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ABSTRACT 

	
Aims: The main aim of this study is to explore effective digital marketing strategies for micro, small, and medium enterprises (MSMEs) in Papua, with a particular focus on overcoming challenges related to infrastructure and digital literacy. The study also seeks to highlight local initiatives that can serve as models for inclusive and sustainable digital marketing practices in the region.
Place: The research was conducted in Jayapura City and Mimika Regency, two areas representing urban and resource-based economic activities in Papua. 
Methodology: This study employed a descriptive qualitative approach. Primary data was obtained through semi-structured interviews and focus group discussions with selected MSME actors across different sectors, including handicrafts, food and beverages, and local service industries. Secondary data was collected from government reports, academic publications, and policy documents related to digital economy development in Papua. The collected data was then analyzed thematically to identify key challenges, opportunities, and strategies in digital marketing adoption.
Results: The study finds that technology adoption among MSMEs in Papua is still limited, with most relying on traditional marketing due to poor internet access and low digital literacy. Some entrepreneurs, particularly in Jayapura, use platforms like Facebook, Instagram, and WhatsApp Business, showing the potential of digital tools. Local initiatives such as online marketplaces and training programs led by universities and NGOs demonstrate encouraging progress, though infrastructure gaps and limited skills remain major barriers. Moreover, gaps in digital literacy continue to hinder MSME actors from fully optimizing digital platforms for business growth, indicating a strong need for continuous training and mentoring.
Conclusion: The research concludes that while MSME digitalization in Papua is at an early stage, it has strong potential if supported by targeted interventions. Strengthening digital literacy programs, improving internet infrastructure, and fostering collaboration between government, private sector, and local communities are crucial steps. These efforts will enhance MSME competitiveness and promote more inclusive economic development in Papua.



Keywords: Marketing strategy, Digital era, MSMEs, Papua, Digitalization 



1. INTRODUCTION 

The development of digital technology has changed various aspects of life, including in the world of business and marketing. In today's digital era, marketing strategies have undergone a transformation from a conventional approach to an information technology-based approach. Kotler and Keller (2016) state that marketing is a social and managerial process in which individuals and groups obtain what they need and want through the creation and exchange of valuable products. In this context, digital technology is a new means of creating such value more widely and efficiently. Recent studies also emphasize that digital transformation has become a critical driver for MSME competitiveness, although challenges persist in terms of adoption and sustainability (Purnomo, Nurmalitasari, & Nurchim, 2024; Abdillah, 2023).
Papua, as one of the regions that has abundant cultural wealth and natural resources, is inseparable from the impact of digitalization. However, infrastructure challenges, limited internet access, and low digital literacy are obstacles to the implementation of digital marketing strategies to the maximum in this region. According to Chaffey and Ellis-Chadwick (2019), digital marketing involves a variety of activities that use the internet and digital media to reach customers more effectively. This includes the use of social media, search engine optimization (SEO), email marketing, and other interactive content that requires connectivity and basic digital skills. In Indonesia’s remote regions, similar barriers have been observed, where MSMEs’ digital adoption strongly depends on infrastructure readiness and community support mechanisms (Purike, 2025).
In practice, MSMEs in Papua have begun to utilize simple digital platforms such as WhatsApp, Facebook, and Instagram to introduce their products, particularly in the food, handicraft, and service sectors. Although their adoption remains limited, these practices illustrate the potential of digital media to help entrepreneurs expand market reach, strengthen branding, and connect directly with consumers. The gradual use of these platforms also shows that local businesses are open to technological innovation, even though they face constraints related to knowledge and infrastructure. This condition mirrors broader findings in Indonesia where inclusive digital ecosystems—built through collaboration between government, private sector, and civil society—are crucial for sustaining MSME transformation (Aminullah et al., 2024).
To accelerate this process, digital marketing strategies in Papua must also be supported by institutional and community-based efforts. Government programs in digital economy development, collaboration with private sector platforms, and the role of higher education in providing training can play a decisive role in strengthening the capacity of local entrepreneurs. Initiatives such as the BAKTI DNA Ecosystem (2024) have shown how integrated infrastructure and literacy programs can effectively bridge the digital gap in rural Indonesia, offering lessons that are highly relevant to Papua. Equally important, peer-to-peer learning among business actors—where early adopters share their experiences with other MSMEs—can reduce barriers to technology adoption and foster a supportive digital ecosystem.
Digital transformation presents a great opportunity for micro, small, and medium enterprises (MSMEs) in Papua to reach a wider market. However, adaptation to new technologies requires the right strategy, especially in Papua's unique geographical and socio-cultural context. Rogers' (2003) theory of innovation adoption emphasizes that the success of technology adoption is strongly influenced by five characteristics: relative superiority, compatibility, complexity, testability, and visibility of results. In the Papuan context, the level of compatibility between technology and local culture, as well as the level of complexity in the use of technology, are two important factors that affect the success of marketing digitalization.
The geographical condition of Papua, which consists of remote areas with difficult transportation access, also affects product distribution and promotion. Therefore, digitalization can be a solution to expand the market while reducing logistical barriers. However, this can only be realized if there is a marketing strategy that is in accordance with local conditions and supported by various parties, both government, private, and community. Not only in terms of technology, but digital marketing strategies also need to consider elements of culture, local language, and social values of the Papuan people. A marketing approach that is insensitive to local culture can lead to resistance or even rejection from the community. Therefore, a deep understanding of the characteristics of local consumers is crucial in designing digital campaigns that are effective and accepted by the local community. Based on these conditions, the main research problem of this study lies in how MSMEs in Papua can adopt digital marketing effectively despite the limitations of infrastructure and digital literacy. The purpose of this study is to identify the strategies, challenges, and local initiatives that support the digitalization of marketing in Papua, as well as to formulate recommendations for inclusive and context-specific approaches to strengthen MSME competitiveness in the digital era.

