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Abstract

The influence of social media on increasing sales of MSME products in Indonesia is seen
in the ability of platforms such as Instagram, Facebook, and WhatsApp to expand
market reach, increase product visibility, and build closer relationships with customers.
Through interactive content, paid advertising, and collaboration with influencers,
MSMEs can significantly increase sales and customer loyalty. Proper and consistent use
of social media has proven to be an effective marketing strategy for the success of
MSMEs in the digital era. The study in this research uses the literature method. The
results show that effective use of social media can increase the visibility and market
reach of MSMEs. Platforms such as Instagram, Facebook, and WhatsApp allow MSMEs
to promote products more widely with interesting and interactive content. In addition,
social media also allows MSMEs to build closer relationships with customers through
direct interaction, get feedback, and increase customer loyalty. The study also identified
that the use of paid advertising and collaboration with local influencers has a positive
impact on sales. In conclusion, social media has a significant role in supporting the
growth and success of MSMEs in Indonesia, depending on effective and consistent
strategies.
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Introduction

Micro, Small, and Medium Enterprises (MSMEs) are a category of businesses that
are classified based on the number of workers, total assets, and annual turnover or
revenue. Based on the Law of the Republic of Indonesia Number 20 of 2008 concerning
MSMEs, micro-enterprises are defined as productive businesses owned by individuals
and/or individual business entities that meet the criteria of micro-enterprises (Safrida et
al.,, 2024). Small businesses are productive economic businesses that stand alone,
carried out by individuals or business entities that are not subsidiaries or branches of
companies that are owned, controlled, or are part of either directly or indirectly from
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medium or large businesses that meet the criteria of small businesses. Meanwhile, a
medium-sized business is an independent productive economic business, which is
carried out by an individual or business entity that is not a subsidiary or branch of a
company that is owned, controlled, or is part of either directly or indirectly with a small
business or large business with a certain amount of net worth or annual sales results
(Suhairi et al., 2023).

MSMEs have a very important role in the Indonesian economy. First, MSMEs
contribute significantly to the Gross Domestic Product (GDP) and create jobs for millions
of Indonesians. In addition, MSMEs are also major players in the local and regional
economy, capable of driving economic growth and community empowerment in the
regions (Ramadhani & Takarini, 2023). With their ability to adapt quickly to market
changes and consumer needs, MSMEs can also spearhead product innovation and
development. In addition, the success of MSMEs can have a positive impact on reducing
economic disparities and promoting financial inclusion. Therefore, supporting the
development of MSMEs is crucial for sustainable economic growth and equitable
distribution of wealth in Indonesia (Noor et al., 2024).

Based on data from the Ministry of Cooperatives and MSMEs, the sector
contributes significantly to Gross Domestic Product (GDP) as well as job creation.
However, MSMEs in Indonesia often face various challenges, one of which is product
marketing. Limited budget for advertising and promotion, lack of access to extensive
marketing channels, and fierce competition are some of the main obstacles faced by
MSME players (Ardiansyah, 2024).

In the increasingly advanced digital era, social media has emerged as one of the
potential tools to overcome these marketing challenges. Platforms such as Facebook,
Instagram, Twitter, and TikTok are increasingly popularly used by businesses to
introduce their products to a wide audience. In addition, social media allows direct
interaction with consumers and marketing that can be measured in real-time (Husriadi,
2024).

Several studies have shown that social media can increase brand awareness and
ultimately increase sales (Pasau & Belgiumwan, 2022). However, the specific impact of
social media on sales of MSME products in Indonesia still requires further research.
Factors such as product type, marketing strategies on social media, and consumer
demographics are likely to influence the effectiveness of social media as a marketing
tool.

