advantages. 

The concept of digital marketing is reinforced by Chaffey and Smith (2017) as the 

application of digital technologies and media to facilitate interactive two-way 

communication between producers and consumers. Its main advantage lies in the ability to 

reach audiences efficiently, in real-time, and its impact is highly measurable by metrics. 

Deiss (2016) adds that digital marketing is a crucial process for acquiring new visitors and 
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nurturing existing customers through search engines, social media, and e-commerce 

platforms. 

However, digital transformation at the SME scale does not occur automatically. 

Based on the view of Sharabati et al. (2024), the readiness to implement digital innovation 

heavily depends on two main pillars: human resource (HR) competence and the availability 

of technological infrastructure. Furthermore, funding limitations, low digital literacy, and 

psychological dependence on conventional methods (path dependency) are often the main 

barriers hindering the adoption of technological innovations at the retail SME level 

(Fanelli, 2021; Ashar & Hariyasasti, 2025). 

RESEARCH METHOD 

This study uses a qualitative approach with an exploratory descriptive research 

design. This approach was analytically chosen because the study does not aim to 

statistically test the relationships between variables, but rather to deeply explore the 

potential, readiness, and barriers to implementing digital marketing based on natural 

phenomena occurring in the field (Creswell, 2016). 

The research was conducted at the Prima Karya Stationery Store from February to 

April 2026. Primary data was gathered through semi-structured in-depth interviews with 

three key informant groups: the store owner (as the policy maker), employees (as 

operational implementers), and customers (as the target audience). Data gathering was 

supported by non-intervention observation techniques and documentation studies to verify 

marketing realities on-site. 

Data analysis was performed using the interactive model by Miles and Huberman 

(1984), which consists of data reduction (selecting crucial findings), thematic narrative data 

presentation, and drawing conclusions. Data validity was strictly tested using source 

triangulation (comparing the perceptions of the three informant groups) and technique 

triangulation (cross-checking interview results, observations, and documentary evidence). 

RESULTS AND DISCUSSIONS 

Digital Marketing Potential and Opportunities 

In-depth observation and interview results show that Prima Karya Stationery Store 

basically possesses a highly measurable market segmentation foundation. The target 

market is dominated by the student segment (elementary to high school) and local village 

agency workers. Although its geographical reach is still lococentric, the characteristics of 

the products sold have a stable variety and stock availability, as well as packaging that is 

visually highly viable for digitalization. 
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Paradoxically, in terms of brand awareness, the store's identity has not been well 

managed and relies solely on physical exposure in the form of a front store banner. 

Analytically and theoretically, this limitation is actually a massive opportunity. 

Considering the store has not utilized digital channel exposure (such as Instagram or 

Google My Business) at all, the potential leverage in visibility generated if digital 

marketing is activated could be highly significant. Additionally, the informal use of the 

WhatsApp application by the store as a medium for ordering goods indicates a digital 

engagement embryo ready to be developed into a legitimate interactive marketing channel 

(Chaffey & Smith, 2017). 

Implementation Readiness Analysis 

The store's readiness level in facing digital transformation reflects a managerial 

irony. Cognitively, the store owner demonstrates a very high openness to innovation 

(readiness for change) and realizes the urgency of online sales for the future. However, this 

mental readiness has not been followed by adequate operational readiness. 

From the HR aspect, digital literacy is still stalled at the basic communication stage 

(user level). The owner and employees collectively admit they do not yet have the technical 

capacity to professionally manage social media content or analyze digital metrics 

(Sharabati et al., 2024). More fatally, in the transaction technology infrastructure aspect, 

the absence of a cashless digital payment system (such as QRIS or mobile banking) is a 

critical gap in the modern consumer cycle. Therefore, the store's readiness is currently 

objectively in the "pre-adoption" phase: ready in intention, but lacking the basic operational 

instruments to execute it. 

Transformation Barriers and Challenges 

The digital implementation barriers at Prima Karya Stationery Store are heavily 

dominated by systemic internal factors. The limited working capital ratio triggers the 

management's reluctance to allocate a specific budget for marketing. Furthermore, these 

findings reveal a strong "path dependency" phenomenon. The management feels trapped 

in a comfort zone because the word-of-mouth promotion method is historically deemed 

sufficient to sustain their physical sales to this day (Ashar & Hariyasasti, 2025). 

Meanwhile, from the external side, the low digital literacy among some surrounding 

consumers and the historical preference of the community to shop physically (touch and 

feel) pose a dual challenge. Digital adaptation in this ecosystem requires not only radical 

changes from the seller's side but also demands transaction literacy education for the local 

consumer ecosystem (Lianto & Sutejo, 2025). 
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CONCLUSION 

Based on the exploration results, it can be concluded that Prima Karya Stationery 

Store is at a "pre-adoption" transition point in the digital transformation curve. This 

organization has very substantial digital marketing potential, driven by stable functional 

market segmentation and a WhatsApp-based customer communication embryo. Although 

managerially the store owner is highly open to marketing innovation, this capability is 

stagnating due to weak technical content creation literacy, the absence of digital payment 

infrastructure, and a strong psychological dependence on conventional marketing methods.  

Therefore, radical digital marketing implementation, such as entering the national 

e-commerce marketplace ecosystem, is not yet relevant at this time. The most rational 

recommendation is to carry out a gradual assimilative transformation: starting with the 

digitalization of customer service through WhatsApp Business, the provision of QRIS 

facilities for transaction modernization, and the creation of basic social media accounts to 

strengthen brand awareness in the local area. 
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