2. material and methods


This study employs a descriptive qualitative approach to explore the opportunities and challenges of digital marketing adoption among MSMEs in Papua. The qualitative method was chosen to gain a deep understanding of the perceptions, experiences, and strategies of local business actors in the process of adapting to digital technology.
Data were collected through three main techniques. First, in-depth interviews were conducted with 20 MSME actors operating in various sectors, such as handicrafts, food and beverages, and services, in Jayapura City and Mimika Regency. The interviews aimed to capture their knowledge, practices, and constraints in implementing digital marketing. Second, participatory observation was carried out by directly observing the digital marketing activities of these MSMEs, including their use of social media, online catalogs, and digital communication tools. Third, a documentation study was conducted by analyzing digital promotional materials, social media content, and government or institutional reports related to MSME development and digitalization in Papua.
The research was conducted in Jayapura City and Mimika Regency between January and April 2025, representing both an urban center and a resource-based economic area. The choice of these locations was intended to reflect diverse local contexts of MSME activity in Papua.
For data analysis, the study applied a thematic analysis technique, where interview transcripts, observation notes, and documentation were systematically coded and categorized. This process enabled the identification of recurring patterns, key challenges, and emerging strategies related to digital marketing adoption. The findings were then synthesized to provide insights into how digital transformation can be developed in line with Papua’s unique socio-cultural and infrastructural conditions.
To ensure the validity and reliability of the findings, this research applied triangulation of data sources and methods. The use of interviews, observations, and documentation allowed the researcher to cross-check and confirm the consistency of information. Member checking was also conducted by sharing preliminary results with selected MSME participants to validate interpretations and ensure that their perspectives were accurately represented.
Ethical considerations were carefully maintained throughout the research process. Participation was entirely voluntary, and informed consent was obtained from all respondents before data collection. Anonymity and confidentiality were guaranteed by assigning codes to each participant and avoiding disclosure of sensitive business information. These measures were taken to respect the rights of participants and to foster trust during the interviews and observations.
Finally, the methodological choice of a qualitative descriptive approach was intended not only to capture empirical data but also to reflect the contextual nuances of Papua. Unlike purely quantitative approaches, which may overlook cultural, linguistic, and social dynamics, this method enabled the researcher to engage with MSME actors in a participatory manner. The depth of qualitative insights is expected to contribute to policy recommendations and practical strategies that are more responsive to the real needs of business actors in Papua.