In this context, this study was conducted to explore and analyse the extent to
which social media has an effect on increasing product sales in MSMEs in Indonesia. This
research is expected to provide a deeper understanding of how MSME owners can
effectively utilise social media to increase their sales and competitiveness.
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Research Methods

The study in this research uses the literature method. The literature research
method is a research approach that relies on written sources as a basis for data
collection to understand and analyse a phenomenon, concept, or theory. In this
method, researchers search, collect, and review various literatures such as books,
scientific journals, articles, research reports, and other written sources relevant to the
topic being researched (JUNAIDI, 2021); (Abdussamad, 2022). The stages in literature
research include identifying the research problem, searching and selecting literature,
assessing and interpreting the information obtained, and synthesising the findings. This
method is essential for establishing a theoretical basis, analysing the extent to which
existing research has developed, as well as identifying gaps or shortcomings in the
existing literature, which can provide room for further research (Wekke, 2020).

Results and Discussion
The Effect of Social Media Use on Increasing Product Sales in MSMEs in Indonesia

In this digital era, social media has become one of the most effective and efficient
marketing tools for Micro, Small, and Medium Enterprises (MSMEs) in Indonesia.
Platforms such as Facebook, Instagram, and Twitter give MSMEs the opportunity to
expand their market reach in a relatively cheap and easy way compared to traditional
marketing methods. Through social media, MSMEs can build brand awareness, interact
directly with consumers, and promote their products to a wider audience without
geographical restrictions. Thus, social media plays an important role in increasing the
visibility and attractiveness of products offered by MSMEs (Esa & Dellyana, 2024).

The use of social media also allows MSMEs to conduct more targeted and
efficient marketing. Paid advertising features on platforms such as Facebook Ads and
Instagram Ads give business owners the ability to target audiences based on
demographics, interests, location, and user behaviour. Thus, MSMEs can be more
precise in reaching potential customers who have a high potential to be interested and
buy their products. In addition, the analytics features provided by social media
platforms allow MSMEs to measure the effectiveness of their marketing campaigns, so
that they can make adjustments to their strategies if necessary to achieve optimal
results (Nurjannah et al., 2022).

Not only in terms of marketing, social media also has a positive impact on
increasing sales of MSME products through strengthening relationships with
customers. Intense interaction through comments, direct messages, and customer
reviews allows MSMEs to understand consumer needs and desires more deeply
(Pradnyawati & Fristamara, 2024). Fast and professional responses and services on
social media can increase customer satisfaction and build loyalty. Satisfied customers
tend to give positive testimonials and recommend products to others, which in turn can
significantly increase sales (Tatik & Setiawan, 2024).
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In addition, social media is also an effective platform for product innovation and
getting direct feedback from consumers. MSMEs can utilise features such as polls, Q&A,
and discussions on social media to gather new ideas and suggestions from customers
about the products they want. This will help MSMEs to continuously innovate and adapt
their products to market needs, so that they can compete better in an increasingly
competitive industry. Appropriate innovation and responsiveness to consumer needs
not only increase sales, but also strengthen the position of MSMEs in the market
(Suwarno et al., 2021).

Ultimately, the integration of social media in the marketing strategies of MSMEs
in Indonesia not only increases direct product sales, but also provides various long-term
benefits such as improved brand image, closer relationships with customers, and the
ability to continue to innovate (Nauli et al., 2023). Therefore, it is important for MSMEs
to maximise the potential of social media as part of their efforts to grow and thrive
amidst the evolving digitalisation era. Support from the government and various related
institutions in the form of training and access to technology are also important factors
in maximising the benefits of social media to increase sales of MSMEs in Indonesia.

Thus, the use of social media has had a significant impact in increasing sales of
MSME products in Indonesia. Social media provides opportunities for MSMEs to expand
their market reach at a more efficient cost compared to traditional marketing methods.
In addition, social media enables more targeted and efficient marketing through paid
advertising features and analytics that can measure the effectiveness of marketing
campaigns.

A closer and more interactive relationship with customers through social media
is also an important factor that helps increase customer satisfaction and loyalty.
Satisfied customers tend to give positive testimonials and recommend MSME products
to others, which can significantly increase sales. Social media also allows MSMEs to
conduct continuous product innovation based on direct feedback from consumers.

