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The Role of Digital Marketing in Promoting the Internationalization of SMEs in the Digital Economy Era: A Case Study of Cassava Chip Businesses in Trenggalek





ABSTRACT 
	
Aims: This study aims to analyze the role of digital marketing in encouraging the internationalization of small and medium enterprises (SMEs) in the digital economy era, with a focus on cassava chips businesses in Trenggalek Regency, Indonesia. The study also seeks to identify the opportunities and challenges faced by SMEs in utilizing digital platforms to reach international markets.
Study Design: This research uses a qualitative approach with a case study design to explore in depth the digital marketing practices and internationalization strategies of SMEs.
Place and Duration of Study: The study was conducted in Trenggalek Regency, East Java, Indonesia, which is known for its local cassava chips industry. 
Methodology: Data were collected through in-depth interviews with cassava chips SME owners, direct observation of digital marketing activities, and documentation analysis from social media and e-commerce platforms used by the businesses. The collected data were analyzed using thematic analysis to identify patterns related to digital marketing practices and SME internationalization processes.
Results: The findings indicate that digital marketing plays a significant role in expanding market access for SMEs. Platforms such as Instagram, Facebook, and online marketplaces enable SMEs to promote their products beyond local markets and reach potential international customers. However, several challenges remain, including limited digital marketing skills, lack of knowledge about export procedures, and logistical constraints related to international shipping.
Implication: This study enriches the literature in Digital Marketing and SME internationalization by offering several key contributions. First, it demonstrates that conventional internationalization models, which emphasize gradual market entry, are increasingly being challenged in the digital economy. The presence of digital platforms allows SMEs to access global markets more rapidly, reflecting a shift toward accelerated or born-global patterns. Second, the findings underline the importance of digital capabilities as a critical component of firm competitiveness. Digital marketing tools—such as social media, search engine optimization, and online marketplaces—are no longer supplementary, but rather essential strategic assets for SMEs seeking international expansion.
Conclusion: Digital marketing serves as a strategic tool that facilitates the internationalization of SMEs by increasing product visibility and enabling direct interaction with global consumers. Strengthening digital capabilities, improving export knowledge, and providing institutional support are essential to maximize the potential of SMEs to compete in international markets.
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INTRODUCTION 

Small and medium-sized enterprises (SMEs) play a crucial role in economic development, particularly in developing countries. SMEs contribute significantly to employment creation, innovation, and economic growth (OECD, 2019). In Indonesia, SMEs account for more than 99% of all business units and contribute over 60% to the national Gross Domestic Product (GDP). Despite their importance, many SMEs still face challenges in accessing international markets. Limited resources, lack of international market knowledge, and restricted access to global networks often hinder SMEs from participating in international trade (Knight & Liesch, 2016). Traditional internationalization models suggest that firms gradually expand their operations abroad through incremental learning and increased market commitment (Johanson & Vahlne, 2009). However, the emergence of digital technologies has transformed the internationalization process of firms. Digital platforms allow SMEs to reach global customers more efficiently and with lower costs compared to traditional market entry methods (Nambisan et al., 2019). Through digital marketing strategies, SMEs can promote products, build brand awareness, and interact with international consumers without the need for physical presence in foreign markets. Digital marketing refers to the use of digital channels such as social media, search engines, websites, and online marketplaces to promote products and services (Chaffey & Ellis-Chadwick, 2019). In the context of SMEs, digital marketing provides opportunities to compete with larger firms by leveraging digital platforms that offer global exposure. One example of SMEs that have the potential to expand into international markets is the cassava chips industry in Trenggalek, East Java. Cassava chips are a popular traditional snack made from locally sourced cassava. With proper branding, packaging, and digital promotion strategies, this product has the potential to penetrate global markets, particularly among consumers interested in ethnic and traditional food products. 