3. results and discussion

3.1 Digital Adoption Rate by MSMEs in Papua
Field data collected from in-depth interviews and participatory observations indicate that the adoption rate of digital marketing strategies among MSMEs in Papua is still relatively low. Many business actors continue to rely on conventional methods, such as word-of-mouth promotion and physical sales in local markets, rather than utilizing websites, marketplaces, or social media. Documentation analysis of MSME social media content confirms that only a small proportion of businesses actively manage digital platforms, and even then, their usage remains sporadic and unstructured. The main factors behind this low adoption rate are limited digital literacy, lack of structured training, and poor internet infrastructure, particularly in rural and remote areas.
These findings are in line with Bahtiar, et al. (2025), who demonstrated that MSME digital adoption in disadvantaged areas depends strongly on infrastructure readiness and access to training. Interpreted through Rogers’ (2003) Innovation Adoption Theory, the situation in Papua shows that the complexity of digital tools and the limited compatibility of technology with local contexts hinder diffusion. This aligns with Cham et al. (2022), who emphasize that while digitalization has transformed contemporary marketing practices globally, its successful adoption requires contextual strategies and readiness across technological, organizational, and cultural dimensions. For most MSME actors, digital marketing still feels “difficult” and “unfamiliar,” thus slowing down their decision to adopt.
3.2 Local Initiatives and Digitalization Potential
Despite these challenges, interview and observation data reveal that there are promising local initiatives. Youth business groups in Jayapura, for example, have begun to use Instagram and TikTok consistently to promote handicrafts, while culinary entrepreneurs in Mimika collaborate with online motorcycle taxi services for distribution. These initiatives illustrate that some MSME actors—particularly younger entrepreneurs with higher digital exposure—recognize the relative advantage (Rogers, 2003) of digital marketing compared to traditional methods.
This pattern reflects Kotler and Keller’s (2016) STP framework. These youth-led initiatives segment their market toward younger consumers, target audiences who are active online, and position their products as modern yet rooted in Papuan identity. Documentation of their digital catalogs and posts shows creative use of visual storytelling to strengthen branding. Such cases illustrate the digitalization potential in Papua, where early adopters can act as role models to encourage broader adoption.
3.3 Structural Barriers: Infrastructure and Human Resources
The analysis also highlights deep structural obstacles that hinder the scaling of digital adoption. These include limited internet infrastructure, high costs of digital devices, and low levels of digital literacy and formal education among business actors. Respondents in remote districts expressed frustration about unstable internet signals, while others pointed out that smartphones or laptops remain financially out of reach.
These findings resonate with Meylani and Santoso (2023
), who found that regions with low digital infrastructure development indices exhibit significant gaps in MSME technology adoption. The obstacles observed in Papua directly align with the digital ecosystem model (World Bank, 2016), which emphasizes the interplay of infrastructure, human capital, and institutional support. Without addressing these structural barriers, even motivated entrepreneurs may be unable to sustain digital practices.
3.4 Cultural Sensitivity in Digital Marketing
Another key finding from interviews is the importance of cultural sensitivity. Several respondents emphasized that local consumers trust information conveyed through familiar social channels such as churches, traditional markets, and respected community leaders. Documentation analysis also revealed that MSME campaigns using Papuan language and symbols received higher engagement compared to those using generic content.
This confirms Rialisnawati’s and Kalsum (2024) finding that consumer behavior in Papua is strongly influenced by traditional values, social closeness, and endorsements from local figures. It also aligns with Hofstede’s (2010) theory of socio-cultural context in marketing, which underscores the role of cultural values in shaping consumer responses. Thus, digital strategies in Papua must follow a glocal approach—leveraging global digital tools while embedding local cultural and linguistic values. Marketing that ignores these aspects risks rejection and alienation.
3.5 The Role of Government and Multistakeholder Collaboration
Data from interviews consistently highlight MSME expectations for external support. Entrepreneurs expressed the need for regular digital marketing training, subsidized or free internet access in business areas, and the creation of local e-commerce platforms tailored to indigenous communities. These aspirations illustrate the importance of multi-stakeholder collaboration, as no single actor can address the challenges alone.
These results reinforce the World Bank’s (2016) concept of a digital ecosystem, where infrastructure, policies, education, and private-public partnerships must work in synergy. They also support Hasbiah’s, et al. (2024) findings in 3T regions, which emphasized the role of companion institutions that connect MSMEs with digital opportunities. In Papua, universities, NGOs, and local government units could take on this intermediary role to ensure that MSMEs receive sustained assistance rather than one-off interventions.
3.6 Future Opportunities and Strategies
Synthesizing the findings with the theoretical framework, several strategies emerge to strengthen digital marketing among MSMEs in Papua. First, adopting Kotler and Keller’s (2016) marketing mix (4Ps) in a localized manner is essential—products should highlight Papuan identity, pricing must remain accessible, distribution channels should blend online and offline networks, and promotions must use culturally relevant content. Second, drawing on Rogers’ (2003) theory, training programs should reduce perceived complexity and allow for trialability by encouraging MSMEs to experiment with digital tools in small, low-risk ways. Third, following Hofstede (2010), campaigns must use local languages, stories, and symbols to enhance cultural resonance. Finally, guided by the World Bank (2016), ecosystem development should focus on infrastructure improvement, digital literacy training, and multi-stakeholder partnerships.
With these integrated strategies, digitalization can become more than an economic tool; it can also act as a medium for cultural preservation and community empowerment in Papua. By combining global technological advances with local wisdom, MSMEs in Papua can gradually build resilience and competitiveness in the digital era. 

To strengthen the analytical rigor of this study, the discussion is synthesized into a structured mapping that connects the empirical findings with the data sources and theoretical frameworks used. This approach ensures that each theme identified—ranging from low adoption of digital tools to the emergence of youth-led initiatives, structural challenges, and the importance of cultural adaptation—is not only supported by evidence from interviews, observations, and documentation but also anchored within established marketing and innovation theories. By doing so, the study highlights how local realities in Papua intersect with broader theoretical perspectives on digital transformation. The following table summarizes these connections and provides a clearer foundation for deriving conclusions and policy implications.