Overall, the integration of social media in MSME marketing strategies not only
contributes to an immediate increase in product sales, but also provides various long-
term benefits such as improved brand image and the ability to continuously innovate.
Therefore, it is important for MSMEs in Indonesia to maximise the potential of social
media in order to grow and thrive amidst the rapid digitalisation era. Support from the
government and related institutions is also indispensable to help MSMEs maximise the
benefits of social media in their quest to achieve greater success.

Effective Social Media Strategies to Increase Product Sales

Increasing product sales through social media requires a good, consistent and
planned strategy. One of the first steps is to understand your target audience. An in-
depth knowledge of your audience's demographics, interests, habits and behaviours
will be a key foundation in crafting relevant and engaging content. Learn which social
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media platforms they use the most, their active hours, and the types of content that get
the most positive responses. Platforms like Facebook and Instagram provide analytics
tools that can help you understand your audience's behaviour (Isrofi, 2022).

Next, build a strong brand presence with visual consistency and brand voice. Use
consistent logos, colours, fonts, and communication styles across all your social media
platforms. Make sure the message and value of your product is clearly conveyed in every
post. This consistency helps your audience recognise and remember your brand more
easily. Don't forget to personalise your interactions; this can include replying to
customer comments, messages and reviews in a friendly and on-brand manner (Iswati
etal,, 2023).

Engaging content is at the heart of an effective social media strategy. Create and
curate content that is relevant, informative and entertaining. Vary content types such
as images, videos, infographics, and article posts to keep the audience interested. Use
features like Instagram Stories, Facebook Live, and TikTok to share behind-the-scenes
moments, product tutorials, or exclusive promotions. Interactive content such as
quizzes, polls, and live videos can also increase engagement (Smith, 2020).

Besides organic content, paid ads are also important. Use targeted advertising
on platforms such as Facebook, Instagram, and LinkedIn to reach a wider and more
specific audience. Make use of the platform's target audience feature to filter people
based on location, age, gender, interests and behaviour. The clarity and visual appeal of
adverts as well as attractive call-to-actions (CTAs) are essential to grab the attention of
social media users and direct them to your product page (Hasanah et al., 2024).

Collaboration with influencers is also an effective strategy. Choose influencers
who have alarge audience and are relevant to your target market. Through the content
created by these influencers, your product can be introduced to a wider and more
credible audience. Ensure that the collaboration looks natural and in line with your
brand image, as audiences can easily recognise forced promotions (Dharma &
Sudarmiatin, 2024).

Finally, always evaluate and analyse the results of each of your social media
campaigns. Use the analytics tools provided by each platform to measure the
performance of your content and adverts. Pay attention to metrics such as engagement
rate, clicks, conversions, and ROI. From the data, you can see which strategies are
working well and which ones need adjustment (Kramadibrata & Susanto, 2023). By
conducting regular evaluations and adjusting your strategy based on the data, you can
continuously improve the effectiveness of your social media campaigns and ultimately
increase product sales.

Thus, in conclusion, an effective social media strategy to increase product sales
involves a deep understanding of the target audience, brand consistency, and content
that is both engaging and varied. Personalised and authentic interactions with the
audience, targeted use of paid advertising, and collaborating with the right influencers
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are important elements that should not be overlooked. The most crucial thing is to
continuously evaluate and analyse the results of your social media campaigns. By
combining all these strategies consistently and based on accurate data, you can build a
strong presence on social media and make it an effective tool to increase product sales.

Conclusion

Based on case studies of MSMEs in Indonesia, the influence of social media on
increasing product sales has proven to be significant. MSMEs that actively use social
media platforms such as Instagram, Facebook, and WhatsApp are able to reach a wider
and more diverse audience. Interesting and relevant content, as well as consistent
interaction with followers, make social media an effective marketing channel. The use
of features such as paid advertising also helps increase product visibility and attract
potential buyers.

