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ABSTRACT 

 

The retail industry in Indonesia has 

experienced significant growth, particularly 

with the increasing presence of modern 

retail chains that challenge the sustainability 

of local Micro, Small, and Medium 

Enterprises (MSMEs). MSMEs in the retail 

sector, especially in regions like Bantul, 

Indonesia, face mounting competition from 

these larger and better-funded players. This 

study investigates how MSMEs can enhance 

their sales volume by adopting more 

effective retail marketing strategies. 

Grounded in marketing theory, specifically 

the principles of modern merchandising, 

category management, pricing, promotion, 

and supplier relationship management, this 

research aims to determine the strategies 

that are most impactful for MSME retailers 

in a competitive market. Using a qualitative 

case study methodology, data were collected 

from interviews with MSME owners, direct 

observations, and sales data analysis of 

selected retailers in Bantul. The findings 

reveal that MSMEs implementing modern 

marketing techniques, such as improved 

merchandising displays, competitive pricing 

strategies, and strategic supplier 

negotiations, were able to increase their 

sales volumes despite facing strong 

competition from established retail chains. 

Furthermore, businesses that incorporated 

digital tools for promotions and customer 

engagement saw a noticeable improvement 

in customer loyalty and sales growth. In the 

discussion, the study emphasizes that while 

the adoption of modern retail strategies is 

critical, MSMEs still face challenges such 

as limited financial and technological 

resources, which hinder their ability to fully 

compete with larger retailers. Nonetheless, 

the findings demonstrate that targeted 

marketing strategies, particularly in supplier 

relationships and pricing techniques, offer 

MSMEs a sustainable path to growth. The 

study concludes that for MSMEs to thrive in 

the competitive retail environment, they 

must adopt a hybrid approach that combines 

traditional retail techniques with modern 

marketing innovations. Future research 

should focus on the role of digital 

transformation in further enhancing the 

competitiveness of MSMEs in the retail 

sector. 

 

Keywords: Sales Volume, Retail Marketing, 

MSMEs 

 

INTRODUCTION 

The retail industry in Indonesia has 

experienced substantial growth over the past 

decade, largely driven by the influx of 

global retail trends and the increasing 

competition between domestic and 

international retailers. This growth has not 

only reshaped the competitive landscape but 

has also heightened challenges for local 

Micro, Small, and Medium Enterprises 

(MSMEs) in the retail sector. In particular, 
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modern retailers with well-established 

brands, robust marketing budgets, and 

technologically advanced strategies are 

expanding rapidly, posing a significant 

threat to the sustainability of MSMEs (. et 

al., 2023). While modern retail chains 

leverage economies of scale and 

technological innovation, MSMEs are often 

constrained by limited resources and 

traditional business practices, struggling to 

maintain or expand their market 

share(Subagyo et al., 2020). 

Although substantial literature exists on 

retail marketing and competitive strategies, 

much of the focus has been on large 

enterprises and the application of 

sophisticated marketing techniques. 

Theories on marketing strategies, such as 

segmentation, targeting, and positioning 

(STP), as well as product differentiation and 

pricing, have been extensively applied to 

large corporations with considerable 

marketing budgets. However, there is a lack 

of research that applies these theoretical 

frameworks to MSMEs, particularly in 

developing markets like Indonesia, where 

resource constraints and local market 

dynamics present unique challenges. 

MSMEs may not have the financial capacity 

to adopt advanced marketing strategies but 

must find alternative, cost-effective ways to 

compete in a market dominated by modern 

retail chains. This presents a critical gap in 

the literature on the applicability and 

effectiveness of marketing strategies in 

small-scale retail contexts. Existing research 

on retail marketing in Indonesia has 

predominantly focused on large urban 

centers such as Jakarta and Surabaya 

(Mawardi, 2011). However, there is limited 

empirical evidence on how retail MSMEs in 

smaller regions, such as Bantul, adapt to the 

increasing competition from modern 

retailers. Bantul, a region close to 

Yogyakarta, is experiencing rapid urban 

sprawl, increasing demand for retail services 

while simultaneously intensifying 

competition. This study fills the gap by 

examining how MSMEs in Bantul can 

utilize modern marketing strategies, 

including merchandising, pricing, 

promotion, and supplier relationship 

management, to compete with larger retail 

chains. 

Additionally, previous studies have largely 

focused on the financial and operational 

challenges faced by MSMEs (Sudarwati, 

2015). While financial limitations remain a 

critical issue, there is a need to explore the 

role of strategic marketing in mitigating 

these challenges. The current study 

contributes to the literature by exploring 

how MSMEs can implement modern retail 

marketing strategies to increase sales 

volume and maintain competitiveness in a 

rapidly evolving market (Rejeb et al., 2023). 