The cassava chip industry in Trenggalek represents a typical example of local SMEs with strong potential for internationalization. Cassava chips are a traditional snack product with unique taste and cultural value, making them competitive in niche international markets. However, most cassava chip businesses in Trenggalek still rely on conventional marketing methods and local distribution channels, which limit their market reach and growth potential. The integration of digital marketing strategies could significantly enhance their competitiveness by enabling wider market exposure, improving branding, and increasing sales performance. Previous studies have highlighted the importance of digital marketing in enhancing SME performance and competitiveness. For instance, Tiago and Veríssimo (2014) emphasize that digital marketing allows firms to create value through customer engagement and personalized communication. Similarly, Taiminen and Karjaluoto (2015) find that digital marketing adoption positively influences SME growth and market expansion. However, there is still a limited number of studies focusing specifically on the role of digital marketing in promoting SME internationalization in rural or semi-urban contexts, particularly in Indonesia. This indicates a research gap that needs to be addressed. This study aims to examine the role of digital marketing in facilitating the internationalization process of SMEs, focusing on cassava chips businesses in Trenggalek. Specifically, the study addresses the following research questions: How do SMEs utilize digital marketing in promoting their products? How does digital marketing support the internationalization process of SMEs?What challenges do SMEs face in using digital marketing to reach international markets?
2. Literature Review
2.1 Digital Economy and SMEs
The digital economy refers to economic activities that rely on digital technologies and internet-based platforms (Bukht & Heeks, 2017). The growth of digital infrastructure has transformed business processes, enabling firms to operate more efficiently and access global markets.For SMEs, digital technologies reduce entry barriers to international markets by enabling online communication, digital marketing, and e-commerce transactions. According to the OECD (2021), digitalization allows SMEs to overcome traditional limitations such as geographic distance and limited marketing budgets. The development of the digital economy has transformed the global business landscape by positioning digital technology as a key enabler in production, distribution, and marketing activities. Digital transformation encompasses not only the adoption of technology but also changes in business models and the creation of new value (Verhoef et al., 2021). In the context of SMEs, digitalization offers opportunities to improve operational efficiency, expand market access, and significantly enhance competitiveness. According to the OECD (2021), digitalization enables SMEs to reduce transaction costs, improve access to information, and expand their global business networks. However, the rate of digital adoption among SMEs remains uneven, particularly in non-metropolitan areas, which often face limitations in infrastructure, digital literacy, and human resources. This indicates that digital transformation is not merely a technological matter but also depends on organizational readiness and the business environment.
2.2 Digital Marketing and SMEs
Digital marketing is the use of digital technology and online platforms to promote products, build relationships with customers, and create business value (Chaffey & Ellis-Chadwick, 2019). For SMEs, digital marketing is a key strategy due to its relatively low cost and its ability to reach a wider market compared to traditional marketing.Digital marketing involves the use of digital technologies to promote products and build relationships with customers. Chaffey and Ellis-Chadwick (2019) describe digital marketing as a strategic approach that integrates digital channels with marketing strategies to deliver value to customers. However, many SMEs still use digital marketing in an operational rather than a strategic manner. This means that their use of social media or online marketplaces is not yet fully geared toward global market penetration, but rather toward boosting local sales. This highlights a gap between the potential and the actual implementation of digital marketing within SMEs.Research by Taiminen and Karjaluoto (2015) shows that the use of digital marketing among SMEs is influenced by digital competence, business objectives, and perceived benefits. Meanwhile, Tiago and Veríssimo (2014) emphasize that digital marketing can enhance customer engagement, brand awareness, and customer loyalty. 
Common digital marketing tools include social media marketing is the use of social networking platforms such as Instagram, Facebook, and TikTok to promote products, build brand awareness, and interact with customers. It allows businesses to create engaging content, communicate directly with consumers, and develop long-term relationships.Search engine optimization (SEO) refers to techniques used to improve a website’s ranking on search engines such as Google Search. SEO involves optimizing website content, keywords, and structure so that it appears in top search results when users look for related products or services.Content marketing involves creating and sharing valuable, relevant, and consistent content such as blogs, videos, articles, and infographics to attract and retain customers. The goal is not only to sell but also to educate and build trust with the audience. Online advertising refers to paid promotional activities on digital platforms, including ads on search engines, social media, and websites. Examples include Google Ads, social media ads, and display banners and the last is E-commerce platforms are online marketplaces where businesses can sell products directly to consumers, such as Tokopedia, Shopee, and Lazada. These platforms facilitate transactions, payments, and logistics.These tools enable businesses to target specific consumer segments and monitor marketing performance in real time.For SMEs, digital marketing offers several advantages, including cost efficiency, broader market reach, and improved customer engagement (Tiago & Veríssimo, 2014).

