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1. Introduction

ABSTRACT

This study explores the effectiveness of digital marketing
strategies, particularly viral content, in enhancing the
visibility and sustainability of micro, small, and medium
enterprises (MSMEs) in Surabaya City. This research
utilizes a descriptive qualitative approach, combining
literature review and stakeholder interviews as key data
collection methods. Interviews were conducted with key
MSME stakeholders in Surabaya to assess the
implementation and impact of digital marketing strategies
on business performance. The findings indicate that
digital marketing, especially through viral content, is
crucial in improving MSME visibility and long-term
sustainability. Viral content effectively captures
consumer attention, fosters online engagement, and
strengthens brand recognition, ultimately contributing to
business growth. This study offers valuable insights for
MSME owners, policymakers, and support institutions
seeking to optimize digital marketing strategies. Practical
recommendations include enhancing content creation
skills, fostering collaborations with local influencers, and
leveraging social media platforms for broader market
reach. These findings underscore the importance of
strategic  digital marketing in  ensuring the
competitiveness and resilience of MSMEs in an
increasingly digitalized business environment.

© 2024 The Author(s). Published by International
Ecsis Association. This is an open access article under the
Creative Commons Attribution-ShareAlike 4.0
International License.

In the current era of globalization and rapidly developing information technology, the Micro, Small,
and Medium Enterprises (MSMESs) sector plays a crucial role in the local and national economy.
Micro, small, and medium-sized enterprises (MSMESs) represent a significant portion of the global
economy, contributing substantially to employment and economic growth. The COVID-19 pandemic
presented unprecedented challenges to MSMEs worldwide, forcing many to adapt rapidly to survive
(Gao et al., 2023). Through online channels, MSMEs can scale operations and enhance revenue
(Purba et al., 2021). Digital marketing enhances MSME growth by boosting turnover, expanding
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business size, and strengthening managerial competencies (Hossain et al., 2022; Sumarlinah et al.,
2022; Ulkhair et al., 2023). Small businesses utilize digital marketing to enhance growth, leveraging
technology acceptance and strategic engagement (Basri et al., 2023; Ritz et al., 2019). Digital
marketing strategy, innovation, and leadership drive SME competitiveness and sustainability in
developing markets (Chinakidzwa & Phiri, 2020).

Surabaya has shown positive digital infrastructure. The rapid adoption of information
technology, the availability of adequate internet access, and the active participation of the
community in digital platforms provide opportunities for MSMEs to utilize digital marketing
strategies. As an integral part of the city's diverse economy, MSMEs in Surabaya face significant
challenges and opportunities. Surabaya fosters MSME growth, enhancing economic activities,
community empowerment, and quality of life in housing developments (Rahmawati et al., 2018).
Surabaya MSMEs transform digital engagement through mobile commerce and process innovation,
reshaping global market access and competitive advantage while competitive strategies further
enhance performance in the culinary sector (Nayati Utami et al., 2019; Pusung et al., 2023).
Surabaya SMEs thrive through entrepreneurial leadership, good governance, and effective business
process management (Usman et al., 2020).

Since the outbreak of the Covid-19 pandemic, the city of Surabaya has witnessed a dramatic
transformation in its business ecosystem, particularly in the growth rate of MSMEs and sales
through digital platforms. This transformation provides a positive boost to MSMEs and significantly
impacts the city's economic growth rate from 2020 to the end of 2021. According to the head of the
Surabaya City Trade and Industry Office (Disdagin). Surabaya City's economic growth rate reached
3.5 percent due to increased online product purchases. This increase was highlighted in a focus
group discussion (FGD) event entitled "Survey of Consumer Needs for the Security and Convenience
of E-commerce Systems" (Benoni et al., 2024)