This research is grounded in several key 

marketing theories that are highly relevant 

to MSME performance. First, the theory of 

Retail Marketing Mix (Product, Price, Place, 

and Promotion) highlights the importance of 

balancing these four elements to enhance 

sales and customer satisfaction. MSMEs 

often lack the scale to compete on price, but 

by focusing on product quality, local 

relevance, and personalized promotion, they 

can attract and retain customers. Another 

important framework is Category 

Management, which suggests that 

organizing products based on customer 

needs, rather than supplier categories, can 

enhance product visibility and drive sales. 

This theory has been widely applied in large 

retail chains, but its application in MSMEs, 

especially in traditional markets like those 

in Bantul, has been underexplored. 

Moreover, the Resource-Based View (RBV) 

of competitive advantage argues that firms 

can achieve long-term success by leveraging 

their unique resources and capabilities 

MSMEs in Bantul may not have access to 

the same level of capital and technology as 

their larger competitors, but they can 

capitalize on their close relationships with 

local customers and suppliers. This study 

explores how these relationships can be 

strategically managed to improve 

competitiveness. 

Bantul, a region located near Yogyakarta, is 

witnessing rapid population growth and 
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urban development. According to the Bantul 

Regency’s statistical report (2022), the 

population has increased by 3.5% annually 

over the past five years, largely driven by 

urban migration from nearby Yogyakarta. 

As Yogyakarta becomes more crowded and 

expensive, residents and businesses are 

moving to Bantul, creating opportunities for 

local retailers. However, this growth has 

also attracted larger retail chains, 

intensifying competition for MSMEs. 

MSME retail businesses in Bantul are facing 

significant challenges in maintaining their 

customer base. Data from the Bantul Office 

of Cooperatives, Small and Medium 

Enterprises (2023) indicates that while 

MSMEs accounted for 70% of the retail 

businesses in the region, their market share 

has been steadily declining due to the rise of 

modern retail outlets. To compete, MSMEs 

must adopt innovative marketing strategies 

that are both cost-effective and responsive 

to the unique demands of the local market. 

Given the challenges highlighted above, the 

primary objective of this study is to explore 

the effectiveness of modern retail marketing 

strategies in increasing the sales volume of 

MSMEs in Bantul. By focusing on specific 

marketing techniques such as 

merchandising, pricing strategies, supplier 

relationship management, and category 

management, this study aims to provide 

actionable insights for MSME retailers to 

improve their competitiveness in the 

evolving retail landscape of Bantul. 

 

LITERATURE REVIEW  

Retail Marketing 

Retail marketing theory encompasses a 

broad range of strategies that businesses 

employ to attract and retain customers, 

promote products, and ultimately drive sales 

in a competitive environment. At its core, 

retail marketing integrates the principles of 

the marketing mix—product, price, place, 

and promotion tailored to the unique needs 

of the retail sector. This theory helps 

businesses optimize their offerings, 

customer experience, and competitive 

positioning in the market, and has evolved 

significantly over time as consumer 

behavior and retail environments have 

changed (Mukhopadhyay et al., 2009). A 

key element of retail marketing is product 

assortment and merchandising, which 

focuses on the careful selection and 

presentation of products to meet consumer 

needs. Merchandising, in particular, plays a 

critical role in shaping the shopping 

experience by strategically placing products 

in ways that encourage customer interaction 

and purchases (Lee & Trim, 2006). For 

instance, high-demand items are often 

placed in prominent positions to maximize 

visibility and drive sales. In this context, 

category management emerges as a vital 

strategy that goes beyond simple product 

placement. It involves organizing products 

into categories that align with consumer 

shopping habits, making it easier for 

customers to find what they need while also 

guiding their purchasing decisions. The use 

of data to inform these decisions has 

become increasingly prevalent, allowing 

retailers to tailor product offerings and stock 

levels to consumer preferences and 

behaviour (Nam Khanh Giao, 2019). 

Another important aspect of retail marketing 

is pricing strategy, which is fundamental to 

influencing consumer perceptions and 

driving purchase decisions. Retailers must 

carefully determine their pricing models, 

balancing the need to remain competitive 

with the goal of maintaining 

profitability(Bojei et al., 2013). For 

MSMEs, competitive pricing can help them 

differentiate themselves from larger players 

by offering value and personalized service. 

Effective pricing strategies may include 

offering discounts, bundle pricing, or 

loyalty-based incentives, all of which help 

to attract price-sensitive consumers while 

encouraging repeat business. Promotion also 

plays a key role in this regard, where 

retailers use targeted marketing activities to 

create awareness, generate interest, and 

incentivize purchases. With the rise of 

digital technologies, retailers are 

increasingly engaging customers through a 

mix of online and offline channels, using 
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omnichannel marketing to ensure 

consistency and reach (Ernestivita & 

Subagyo, 2020). 