2.3 SME Internationalization
SME internationalization refers to the process by which small and medium-sized enterprises (SMEs) expand their business activities beyond domestic markets to engage in international markets. This process may include exporting products, forming international partnerships, participating in global value chains, or utilizing digital platforms to reach customers across borders (Knight & Cavusgil, 2004).Traditionally, internationalization was viewed as a gradual and sequential process, as described in the Uppsala model, where firms expand incrementally from domestic to nearby foreign markets based on accumulated knowledge and experience (Johanson & Vahlne, 1977). However, with the advancement of globalization and digital technologies, SMEs are now able to internationalize more rapidly, even from their early stages of development. This phenomenon is often referred to as “born global firms,” which are characterized by early and proactive involvement in international markets (Knight & Cavusgil, 2004).In the context of the digital economy, internationalization has become more accessible to SMEs due to the reduction of traditional barriers such as geographic distance, high transaction costs, and limited market information. Digital technologies enable SMEs to promote products, communicate with international customers, and conduct cross-border transactions without the need for physical presence in foreign markets (Autio & Zander, 2016). As a result, SMEs can leverage digital tools to accelerate their entry into global markets and enhance their competitiveness. However, SME internationalization is not without challenges. SMEs often face internal and external constraints, including limited financial resources, a lack of managerial expertise, insufficient knowledge of international markets, and regulatory barriers (OECD, 2019). In addition, the success of internationalization depends on several key capabilities, such as innovation capability, networking ability, and strategic orientation (Cavusgil & Knight, 2015). These capabilities enable SMEs to adapt to different market conditions, meet international standards, and sustain their competitive advantage.
Furthermore, recent studies emphasize the role of digitalization and digital marketing as important enablers of SME internationalization. Digital platforms allow SMEs to build brand awareness, expand market reach, and directly engage with global consumers, thus facilitating faster and more efficient international expansion (Verhoef et al., 2021). Nevertheless, the effectiveness of digital-driven internationalization depends on how well SMEs integrate digital strategies with their overall business models.In conclusion, SME internationalization is a dynamic and strategic process influenced by both internal capabilities and external environmental factors. In the digital economy era, digital technologies and marketing tools play a crucial role in enabling SMEs to overcome traditional barriers and participate more actively in global markets.
Recent studies suggest that digital platforms enable SMEs to internationalize faster through online channels, reducing the need for physical presence in foreign markets (Autio & Zander, 2016).

2.4 Digital Marketing and SME Internationalization
Digital marketing has become an important driver of SME internationalization. Digital platforms enable SMEs to reach international consumers, build global brands, and participate in global value chains.Verhoef et al. (2021) argue that digital transformation reshapes business models by integrating digital technologies into organizational processes. For SMEs, digital marketing serves as a gateway to international markets by enhancing visibility and improving customer engagement.Moreover, digital platforms allow SMEs to collect data on customer behavior, enabling them to tailor marketing strategies for different markets.Digital marketing plays a critical role in facilitating the internationalization of small and medium-sized enterprises (SMEs), particularly in the era of the digital economy. It refers to the use of digital channels such as social media, search engines, e-commerce platforms, and online advertising to promote products, communicate with customers, and expand market reach (Chaffey & Ellis-Chadwick, 2019). For SMEs, digital marketing provides a cost-effective and flexible approach to overcome traditional barriers associated with international expansion.