A notable increase was observed in the MSME sector, with new business growth reaching
180,000 by 2022. Additionally, online trade transaction activity experienced a significant surge,
increasing 150 percent. Products that dominate in e-commerce transactions in Surabaya City
demonstrate the diversity of consumer interest (Adi & Riwayat, 2024). The three product categories
with the highest sales figures are fashion, food and beverages, and health products. This
phenomenon reflects a shift in consumer behavior towards online purchasing, creating a significant
opportunity for MSMEs to expand their coverage and increase their sales through the
implementation of an effective digital marketing strategy, mainly through the use of viral content
that can attract the attention of a large consumer base (Liu et al., 2024). MSMEs that can adapt
rapidly through the implementation of digital marketing strategies have a greater likelihood of
survival and growth in the face of economic challenges precipitated by the pandemic (Kawane et al.,
2024) A deep understanding of the changing business environment and consumer needs is essential
for MSMEs in Surabaya to succeed. Digital marketing strategies with a focus on viral content are
expected to be the key to success for these businesses. As defined by (C. L. Wang, 2021), digital
marketing is a series of marketing strategies that utilize digital platforms and channels to interact
with audiences, promote products or services, and build brand awareness. It encompasses many
facets, including using social media for marketing purposes, creating digital content, deploying
digital advertising, and applying search engine optimization (SEO) techniques. Digital marketing
offers a distinctive capacity to personalize messages, monitor real-time campaign performance, and
measure results in greater detail. This enables companies, including MSMEs, to more effectively
communicate with their target markets in this digital age (Sundaram et al., 2020).

In marketing, visibility refers to the extent to which a product, brand, or business is
recognizable and visible to its target audience (Sedalo et al., 2022). In the digital environment,
visibility encompasses a robust online presence, enhanced search engine optimization (SEO)
rankings, and active engagement on various social media platforms. By maintaining a high level of
visibility, MSMEs can attract the attention of potential customers, foster trust, and create
opportunities for business growth (Denisova, 2023). Furthermore, increased visibility is frequently
quantified through metrics such as the number of website visitors, the extent of social media
engagement, and online search rankings(Malesev & Cherry, 2021). MSMEs are defined as small or
medium-scale businesses in terms of revenue, number of employees, or assets. MSMEs play a
pivotal role in local and national economies, contributing to job creation, innovation, and economic
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sustainability (Parida, 2021). In the context of digital marketing, micro, small, and medium-sized
enterprises (MSMEs) frequently encounter difficulties in competing with large-scale businesses.
Consequently, the implementation of an appropriate digital marketing strategy can be an efficacious
instrument for MSMEs to enhance visibility and surmount market access impediments that are
frequently a significant challenge for them.

Viral content is defined as online materials, such as articles, images, videos, or memes, that
are rapidly and extensively disseminated across various digital platforms due to users' mass sharing
of content. Viral content has tremendous appeal in attracting online attention (Y. Wang, 2024). Viral
strategy is essential as it efficiently leverages social connections to amplify marketing reach and
engagement (Hinz et al., 2011). A viral strategy optimizes marketing impact by enhancing
information diffusion, audience engagement, and network-driven trust dynamics (Karczmarczyk et
al., 2018). MSMEs can create buzz on digital platforms, increase brand awareness, and expand
market share through engaging informative, and entertaining content. The appeal of viral content
lies in its capacity to attract attention, facilitate interaction, and often convey messages originally
and creatively (Astari, 2021). In the context of digital marketing strategies, viral content represents
a crucial element in creating a buzz among target audiences, enhancing brand awareness, and
generating potential virality, which can provide a significant degree of exposure for MSMEs. A
comprehensive grasp of the attributes of content apt to go viral is pivotal to attaining optimal
outcomes in enhancing business visibility (Zeng & Kaye, 2022). However, digital marketing is not
uniform across all industries or geographical locations (Sumarlinah et al., 2022). Digital marketing
adoption in SMEs faces barriers, requiring tailored strategies for effective industry-specific
implementation (Setkute & Dibb, 2022). Therefore, MSMEs in Surabaya need to adjust their
marketing strategies to respond to this consumer paradigm shift. This research aims to explore and
develop a strategic framework that can guide MSMEs in implementing digital marketing strategies
to increase the visibility and sustainability of their business in the digital era (Hurdawaty & Tukiran,
2024).