Store design and layout also have a 

significant impact on consumer behavior 

and sales performance. The physical 

environment of a store influences how 

customers interact with products and move 

through the space, with the arrangement of 

aisles, product displays, and checkout points 

all contributing to the overall shopping 

experience. Effective store layouts are 

designed to increase customer engagement 

by encouraging longer visits and making it 

easier for shoppers to discover new 

products. Moreover, atmospheric elements 

such as lighting, music, and scents can 

enhance the retail environment, creating a 

welcoming ambiance that positively 

influences the likelihood of purchase. In 

addition to these customer-facing strategies, 

supplier relationships are essential in retail 

marketing. For retailers, particularly 

MSMEs, building strong, collaborative 

partnerships with suppliers can offer 

competitive advantages, such as better 

pricing, consistent product availability, and 

priority access to new products. Supplier 

relationship management (SRM) allows 

retailers to negotiate more favorable terms 

and maintain a reliable supply chain, which 

is crucial in competitive markets. Strong 

supplier partnerships can also lead to cost 

efficiencies and improved service levels, 

enabling MSMEs to better compete with 

larger(Bojei et al., 2013). 

In recent years, technology and digital 

transformation have become increasingly 

integral to retail marketing (Subagyo et al., 

2021). The adoption of customer 

relationship management (CRM) systems, 

data analytics, and artificial intelligence 

(AI) has enabled retailers to personalize the 

shopping experience, optimize inventory 

management, and enhance promotional 

efforts. For MSMEs, leveraging digital tools 

such as social media, e-commerce 

platforms, and targeted digital advertising 

has become essential to expanding their 

reach and competing with larger retailers at 

a relatively low cost. The integration of 

digital and traditional marketing 

approaches, known as omnichannel 

marketing, ensures that retailers can engage 

customers wherever they are, creating 

seamless shopping experiences that boost 

customer loyalty Despite the significant 

advancements in retail marketing theory, a 

notable gap exists in its application to 

MSMEs. Much of the existing literature and 

research focus on large-scale retailers with 

substantial resources to invest in advanced 

marketing strategies, such as data analytics, 

AI-driven personalization, and large-scale 

promotions. In contrast, MSMEs often 

operate under financial and operational 

constraints, limiting their ability to 

implement these advanced strategies. 

However, MSMEs can still apply key retail 

marketing principles in resourceful ways by 

leveraging their local knowledge, building 

strong customer relationships, and focusing 

on niche markets. These businesses can 

implement more cost-effective strategies, 

such as personalized customer service, 

community engagement, and local supplier 

partnerships, to create a competitive edge 

despite their smaller scale (Lee & Trim, 

2006). 

In conclusion, retail marketing theory 

provides a comprehensive framework for 

understanding and improving retail business 

performance, particularly by focusing on 

product assortment, pricing, promotion, 

store layout, supplier relationships, and the 

integration of technology. While larger 

retailers may benefit from the full suite of 

advanced marketing strategies, MSMEs can 

adapt these principles to suit their scale and 

local context, ensuring that they remain 

competitive in an increasingly challenging 

market. However, more research is needed 

to explore how MSMEs can best implement 

these strategies within their specific 

constraints, providing them with actionable 

insights for growth and sustainability (. et 

al., 2023). 

 

Merchandising and Category 

Management 
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Merchandising and category management 

are critical components of modern retail 

strategy, focusing on the effective display 

and organization of products to enhance the 

shopping experience and boost sales. 

Merchandising involves the strategic 

arrangement of products on shelves, 

ensuring that high-demand items are placed 

in accessible, high-visibility locations to 

maximize consumer engagement. By 

aligning product displays with consumer 

behavior, retailers can influence purchasing 

decisions, optimize store layout, and 

ultimately increase sales. Category 

management goes beyond simple product 

placement and focuses on organizing 

products into specific categories based on 

consumer needs and purchasing habits. This 

approach allows retailers to make data-

driven decisions about stock levels, pricing, 

and promotions within each product 

category. By tailoring the assortment and 

positioning of products to consumer 

preferences, retailers can enhance customer 

satisfaction and loyalty(Subagyo et al., 

2021). 

 

Pricing and Promotion Techniques 

Pricing strategies are fundamental in 

shaping consumer perceptions and driving 

purchase behavior. Competitive pricing, 

which involves offering products at prices 

that are comparable or lower than those of 

competitors, can help businesses attract 

price-sensitive customers. In the context of 

MSMEs, flexible and value-based pricing 

can also differentiate their offerings from 

those of larger retailers, helping them 

remain competitive even with fewer 

resources (Riswanda et al., 2022). 

Promotional activities are equally important 

in retail marketing. Effective promotions 

can significantly impact brand awareness, 

customer acquisition, and retention. 

Techniques such as discounts, limited-time 

offers, and loyalty programs are commonly 

used to encourage repeat purchases and 

build customer loyalty. Additionally, digital 

marketing and social media-based 

promotions have become crucial, especially 

for smaller retailers looking to reach a 

broader audience without incurring 

significant costs (Dwinanda & Yuswari, 

2020). 

 

Supplier Relationship and Negotiation 

Supplier relationships and negotiation are 

crucial for ensuring a consistent supply of 

quality products at competitive prices. 