One of the primary contributions of digital marketing to SME internationalization is its ability to reduce information asymmetry and transaction costs. Through digital platforms, SMEs can access global market information, identify potential customers, and engage in cross-border transactions without requiring a physical presence in foreign markets (Autio & Zander, 2016). This significantly lowers entry barriers and enables even resource-constrained SMEs to participate in international markets.Moreover, digital marketing enhances brand visibility and customer engagement on a global scale. Social media platforms, websites, and online marketplaces allow SMEs to showcase their products to international audiences, thereby increasing brand awareness and credibility. According to Tiago and Veríssimo (2014), digital marketing enables firms to build interactive relationships with customers, which is essential for gaining trust in foreign markets. Increased brand awareness is a key factor that influences customers’ purchase decisions and facilitates market entry.In addition, digital marketing contributes to market expansion by enabling SMEs to reach geographically dispersed customers. E-commerce platforms, in particular, serve as important channels for cross-border trade, allowing SMEs to sell products internationally with relatively low operational costs (OECD, 2021). This expands the market reach of SMEs beyond local and national boundaries, thereby supporting their internationalization efforts.However, the relationship between digital marketing and SME internationalization is not always direct. Several studies suggest that digital marketing influences internationalization through mediating factors such as brand awareness, market reach, and competitive advantage (Verhoef et al., 2021). This implies that simply adopting digital tools is not sufficient; SMEs must strategically utilize digital marketing to create value and achieve sustainable growth in international markets.
Despite its potential, SMEs often face challenges in leveraging digital marketing for internationalization. These challenges include limited digital skills, lack of strategic orientation, and insufficient understanding of international consumer behavior (OECD, 2019). As a result, many SMEs use digital marketing primarily for domestic purposes rather than as a tool for global expansion
3. Research Methodology
3.1 Research Design
This study adopts a qualitative research approach using a case study method to explore in depth how digital marketing contributes to the internationalization of SMEs. A qualitative approach is considered appropriate because it allows researchers to understand complex phenomena, behaviors, and strategies within their real-life context (Yin, 2018).The case study method is particularly suitable for investigating contemporary issues where the boundaries between phenomenon and context are not clearly evident. In this research, the focus is on cassava chip SMEs in Trenggalek, which represent local food-based enterprises with potential for digital-driven internationalization.The research was conducted in Trenggalek Regency, East Java, which is known for its traditional snack industries, particularly cassava chips SMEs.
3.2 Data Collection and Analysis
Data were collected through the following methods is In-depth interviews are Interviews were conducted with SME owners involved in cassava chips production. And then observation,Observation focused on the SMEs’ digital marketing activities on social media and e-commerce platforms. And tha last Documentation included marketing content, product catalogs, and online sales records.Thematic analysis is a qualitative data analysis method used to identify, analyze, and interpret patterns or themes within data. It allows researchers to systematically organize large amounts of qualitative data—such as interview transcripts—into meaningful categories In this study, thematic analysis is employed to examine how digital marketing contributes to SME internationalization by identifying recurring patterns from interviews, observations, and documentation. The Steps of Data reduction refer to the process of selecting, simplifying, and transforming raw data into a more manageable form. At this stage, the researcher carefully reviews all collected data (e.g., interview transcripts) and performs coding, which involves assigning labels or codes to important statements or segments of data. Data display involves presenting the categorized data in a structured and organized way to facilitate interpretation. At this stage, categories are further developed into themes, which represent broader patterns or concepts emerging from the data, and the last Conclusion, Drawing and Interpretation.
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According to the text about digital marketing is a key driver of SME competitiveness and internationalization in the digital economy. By leveraging digital tools, SMEs can overcome traditional barriers, access global markets, and integrate into global value chains. However, further research is needed to explore its role in specific sectors and local contexts, particularly in developing countries.

Table 1-Review Journal 
	No
	Tittle
	Author
	Variable
	Method/Analysis 
	Result

	1.
	Internet and SMEs’ Internationalization: The Role of Platform and Website
	Jean & Kim (2020)
	Internet capability, platform capability, export performance, internationalization
	Quantitative (SEM / regression)
	Internet capabilities (platforms and websites) have a significant impact on the export capacity and international performance of SMEs

	2.