In addition, social media gives MSMEs the ability to build closer relationships
with customers. Interactions through comments, direct messages, and reviews allow
MSMEs to get immediate feedback on their products, improve services, and strengthen
customer loyalty. Collaboration with local influencers and promotion through customer
success stories have also proven effective in building trust and attracting a wider
market.

Overall, social media presence has had a substantial positive impact on
increasing sales of MSME products in Indonesia. However, this success is highly
dependent on the right marketing strategy, consistency in engaging with the audience,
and the utilisation of data analytics to measure the impact and devise better strategies
going forward. With a planned approach and consistent execution, social media can be
an important tool in the growth and success of MSMEs in this digital era.

References

Abdussamad, Z. (2022). Buku Metode Penelitian Kudlitatif. Query date: 2024-05-25
20:59:55. https://doi.org/10.31219/osf.io/juwxn

Ardiansyah, R. (2024). Analyze The Effect of Service Quality, The Role of Social Media
Technology, and Company Reputation On Increasing Power Sales. Jurnal
Indonesia Sosial Teknologi, 5(3), 1147-1158. https://doi.org/10.59141/jist.v5i3.977

Dharma, B. A., & Sudarmiatin, S. (2024). Increasing Strategies Sales MSMES Product of
XBAG Malang Digitally Through E-Commerce. International Journal of Business,
Law, and Education, 5(2). https://doi.org/10.56442/ijble.v5i2.612

Esa, H. N., & Dellyana, D. (2024). Designing Innovative Corporate Social Responsibility
(CSR), Social Media Marketing, and Sales Promotion to Increase Customer
Retention in an Indonesia Local Fashion Brand: A Case Study of Nors Studio.
International Journal of Current Science Research and Review, 7(Query date: 2025-

01-24 20:47:59). https://doi.org/10.47191fijcsrr/v7-i8-52

277



Hasanah, N., Napisah, N., & Widiyati, D. (2024). Increasing Sales Smartly: Kube Wanita
Msmes Utilize Gpt Chat As A Promotional Media. Pasundan Community Service
Development, 2(1), 19-24. https://doi.org/10.56457/pascomsidev.v2i1.124

Husriadi, Muh. (2024). BRAND AWARENESS STRATEGY AS A COMMUNICATION MEDIA
IN INCREASING MSMEs PRODUCT SALES. Journal of Finance, Economics and
Business, 3(2), 42-50. https://doi.org/10.59827/jfeb.v3i2.190

Isrofi, R. M. (2022). Endorsement of “Blue Tick” Celebgram: A New Phenomenon of
Marketing Strategies Increasing Product Sales (Case Study on Instagram
Account @avoskin). ARISTO, 10(2), 350-369.
https://doi.org/10.24269/ars.v10i2.4869

Iswati, H., ’Mudatsir, M. I. A., Brabo, N. A., & Meidiyustiani, R. (2023). How Marketing
Communication Affect Consumer Purchase Intention in Social Media Context
(Case Study: MSMEs Business in Indonesia). International Journal of Social Service
and Research, 3(1), 142-149. https://doi.org/10.46799/ijssr.v3i1.225

JUNAIDI, J. (2021). ANOTASI METODELOGI PENELITIAN KUALITATIF JOHN W. CRESWELL.
Query date: 2024-05-25 20:59:55. https://doi.org/10.31237/osf.io/6kt5q

Kramadibrata, B. S., & Susanto, A. H. (2023). Increasing the Competitiveness of MSMEs
in the Global Market by Integrating Digital Marketing and Environmental
Awareness: Case Study of the Implementation of Green Environmental
Awareness and Green Product Pricing and Its Impact on Green Product
Purchasing. JISIP (Jurnal Ilmu Sosial Dan Pendidikan), 7(4), 3524-3524.
https://doi.org[10.58258/jisip.v7i4.6170