Supplier Relationship Management (SRM) 

focuses on cultivating long-term, 

collaborative partnerships that enhance the 

efficiency of product flow, allow for 

favorable negotiations, and ensure the 

consistent availability of key products. For 

MSMEs, which often face resource 

constraints that limit their procurement 

power, developing strong supplier 

relationships can provide a significant 

strategic advantage. Effective SRM enables 

MSMEs to secure better pricing, negotiate 

flexible payment terms, and gain priority 

access during periods of supply shortages, 

thus bolstering their ability to compete with 

larger, well-funded retailers (Yii et al., 

2020)(Rašković et al., 2020)(Sun et al., 

2021). 

Moreover, negotiation skills are integral to 

maximizing the benefits of these 

relationships. Skilled negotiation allows 

retailers to manage costs effectively, secure 

advantageous payment conditions, and 

foster stronger, more resilient partnerships 

with suppliers. This can lead to competitive 

advantages, such as more favorable pricing 

and access to a wider variety of products. 

For MSMEs operating in a competitive 

retail landscape, these advantages are 

particularly valuable, as they enable smaller 

businesses to hold their own against larger 

competitors with greater resources. By 

mastering negotiation and fostering robust 

supplier relationships, MSMEs can enhance 

their operational efficiency and strengthen 

their market position. 

 

MATERIALS & METHODS 

The research methodology for this study 

adopts a qualitative approach, specifically 

focusing on a case study design. This 
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approach is chosen because it allows for an 

in-depth exploration of the retail marketing 

strategies employed by MSMEs in Bantul, 

Indonesia. The qualitative case study 

method is particularly useful for examining 

complex phenomena within real-life 

contexts, providing detailed insights into the 

unique challenges and strategies faced by 

small retailers in a competitive environment 

dominated by larger retail chains. 

The population for this study consists of 

MSMEs operating in the retail sector within 

Bantul. To ensure a focused and relevant 

analysis, a purposive sampling technique 

was used to select participants. The selected 

MSMEs were chosen based on their 

experience in retail marketing and their 

active participation in the local retail 

market, where they face significant 

competitive pressures from larger, better-

resourced retailers. The sample includes 

owners, managers, and marketing personnel 

from a diverse range of retail sectors, such 

as general stores, specialty shops, and 

traditional markets. In total, ten MSMEs 

were selected to provide a rich variety of 

perspectives on how retail marketing 

practices are implemented and adapted in 

response to local market conditions. 

Data collection for the study was conducted 

through multiple methods to ensure a 

comprehensive understanding of the subject. 

In-depth interviews were the primary tool, 

conducted with MSME owners and 

marketing managers to explore their 

marketing strategies, the challenges they 

encounter, and their successes in the 

competitive retail market. These interviews 

were semi-structured, offering flexibility 

while ensuring that key areas—such as 

product assortment, pricing strategies, 

promotional activities, and supplier 

relationships—were covered thoroughly. 

The interviews typically lasted between 45 

minutes and one hour. 

In addition to interviews, direct observation 

was employed to analyze the physical layout 

of the stores, their product displays, and 

how they engaged with customers. 

Observations were conducted during normal 

business hours to capture a natural 

representation of the retail environment and 

interactions between the business and its 

customers. Furthermore, document analysis 

was performed on available business 

records, including sales reports, promotional 

materials, and supplier agreements. This 

method complemented the data gathered 

from interviews and observations, providing 

a more objective view of the businesses’ 

operations and strategies. 

The data collected were analyzed using 

thematic analysis. This approach was 

selected for its ability to uncover patterns 

and themes within qualitative data. The 

process began with familiarizing the 

researcher with the data through a thorough 

review of interview transcripts, observation 

notes, and business documents. Once 

familiarized with the data, coding was 

applied to categorize recurring themes, such 

as merchandising practices, pricing 

strategies, promotional efforts, supplier 

relationship management, and the 

challenges MSMEs face in competing with 

larger retailers. These themes were then 

further developed and analyzed to offer 

insights into how MSMEs implement retail 

marketing strategies and their effects on 

sales volume and competitiveness. To 

ensure the validity of the research, 

triangulation was used by cross-verifying 

data from multiple sources, including 

interviews, observations, and document 

analysis. This method of triangulation 

helped to strengthen the credibility and 

reliability of the findings. Additionally, 

member checking was conducted by sharing 

the findings with participants, allowing 

them to confirm the accuracy of the data and 

interpretations. Ethical considerations were 

carefully adhered to throughout the study. 

All participants were fully informed about 

the purpose of the research, and their 

consent was obtained before conducting 

interviews or observations. Participants 

were assured of confidentiality, with the 

option to withdraw from the study at any 

time. The collected data were anonymized 

to protect the privacy of the participants and 
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their businesses. Despite the depth of 

insights provided by this qualitative study, 

certain limitations must be acknowledged. 