	Digital Platforms, Internal Digitalization, and SME Internationalization
	Zhang (2025)
	Digital platforms (commercial & social), internal digitalization, internationalization
	Quantitative analysis
	Digital platforms serve as both enablers and constraints in the internationalization of SMEs

	3.
	Digitalization and Internationalization of SMEs: A Systematic Literature Review
	Rosyidah et al. (2023)
	Digitalization, internationalization, export performance
	Bibliometric & content analysis
	Digitalization enhances opportunities for internationalization and opens up new topics such as digital transformation and export performance



Previous studies have emphasized the significant role of digital marketing and digital platforms in enhancing SME internationalization, mainly through quantitative approaches and cross-country analyses. However, most of these studies focus on firms that have already engaged in international markets and employ advanced digital capabilities. In contrast, this study provides a contextual and qualitative perspective by examining cassava chip SMEs in Trenggalek, Indonesia, which are still in the early stages of internationalization. Therefore, this research contributes by offering in-depth insights into how digital marketing is practically implemented and how it supports the initial process of SME internationalization in a developing country context.
4. Results
4.1 Digital Marketing Practices of Cassava Chips SMEs
The study reveals that cassava chips SMEs in Trenggalek actively utilize various digital platforms as part of their marketing strategies. These platforms include Instagram, Facebook, WhatsApp Business, Shopee, and Tokopedia. The adoption of these platforms reflects the growing importance of digital marketing in supporting SME competitiveness in the digital economy. Social media platforms such as Instagram and Facebook are primarily used to enhance brand visibility and customer engagement. Through visual content, product promotions, and interactive communication, SMEs are able to build closer relationships with consumers. This is consistent with the findings of Kaplan and Haenlein (2010), who emphasize that social media enables firms to create user-generated content and foster customer interaction. In the context of cassava chips SMEs, Instagram is often used to showcase product images, packaging, and promotional campaigns, while Facebook serves as a platform for broader audience reach and community engagement
WhatsApp Business plays a crucial role in facilitating direct and personalised communication between SMEs and customers. It allows businesses to respond quickly to customer inquiries, provide product information and handle orders efficiently. This aligns with the concept of relationship marketing, where direct interaction enhances customer satisfaction and loyalty (Chaffey & Ellis-Chadwick, 2019). E-commerce platforms such as Shopee and Tokopedia enable SMEs to expand their market reach beyond local boundaries. These platforms provide access to a wider customer base, integrated payment systems, and logistics support. According to Laudon and Traver (2021), e-commerce reduces entry barriers for SMEs and facilitates participation in digital markets. In this case, cassava chips SMEs can reach customers across different regions in Indonesia and potentially international markets. The use of digital platforms such as Instagram, Facebook, WhatsApp Business, Shopee, and Tokopedia demonstrates that cassava chips SMEs in Trenggalek have begun to adopt digital marketing strategies to enhance their market reach and customer engagement. This multi-channel approach not only improves competitiveness but also creates opportunities for SMEs to integrate into broader value chains in the digital economy.
4.2 Digital Marketing as a Gateway to International Markets
. Digital marketing has increasingly been recognized as a strategic gateway that enables firms, particularly SMEs, to access international markets. Unlike traditional marketing channels that require substantial financial and physical resources, digital marketing leverages online platforms to overcome geographical and institutional barriers. As part of Digital Marketing, this approach allows businesses to promote products, interact with global customers, and conduct transactions across borders efficiently. According to Chaffey and Ellis-Chadwick (2019), digital marketing integrates online communication tools, data analytics, and digital platforms to achieve marketing objectives, making it highly suitable for SMEs seeking international expansion.
SMEs often face significant constraints when entering international markets, including Limited financial resources, Lack of international networks, Information asymmetry, Regulatory complexity. Digital marketing helps mitigate these challenges by reducing marketing costs through social media and online advertising, providing access to global market information, and enabling direct communication with international customers.