2. Methods

The research method employed in this study is descriptive qualitative, with a literature study
approach. The qualitative approach explains complex phenomena, such as implementing digital
marketing strategies to increase the visibility and sustainability of MSMEs in Surabaya through
viral content (Sugiyono, 2017). The research will be conducted through a literature study, which
will examine various sources of information, including academic journals, books, articles, and
related documents. A comprehensive examination of the literature will facilitate the identification
of prevailing trends and exemplary practices and the comparison of successful digital marketing
strategies employed by MSMEs. This approach also allows researchers to comprehensively
understand the factors that influence the success of such strategies, thereby providing a solid basis
for formulating practical recommendations for MSMEs in Surabaya. The descriptive qualitative
method is the optimal choice for this research because it allows for a comprehensive and detailed
examination of the challenges, opportunities, and impacts of implementing digital marketing
strategies on MSMEs in Surabaya. A comprehensive literature study analysis will be conducted to
describe various aspects of digital marketing strategies, including planning and implementation,
and their impact on the visibility and sustainability of MSMEs. The findings of this study are
anticipated to offer valuable insights for a range of stakeholders, including MSMEs themselves, local
governments, and academics, concerning the development and enhancement of the business
ecosystem of MSMESs in Surabaya through the utilization of digital marketing potential, particularly
concerning viral content (Sugiyono, 2018).

1. Data Collection Technique

Data collection techniques represent methods to gather information or facts pertinent to a specific
study. This technique encompasses specific methodologies designed to procure the data necessary
to answer research questions or achieve research objectives accurately and systematically. The
following data collection techniques will be employed in the research on digital marketing strategies
for MSMEs in Surabaya:

1. Literature Study Analysis
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This technique involves in-depth research, reading, and understanding of various sources of
information relevant to the research topic. In the context of this research, the literature study
analysis will include academic journals, books, articles, and documents related to digital marketing,
viral content, and MSME sustainability.

2. Interview

Interviews are an interactive method whereby researchers communicate directly with respondents
to gain in-depth insights and qualitative information about the research topic. In this research,
interviews will be conducted with small and medium-sized enterprise (SME) owners, digital
marketing practitioners, and relevant stakeholders in Surabaya.

3. Digital Content Analysis

This method involves collecting and analyzing digital content published by MSMEs on social media,
websites, or other online platforms. The data may include information regarding the type of content
utilized, the level of interaction, and its impact on business visibility.

2. Data Analysis Technique
Data analysis techniques are a systematic approach to compiling, organizing, and presenting data
in a way that enables drawing conclusions relevant to the research being conducted. In this
research, data analysis techniques will be employed to gain a deeper understanding of implementing
digital marketing strategies to increase the visibility and sustainability of MSMEs in Surabaya
through viral content.
1. Qualitative Analysis

Qualitative analysis is a process of interpreting and deeply understanding qualitative data, such
as interviews and digital content. This approach allows researchers to identify patterns, thematic
findings, and meaning from the data.
2. Comparative Analysis

Comparative analysis is comparing different factors or groups of data to identify significant
differences or similarities. Results from the qualitative analysis were compared to identify
correlations or differences between digital marketing strategies implemented by MSMEs and their
impact on visibility.

3. Results

The literature review on digital marketing strategies to increase the visibility and sustainability of
micro, small, and medium enterprises (MSMEs) in Surabaya through viral content provides a
comprehensive analysis of the digital marketing landscape and the challenges MSMEs face in the
local context. It was determined that implementing digital marketing strategies is becoming
increasingly crucial, in conjunction with shifts in consumer behavior that tend to rely on digital
platforms for product and service research, comparison, and purchase (Rizvanovi¢ et al., 2023). As
posited by (Cuevas-Molano et al., 2021), the viral content approach represents a promising strategy
for enhancing visibility, given its capacity to disseminate rapidly and extensively within the digital
domain.