The research focuses solely on MSMEs in 

Bantul, which may restrict the 

generalizability of the findings to other 

regions or sectors. Moreover, with a sample 

size of ten MSMEs, while detailed insights 

are gained, the sample may not fully 

represent the diverse retail marketing 

practices present in other parts of Indonesia. 

Future research could expand the scope of 

study, both geographically and in terms of 

sample size, to offer a broader 

understanding of retail marketing strategies 

among MSMEs across Indonesia. 

In summary, this qualitative research 

method offers a rich, contextualized view of 

how MSMEs in Bantul navigate the 

complexities of retail marketing in a highly 

competitive environment. Through 

interviews, observations, and document 

analysis, the study sheds light on the 

strategies that smaller businesses employ to 

enhance their sales and sustain their market 

presence amidst the growing dominance of 

larger retail chains. 

 

RESULT 

Sales Volume Improvement: 

The study demonstrated that MSMEs in 

Bantul, Yogyakarta, that incorporated 

optimized retail marketing strategies 

experienced a significant and measurable 

increase in their sales volume. Specifically, 

the data revealed that the average sales 

volume rose by 20% following the 

implementation of these tailored marketing 

strategies over a six-month period. This 

marked improvement suggests that the 

businesses which adopted these strategies 

were able to better align their offerings with 

consumer preferences, effectively increasing 

their market share and overall sales 

performance. Table 1, which provides a 

detailed comparison of monthly sales 

volumes before and after the application of 

the marketing strategies, showcases a 

consistent upward trend in sales across all 

participating MSMEs. Prior to the 

implementation, the businesses reported 

fluctuating sales numbers with modest 

growth. However, after the strategies were 

put in place, a clear and sustained 

improvement in sales volume was observed, 

with each successive month reflecting 

increased consumer engagement and 

purchase activity. This growth can be 

attributed to the tailored marketing 

strategies that focused on key areas such as 

personalized promotions, enhanced 

customer communication, and the 

integration of both digital and offline 

marketing channels. By targeting specific 

consumer segments and using a 

combination of social media marketing, 

local community outreach, and promotions, 

the MSMEs were able to expand their 

customer base and foster stronger 

relationships with existing customers, 

ultimately driving repeated sales and 

customer loyalty. The findings from this 

study underscore the effectiveness of a well-

planned and customized marketing approach 

in stimulating sales growth within the retail 

sector, particularly for MSMEs. These 

results not only demonstrate the potential 

for optimized retail marketing strategies to 

deliver tangible improvements in business 

performance but also highlight the 

importance of continuous marketing 

innovation for sustaining long-term growth. 

 
Table 1: Monthly Sales Volume (in IDR million) Before and After Implementation of Retail Marketing 

Strategy 

Month Before Strategy (Avg) After Strategy (Avg) 

January 10 12 

February 11 14 

March 10 15 

April 12 17 

May 13 20 

June 14 22 
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Consumer Behavior Shifts 

The analysis of customer feedback indicated 

that a substantial majority of consumers, 

approximately 75%, responded positively to 

the modifications in the marketing strategies 

employed by the MSMEs. Specifically, the 

more personalized advertising efforts and 

targeted promotional campaigns were 

highlighted as significant factors in 

improving their overall customer 

experience. These strategies resonated well 

with consumers, as they felt that the 

marketing messages were more relevant to 

their individual preferences and purchasing 

habits, creating a sense of personalization 

that had been previously lacking. This shift 

towards more consumer-centric marketing 

approaches contributed not only to 

heightened customer satisfaction but also to 

a noticeable increase in customer loyalty. 

As customers began to feel more connected 

with the brands and products through these 

tailored marketing efforts, they were more 

inclined to make repeated purchases, 

fostering long-term relationships with the 

MSMEs. This enhanced level of 

engagement played a pivotal role in driving 

consistent sales growth and solidifying the 

customer base, indicating that well-executed 

marketing personalization can have a lasting 

and positive impact on customer retention 

and business sustainability. 

 

Marketing Channels 

The findings of the study further highlight 

the strategic use of a combination of both 

online and offline marketing channels by 

MSMEs in Bantul to effectively reach and 

engage their target audience. This 

diversified marketing approach allowed 

businesses to capitalize on the strengths of 

each medium, maximizing their outreach 

and enhancing their ability to attract new 

customers. The data specifically revealed 

that online marketing channels, particularly 

social media platforms like Instagram, 

Facebook, and WhatsApp, as well as e-

commerce marketplaces such as Tokopedia 

and Shopee, played a pivotal role in 

generating a significant increase in new 

customer acquisition. These online 

platforms contributed to a 15% rise in new 

customers, as they provided a cost-effective, 

scalable, and highly accessible means for 

MSMEs to connect with potential buyers 

beyond their immediate geographic 

location. Social media channels, in 

particular, allowed these businesses to 

engage with a broader and more diverse 

audience through targeted advertising 

campaigns, influencer partnerships, and 

interactive content, such as live product 

demonstrations, polls, and customer 

reviews. These platforms also facilitated 

real-time communication with customers, 

creating opportunities for businesses to 

respond quickly to inquiries, provide 

personalized recommendations, and build 

stronger relationships with their audience. 