4.3 Challenges in SME Internationalization
Internationalisation refers to the process by which firms expand their business activities beyond domestic markets. For SMEs, this process is often more complex due to limited resources and capabilities. In the field of International Business, SME internationalization is influenced by both internal and external constraints that hinder their ability to compete globally.According to OECD (2019), SMEs face disproportionately higher barriers compared to large firms when entering international markets, making international expansion a challenging strategic decision.There are many internal challenges like SMEs often lack sufficient capital to support export activities, including marketing, logistics, and compliance with international standards. Financial constraints restrict their ability to scale operations and compete globally, Many SME owners have limited knowledge of foreign markets, export procedures, and international regulations. This lack of expertise increases uncertainty and risk in internationalization (Johanson & Vahlne, 2009), Technological limitations hinder SMEs in adopting digital tools, improving production efficiency, and meeting global quality standards. This affects their competitiveness in international markets, SMEs often struggle to develop innovative products due to resource constraints, which reduces their ability to differentiate themselves in global markets. 
External Challenges like Entering international markets requires overcoming trade barriers such as tariffs, regulations, and certification requirements. SMEs often find it difficult to comply with these standards, SMEs must compete with established multinational corporations that have stronger resources, brand recognition, and global networks, Limited access to reliable market information makes it difficult for SMEs to identify opportunities and understand consumer preferences in foreign markets, In some developing countries, inadequate government support, infrastructure, and policy frameworks hinder SME internationalization, SMEs often lack access to international business networks, which are essential for entering global markets. According to the network theory of internationalization, relationships with partners, suppliers, and distributors play a crucial role in facilitating international expansion. SMEs face multiple challenges in internationalization, including limited financial resources, lack of managerial capabilities, technological constraints, and restricted access to global networks. These challenges are further intensified by external barriers such as market regulations and global competition, particularly in developing countries. Addressing these constraints is essential for enabling SMEs to successfully integrate into international markets and global value chains
5. Discussion
The findings indicate that digital marketing plays a significant role in facilitating SME internationalization. By utilizing digital platforms, SMEs can overcome traditional barriers such as limited market access and high marketing costs.This finding supports previous research suggesting that digital technologies accelerate the internationalization process of SMEs (Autio & Zander, 2016).The findings indicate that cassava-chip SMEs in Trenggalek have begun to use a portfolio of digital channels—Instagram, Facebook, WhatsApp Business, Shopee, and Tokopedia—to market their products. This is important because digitalization is no longer only a promotional option for SMEs; it is increasingly a basic capability for improving performance, innovation, productivity, and long-term competitiveness. OECD notes that digital technologies can help SMEs strengthen resilience, adapt business models, and compete more effectively, even though smaller firms often lag because of limited skills, awareness, and resources. From an internationalization perspective, the use of social media and online marketplaces suggests that these SMEs are starting to reduce the traditional barriers associated with entering foreign markets. Earlier internationalization research argued that the internet can serve as an alternative path to internationalization because it lowers the cost of reaching foreign customers and reduces dependence on conventional distribution systems. More recent evidence also shows that SMEs’ platform and website capabilities are positively associated with export marketing capabilities and export performance. In other words, digital marketing is not merely about visibility; it can build the very capabilities SMEs need to sell beyond domestic borders. 
In the Trenggalek case, Instagram and Facebook can be interpreted as tools for market visibility and brand storytelling. For food-based SMEs such as cassava-chip producers, visual platforms are especially useful because product appearance, packaging, flavor variants, and production authenticity can be communicated quickly to broad audiences. This supports what the digital internationalization literature calls the strategic role of digital tools in creating customer value and connecting firms to markets beyond their immediate geography. Thus, the study suggests that digital marketing helps these SMEs move from a purely local market orientation toward a more outward-looking, opportunity-seeking posture. WhatsApp Business appears to play a different but equally important role. While social media helps attract attention, messaging platforms help convert attention into orders, repeat purchases, and trust-based relationships. For SMEs, especially those with limited formal export infrastructure, direct communication is critical because it allows rapid responses to inquiries, negotiation with resellers, sharing catalogs, and after-sales service. This relational function matters in early internationalization because SMEs often lack strong foreign intermediaries and therefore rely on digital channels to simulate some of the coordination and customer-contact functions that larger firms perform through established networks. 