Nauli, A., Anggarawati, S., & Abdillah, W. (2023). Effect of Social Media Marketing
Variables on Marketing Performance of MSMEs in Indonesia. The Manager
Review, 5(1), 141-156. https://doi.org/10.33369/tmr.v5i1.29739

Noor, A,, Yafiz, M., & Dharma, B. (2024). Analysis of the Role of Bank Indonesia’s Leading
Entrepreneurship Initiative (WUBI) in Increasing Competitiveness in the Digital
Era, Case Study of MSMEs Representatives of Bank Indonesia North Sumatra.
Jurnal Manajemen Bisnis, 11(2), 691-699. https://doi.org/10.33096/jmb.v11i2.816

Nurjannah, A. Z., Noevus, B. T., & Fathya, H. S. (2022). Digital Finance Influence for
MSMEs in Indonesia. Proceedings Series on Social Sciences & Humanities, 7(Query
date: 2025-01-24 20:47:59), 16-18. https://doi.org/10.30595/pssh.v7i.467

Pasau, R. L., & Belgiawan, P. F. (2022). Business Strategy to Increase Sales Performance:
Case Study of a Mineral Water Product in Indonesia. International Journal of
Current Science Research and Review, 5(12). https://doi.org/10.47191/ijcsrr/v5-i12-
38

Pradnyawati, N. L. P. E., & Fristamara, Y. (2024). Digital Marketing Strategies to Enhance
Visibility and Sales of MSMEs: A Case Study at KWT Kuncup Mekar.
INTERNATIONAL JOURNAL OF MULTIDISCIPLINARY RESEARCH AND ANALYSIS, 7(12).
https://doi.org[10.47191/ijmra/v7-i12-38

Ramadhani, F. A., & Takarini, N. (2023). The Role of Brand Image and Brand Awareness
in Micro, Small, and Medium Enterprises (MSMEs) Toward Tiktok Social Media
Marketing Activities. JOURNAL OF ECONOMICS, FINANCE AND MANAGEMENT
STUDIES, 6(12). https://doi.org/10.47191/jefms/v6-i12-39

278



Safrida, E., Gultom, S. A., Hasibuan, R. P. S., Purnami, S., Fitria, A., & Susilawati, S. (2024).
Analysis of Increasing Product Sales Value Through Sustainable Business
Planning in MSMEs in Medan City. Journal of Social Research, 3(5).
https://doi.org/10.55324/josr.v3i6.2109

Smith, A. (2020). Increasing in-store sales through creative omni-channel digital and
social media marketing strategies: Case study of HobbyTown. Journal of Digital &
Social Media Marketing, 8(3), 202-202. https://doi.org/10.69554/tclr5074

Suhairi, Manurung, F. E., Sari, P. I., & Maulida, S. (2023). Analysis Of The Benefits Of Social
Media As A Medium Global Marketing In Increasing Product Sales Revenue.
International Journal of Economic Research and Financial Accounting (IJERFA), 1(2).
https://doi.org/10.55227/ijerfa.v1i2.25

Suwarno, ., Rahim, R., Aljanabi, M., Baballe, M. A., Tanane, O., Ahmad, I., & Rimban, E.
L. (2021). Education of Msmes in the Order of Improving Product Sales by Using
Digital Media in the Middle of the Covid-19 Pandemic. Jurnal Pengabdian Dan
Pemberdayaan Masyarakat Indonesia, 1(9), 385-393.
https://doi.org[10.59247/jppmi.v1i9.45

Tatik, T., & Setiawan, D. (2024). Does social media marketing important for MSMEs
performance in Indonesia? Asia Pacific Journal of Marketing and Logistics, 37(1),
99-114. https://doi.org/10.1108/apjml-01-2024-0090

Wekke, I. S. (2020). Desain Penelitian Kualitatif. Query date: 2024-05-25 20:59:55.
https://doi.org/10.31219/0sf.i0/4q8pz

279