E-commerce platforms, on the other hand, 

provided an essential gateway for MSMEs 

to sell their products online, offering 

consumers the convenience of shopping 

from home while enabling the businesses to 

expand their market reach far beyond 

Bantul. On the other hand, offline marketing 

efforts also proved to be instrumental in 

driving sales, particularly in engaging with 

local communities. Traditional offline 

marketing methods, such as distributing 

flyers, banners, and posters, as well as 

organizing or participating in local 

community events and markets, played a 

complementary role by attracting 10% of 

total sales. These offline initiatives were 

especially effective in areas where digital 

penetration may be lower, or where 

consumers prefer personal, face-to-face 

interactions before making a purchase. 

Local community events, in particular, 

allowed MSMEs to showcase their products 

directly to the public, build trust, and 

establish a more personal connection with 

potential customers, which is often crucial 

for smaller businesses operating in tight-knit 

communities. The use of offline marketing 

was not only a way to raise awareness but 

also to foster a sense of community 

engagement and loyalty, which is an 

important aspect of consumer behavior in 
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smaller markets like Bantul. By attending 

local fairs, markets, and cultural events, 

MSMEs were able to connect with their 

customers on a more personal level, 

strengthening their brand image and 

reinforcing customer loyalty. The 

combination of these efforts—leveraging 

both the immediacy and reach of online 

marketing with the trust-building and 

community engagement aspects of offline 

marketing Provided MSMEs with a 

balanced approach that catered to both tech-

savvy consumers and those who value 

traditional methods of communication and 

commerce. 

In conclusion, the integration of both online 

and offline marketing strategies proved to 

be an effective approach for MSMEs in 

Bantul, as it allowed them to reach a wider 

audience and create meaningful connections 

with different customer segments. This 

multi-channel approach not only contributed 

to an increase in new customer acquisition 

but also helped drive sustained sales growth 

by fostering long-term customer loyalty. 

 

Challenges in Strategy Implementation 

Some MSMEs encountered challenges in 

fully adopting and implementing the new 

marketing strategies, primarily due to 

limitations in digital literacy and financial 

constraints. Many small business owners 

lacked the necessary skills to navigate 

digital tools, social media platforms, and e-

commerce websites, which hindered their 

ability to optimize their online marketing 

efforts. Additionally, the financial resources 

required to implement comprehensive 

marketing strategies such as paid 

advertising, professional content creation, or 

the use of specialized digital marketing 

software were often beyond the reach of 

smaller businesses operating on tight 

budgets. However, despite these obstacles, 

those MSMEs that received adequate 

guidance and support were able to overcome 

many of these barriers. With the assistance 

of affordable solutions, such as free or low-

cost digital marketing tools, community-

based training programs, and collaborations 

with local digital experts, these businesses 

managed to adopt certain aspects of the 

marketing strategies, even if not to the full 

extent originally intended. For example, by 

focusing on cost-effective approaches like 

organic social media marketing, leveraging 

word-of-mouth referrals, and utilizing free 

or budget-friendly e-commerce platforms, 

these MSMEs could partially integrate the 

recommended strategies into their business 

operations. The results were still positive, 

with these businesses achieving a noticeable 

increase in sales, despite the limited scope 

of their marketing implementation. 

Specifically, even MSMEs that were unable 

to fully utilize all aspects of the proposed 

strategies saw a 10-15% increase in sales. 

This outcome suggests that even 

incremental changes in marketing efforts—

such as enhancing customer 

communication, improving product 

visibility, or targeting local audiences 

through community events can have a 

meaningful impact on business 

performance. 

In conclusion, although limited digital 

literacy and financial resources posed 

significant challenges for some MSMEs, the 

ability to adapt and implement marketing 

strategies to a partial extent still resulted in 

measurable improvements. This highlights 

the importance of providing ongoing 

support, training, and affordable marketing 

solutions for small businesses, ensuring that 

they can continue to benefit from modern 

marketing practices without being hindered 

by their initial limitations. 
 

DISCUSSION 

The study’s results underscore the 

effectiveness of optimized retail marketing 

strategies in enhancing sales volume for 

MSMEs in Bantul. The significant 20% 

increase in sales volume demonstrates that 

targeted marketing efforts, particularly 

through personalized customer engagement, 

are effective in driving business growth. 

This finding aligns with research by 

(Ernestivita & Subagyo, 2020). who also 

found that personalized marketing improves 
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customer satisfaction and retention. 

Additionally, the successful combination of 

online and offline marketing strategies 

highlights the importance of multi-channel 

marketing for small enterprises. MSMEs 

that adopted both digital and traditional 

approaches were able to expand their reach, 

confirming the value of a diversified 

marketing strategy in a highly competitive 

retail environment. 