The use of Shopee and Tokopedia is also highly significant. Marketplace participation shows that digital marketing in this study is not limited to promotion; it extends to transactional internationalization readiness. Platform-based selling gives SMEs access to structured storefronts, payment systems, reviews, logistics support, and broader consumer reach. Research on SME internationalization through internet capabilities shows that platform capabilities can strengthen export marketing performance, while case-based evidence from Nordic SMEs demonstrates that digitalization helps firms address business-model challenges in value creation, delivery, and capture when expanding internationally. For cassava-chip SMEs, this means e-commerce platforms can become stepping stones toward broader market penetration, including cross-border opportunities, if product standards and logistics can be upgraded. At the same time, the findings should not be interpreted too optimistically. OECD emphasizes that many SMEs still face persistent digital transformation barriers, especially low awareness, skill shortages, financial constraints, and insufficient internal resources. The same issue likely applies to Trenggalek cassava-chip businesses: adopting digital platforms does not automatically produce internationalization unless firms also improve packaging, branding consistency, product information, customer service, and the ability to meet market and regulatory requirements. Digital presence may open the door, but international growth still depends on organizational readiness and execution quality. This leads to an important interpretation of the study: digital marketing should be viewed as a gateway, not a guarantee, of SME internationalization. The digital internationalization framework argues that strategic capabilities and customer value remain central even in online environments. Likewise, research on digitalization and SME internationalization shows there is no single universal solution; rather, firms must match specific digital activities to specific internationalization challenges. In the Trenggalek case, social media may address visibility, WhatsApp may address relationship management, and marketplaces may address sales conversion. Their combined use suggests a gradual, capability-building path toward international markets. Overall, the discussion implies that digital marketing has an enabling role in promoting the internationalization of cassava-chip SMEs in Trenggalek by expanding market reach, improving customer interaction, and creating more scalable selling channels. However, the degree to which this digital activity translates into actual internationalization will depend on complementary capabilities such as branding, product standardization, logistics, language adaptation, and managerial readiness. Therefore, the study supports the argument that in the digital economy era, SMEs do not internationalize only through physical expansion; they increasingly internationalize through digitally mediated visibility, relationships, and transactions. 
6. Conclusion
This study demonstrates that digital marketing plays a significant role in promoting the internationalization of SMEs in the digital economy era. The findings reveal that cassava chip SMEs in Trenggalek have actively utilized various digital platforms, including Instagram, Facebook, WhatsApp Business, Shopee, and Tokopedia, to enhance product promotion, customer engagement, and market reach.The study confirms that digital marketing serves as a strategic gateway to international markets by reducing traditional barriers such as limited resources, lack of market access, and geographical constraints. Through social media, SMEs are able to increase brand visibility and attract broader audiences, while messaging platforms facilitate direct communication and relationship building with customers. Furthermore, e-commerce platforms provide transactional capabilities that enable SMEs to expand beyond local markets and access wider, potentially global, customer bases.
However, the results also indicate that digital adoption alone is not sufficient to achieve full internationalization. SMEs still face several challenges, including limited digital capabilities, lack of international market knowledge, and constraints in meeting global standards. Therefore, digital marketing should be viewed as an enabling mechanism rather than a standalone solution, requiring complementary capabilities such as innovation, product quality improvement, and managerial readiness.In conclusion, this study highlights that digital marketing significantly contributes to SME competitiveness and internationalization by enhancing visibility, facilitating customer interaction, and enabling market expansion. Nevertheless, to maximize its impact, SMEs must integrate digital marketing with broader strategic efforts and institutional support. Future research is recommended to explore the integration of digital marketing with global value chain participation and innovation capability in order to provide a more comprehensive understanding of SME internationalization in developing countries.
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