Table 1. Summary of Findings, Data Sources, and Theoretical Linkages
	Key Finding
	Evidence (Data Source)
	Relevant Theory/Framework
	Interpretation

	Low digital adoption among MSMEs
	Interviews: MSMEs still rely on word-of-mouth and physical markets. Documentation: Sparse and inconsistent use of social media.
	Rogers (2003) – Diffusion of Innovation (complexity & compatibility).
	Low literacy and infrastructure make digital tools feel “difficult” and incompatible with local context, slowing adoption.

	Emergence of youth-led digital initiatives
	Observation: Young entrepreneurs using Instagram/TikTok. Documentation: Creative visual storytelling in catalogs.
	Kotler & Keller (2016) – STP (Segmentation, Targeting, Positioning). Rogers (2003) – Relative advantage.
	Early adopters demonstrate potential for wider digital diffusion by targeting younger, online-active consumers.

	Structural barriers: infrastructure & human capital
	Interviews: Complaints about poor internet and high device costs. Observation: Limited training access in remote areas.
	World Bank (2016) – Digital Ecosystem. Siahaan & Manurung (2021) – digital divide in 3T regions.
	Infrastructure and literacy gaps prevent scaling, reinforcing inequality in digital participation.

	Importance of cultural sensitivity
	Interviews: Trust shaped by churches, markets, and leaders. Documentation: Local-language campaigns get higher engagement.
	Hofstede (2010) – Cultural dimensions in marketing. Wambrauw (2019) – local trust networks.
	Digital strategies must embed Papuan cultural identity and language to gain legitimacy and resonance.

	Need for government and multistakeholder support
	Interviews: Requests for training, subsidies, and tailored platforms. Observation: MSMEs depend on external facilitation.
	World Bank (2016) – Ecosystem model. Rohmana & Harahap (2022) – role of intermediaries.
	Digital ecosystem requires collaboration across government, NGOs, universities, and private sector to sustain MSME support.

	Future strategies for digital transformation
	Synthesized from data & theory.
	Kotler & Keller (2016) – 4Ps marketing mix. Rogers (2003) – trialability & observability. Hofstede (2010) – cultural resonance.
	Blended strategies (global tools + local wisdom) can strengthen MSME competitiveness and resilience.





4. Conclusion

Marketing digitalization offers significant opportunities for the development of micro, small, and medium enterprises (MSMEs) in Papua, particularly in overcoming geographical barriers and expanding market reach. However, the adoption of digital technology in the region remains relatively low, primarily due to limitations in infrastructure, the high cost of devices, and low levels of digital literacy. The findings of this study indicate that MSME actors in Papua have not yet fully optimized the use of digital platforms in their marketing strategies. These constraints are further compounded by limited internet access and insufficient training tailored to the socio-cultural context of local communities. Despite these challenges, there are promising signs of digitalization emerging from grassroots initiatives, especially among the younger generation, who are more adaptive to technology and eager to leverage it for business promotion. This reflects that opportunities for digital marketing in Papua remain wide open, provided that supportive and context-sensitive strategies are implemented. Moreover, the study underscores that successful digital marketing strategies in Papua must not only focus on technological tools but also consider the socio-cultural realities of the region, such as the use of local language, adherence to customary values, and the importance of community proximity. These factors are critical to ensuring broader acceptance and sustainability of digital adoption. Finally, the findings confirm that collaboration among government, private actors, and local communities is indispensable in creating an inclusive and sustainable digital ecosystem.
In line with these findings, several recommendations are proposed to strengthen digital marketing practices in Papua. First, there is an urgent need to improve local digital literacy. This can be achieved through community-based training programs organized by local governments, universities, and NGOs, which should use local languages and culturally relevant approaches to enhance effectiveness. Second, the development of equitable digital infrastructure is essential. Expanding internet access to remote and inland areas with strong economic potential requires strategic interventions from both the state and private sector. Third, MSME actors should be encouraged to utilize social media more effectively, highlighting Papua’s rich cultural identity and natural resources as unique marketing strengths. Fourth, involving local leaders and indigenous institutions in the implementation of digital marketing strategies will enhance trust, acceptance, and broader participation within communities. Fifth, the establishment of local e-commerce platforms tailored to the needs and characteristics of the Papuan market is necessary to ensure accessibility and usability for business actors across diverse contexts. Finally, continuous mentoring must be provided through locally based institutions capable of guiding MSMEs in developing digital strategies, creating content, and evaluating the impact of their marketing campaigns. Collectively, these recommendations emphasize that digital marketing in Papua requires not only technological solutions but also cultural sensitivity, community empowerment, and sustained institutional support to achieve meaningful transformation. [
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