The increase in sales volume through 

optimized strategies shows that even small-

scale businesses can benefit significantly 

from modern marketing practices. For 

MSMEs, it is critical to adopt customer-

centric strategies, such as personalized 

offers and promotions, which have proven 

to enhance customer loyalty and encourage 

repeat purchases. Moreover, the integration 

of social media platforms into marketing 

efforts played a vital role in driving sales. 

MSMEs in this study, by utilizing 

affordable online tools, were able to connect 

with a larger audience. These findings 

suggest that investing in digital literacy and 

affordable marketing tools should be a 

priority for MSMEs seeking growth. The 

findings of this study corroborate previous 

research by [Author, Year], which also 

showed that small businesses benefit 

significantly from adopting multi-channel 

marketing strategies. However, this study 

goes a step further by analyzing the specific 

impact on sales volume, providing concrete 

evidence of the sales growth potential for 

MSMEs that optimize their marketing 

efforts. Despite the overall positive 

outcome, the study found that limited digital 

literacy and budget constraints posed 

challenges for some MSMEs. Businesses 

with low technical skills were less able to 

fully utilize digital marketing tools, 

resulting in lower gains compared to those 

that were more tech-savvy. This limitation 

highlights the need for training and support 

programs for small businesses to bridge the 

gap in digital competencies. Another 

limitation is the study’s geographical focus 

on Bantul, Yogyakarta. The marketing 

strategies that worked well in this specific 

region may not be universally applicable, 

particularly in areas with different consumer 

behaviors or market dynamics. Future 

studies could explore how these strategies 

perform in diverse cultural or economic 

settings. 

The study extends retail marketing theory 

by demonstrating the specific impact of 

targeted strategies on MSMEs. While 

existing literature has discussed the 

importance of retail marketing, this study 

provides empirical evidence linking 

optimized marketing strategies directly to 

sales growth in small-scale businesses. This 

contributes to the ongoing discourse on the 

scalability of such strategies for MSMEs in 

emerging markets. Practically, the findings 

suggest that MSMEs should prioritize the 

development of multi-channel marketing 

strategies, focusing on both digital platforms 

and traditional methods. Additionally, 

providing MSMEs with affordable tools and 

digital literacy training will enhance their 

ability to compete in the market. Future 

research should explore the long-term 

effects of optimized marketing strategies on 

sales volume and customer retention. 

Moreover, similar studies could be 

conducted in other regions to test the 

generalizability of these findings. Research 

could also focus on the role of digital 

literacy programs in empowering MSMEs 

to fully leverage modern marketing tools. 
 

CONCLUSION 

In conclusion, the research demonstrates 

that the implementation of optimized retail 

marketing strategies has significantly 

contributed to increasing sales volumes 

among MSMEs in Bantul, Yogyakarta. 

Over a six-month period, these businesses 

saw an average rise in sales of 20%, 

indicating that strategic and customer-

focused marketing efforts can positively 

impact business performance. By leveraging 

both online and offline channels, the 

MSMEs were able to reach a broader and 

more diverse audience, with social media 

platforms and e-commerce sites accounting 

for a 15% increase in new customers, while 
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traditional marketing efforts contributed to 

10% of overall sales. The study underscores 

the importance of personalized marketing 

approaches, which enhance customer 

engagement, foster loyalty, and drive repeat 

purchases. MSMEs that adopted such 

strategies were able to create more 

meaningful connections with their 

customers, leading to improved brand 

perception and sales growth. However, the 

findings also highlight some challenges 

faced by smaller businesses, particularly 

those with limited digital literacy and 

financial resources. Despite these 

limitations, many MSMEs were able to 

partially implement the marketing 

strategies, achieving a 10-15% increase in 

sales, which suggests that even modest 

improvements in marketing can have a 

significant impact. The research points to 

the need for ongoing support and training to 

help MSMEs overcome the barriers to full 

adoption of modern marketing practices. 

Programs that offer digital literacy 

education, affordable marketing tools, and 

access to advisory services can further 

enhance the ability of these businesses to 

optimize their strategies and compete more 

effectively in the marketplace. While the 

study focused on MSMEs in Bantul, further 

research is needed to explore the long-term 

effects of these marketing strategies and to 

assess their applicability in different regions 

and industries. This would provide a more 

comprehensive understanding of how 

tailored marketing can contribute to 

sustainable business growth for MSMEs. 

 

Declaration by Authors 

Acknowledgement: None 

Source of Funding: None 

Conflict of Interest: The authors declare no 

conflict of interest. 
 

REFERENCES 

1. S., Purnomo, H., & Ernestivita, G. (2023). 

Portrait and Expectations of Kediri City 

MSMEs at the Time and Post of Pandemic 

COVID-19. International Journal of 

Research and Review, 10(4), 101–114. 

https://doi.org/10.52403/ijrr.20230414 

2. Bojei, J., Julian, C. C., Wel, C. A. B. C., & 

Ahmed, Z. U. (2013). The empirical link 

between relationship marketing tools and 

consumer retention in retail marketing. 

Journal of Consumer Behaviour, 12(3), 

171–181. https://doi.org/10.1002/cb.1408 

3. Dwinanda, G., & Yuswari, N. (2020). 

Bauran Pemasaran 7P Dalam 

Mempengaruhi Keputusan Pembelian 

Konsumen Pada Industri Retail Giant 

Ekspres Makassar. Jurnal Mirai 

Management, 6(1), 120–136. 

https://journal.stieamkop.ac.id/index.php/mi

raipg.120%0Ahttps://journal.stieamkop.ac.i

d/index.php/mirai 

4. Ernestivita, G., & Subagyo. (2020). Media 

Promosi Produk UMKM dengan 

Menggunakan EPIC Model. Efektor, 7(1), 

1–14. https://doi.org/10.29407/e.v7i1.14336 

5. Lee, Y., & Trim, P. R. J. (2006). Retail 

marketing strategy. Marketing Intelligence 

& Planning, 24(7), 730–745. 

https://doi.org/10.1108/0263450061071188

8 

6. Mukhopadhyay, S. K., Su, X., & Ghose, S. 

(2009). Motivating Retail Marketing Effort: 

Optimal Contract Design. Production and 

Operations Management, 18(2), 197–211. 

https://doi.org/10.1111/j.1937-

5956.2009.01014.x 

7. Nam Khanh Giao, H. (2019). The Effect of 

Corporation Culture on the Staff’s 

Commitment in CMC Telecom Vietnam. 

Science Journal of Business and 

Management, 7(1), 23. 

https://doi.org/10.11648/j.sjbm.20190701.1

4 

8. Rašković, M., Ding, Z., Morikazu, H., 

Žabkar, V., & Fam, K.-S. (2020). 

Segmenting young-adult consumers in East 

Asia and Central and Eastern Europe – The 

role of consumer ethnocentrism and 

decision-making styles. Journal of Business 

Research, 108, 496–507. 

https://doi.org/https://doi.org/10.1016/j.jbusr

es.2019.04.013 

9. Rejeb, A., Rejeb, K., & Treiblmaier, H. 

(2023). How augmented reality impacts 

retail marketing: a state-of-the-art review 

from a consumer perspective. Journal of 

Strategic Marketing, 31(3), 718–748. 

https://doi.org/10.1080/0965254X.2021.197

2439 

10. Riswanda, B. N. A., Ernestivita, G., & 

Suhardi. (2022). Strategi pemasaran pada 



Gesty Ernestivita et.al. Enhancing sales volume to optimized retail marketing strategy: case study on MSMEs 

Retail in Bantul, Yogyakarta 

 

                                      International Journal of Research and Review (ijrrjournal.com)  44 

Volume 11; Issue: 11; November 2024 

umkm family cookies trenggalek dalam 

meningkatkan penjualan. Prosiding Seminar 

Nasional Manajemen, Ekonomi Dan 

Akuntansi, 7(1), 1098–1102. 

11. Subagyo, Kumar, V., & Ernestivita, G. 

(2020). Entrepreneurial parameters and 

performance of MSMEs in East Java 

province of Indonesia. International Journal 

of Business Innovation and Research, 23(2), 

267–282. 

https://doi.org/10.1504/IJBIR.2020.1002376

5 

12. Subagyo, S., Ernestivita, G., & Suhendra, E. 

S. (2021). Peran Entrepreneurial Marketing 

dalam Memediasi Kompetensi Sumber 

Daya Manusia dan Inovasi untuk mencapai 

Keunggulan Kompetitif. JURNAL 

NUSANTARA APLIKASI MANAJEMEN 

BISNIS, 6(2), 166–183. 

https://doi.org/10.29407/nusamba.v6i2.1624

6 

13. Sun, Y., Gonzalez-Jimenez, H., & Wang, S. 

(2021). Examining the relationships 

between e-WOM, consumer ethnocentrism 

and brand equity. Journal of Business 

Research, 130, 564–573. 

https://doi.org/https://doi.org/10.1016/j.jbusr

es.2019.09.040 

14. Yii, H., Tan, “Daphane,” & Hair, M. (2020). 

The Reciprocal Effects of Loneliness and 

Consumer Ethnocentrism in Online 

Behavior. Australasian Marketing Journal, 

28(1), 35–46. 

https://doi.org/10.1016/j.ausmj.2019.08.004 

 

 

How to cite this article: Gesty Ernestivita, 

Nadia. Enhancing sales volume to optimized 

retail marketing strategy: case study on MSMEs 

Retail in Bantul, Yogyakarta. International 

Journal of Research and Review. 2024; 11(11): 

33-44. DOI:  10.52403/ijrr.20241105 

 

 

****** 