The findings of (Ling et al., 2022) indicate that the success of viral content is not solely
contingent upon creativity but also a profound comprehension of the target audience and the local
context. (Himelboim & Golan, 2019) posit that personalizing content to align with local preferences
and values can enhance its resonance among local consumers. A review of digital marketing trends
indicates that the sustainability of MSME businesses can be improved through the integration of
viral content strategies with other marketing elements, such as the utilization of social media,
search engine optimization (SEO), and data analysis for more informed decision-making (Saura,
2021).

As indicated by (Rosario & Cruz, 2019), MSMEs are constrained by limited resources and a
lack of understanding of digital marketing strategies. Several studies have indicated that MSMEs
frequently encounter difficulties in measuring the effectiveness of their digital marketing
campaigns, identifying the most appropriate target audience, and maintaining content consistency.
In order for MSMEs to fully optimize the potential of digital marketing strategies, they must adopt
technology and increase their digital literacy (Philip et al., 2023). In conclusion, the findings of this
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literature review provide a robust basis for further research on digital marketing strategies that can
be implemented by MSMEs in Surabaya. Integrating viral content with other digital marketing
elements, such as social media presence and search engine optimization, was essential in
increasing the visibility and sustainability of MSMEs in this digital era. Despite the challenges that
remain to be overcome, the literature review findings offer a promising outlook for the potential
growth of MSMEs in Surabaya through the implementation of strategic and targeted digital
marketing strategies.

Interviews with several MSME owners in Surabaya, who we will identify by their initials,
provide a comprehensive understanding of digital marketing strategies, particularly those involving
viral content, in increasing the visibility and sustainability of their businesses. One of the
respondents, Mr. A, underscored the significance of developing innovative content to capture
consumer attention. He posits that "creative and unique content can be a key differentiator that
sets his MSME apart from competitors." Mr. A also underscored the importance of collaboration
with local creators to produce more authentic content relevant to Surabaya's market tastes.
Conversely, Ms. R, another MSME proprietor, disclosed that "Viral content on social media has
facilitated an increase in followers and customer interactions." Nevertheless, Ms. R also
acknowledged that the primary challenge is comprehending the algorithms of digital platforms and
adjusting to the constant changes. For Ms. R, digital literacy is a crucial factor in optimizing the
potential of digital marketing strategies.

Mr. B, another business owner, emphasized the positive impact of digital marketing strategies,
particularly in maintaining business sustainability during the pandemic. He posits that being online
presents new opportunities for MSMEs to remain relevant to consumers increasingly relying on
online transactions. Nevertheless, some respondents also indicated difficulties in measuring the
effectiveness of their digital marketing campaigns. For instance, Ms. S indicated that measuring
return on investment (ROI) is a significant obstacle. According to her, there is a need for further
support, such as training or practical guides, to help MSMEs understand and measure the results
of digital marketing strategies. The interviews with Mr. A, Ms. R, Mr. B, and Ms. S collectively
provide a multifaceted representation of the experiences and perspectives of MSMEs in Surabaya
regarding digital marketing strategies through viral content. This comprehensive understanding will
serve as the foundation for the formulation of more targeted and practical recommendations for
MSMEs seeking to optimize their digital marketing strategies to enhance their visibility and
sustainability in the digital age.

The results of this study provide an in-depth understanding of the implementation of digital
marketing strategies to increase the visibility and sustainability of Micro, Small and Medium
Enterprises (MSMESs) in Surabaya through viral content. By detailing the key findings, this research
provides a strong foundation for developing practical recommendations that can enrich the MSME
ecosystem in this digital era. One of the key findings of this research is that viral content plays a
crucial role in increasing the visibility of MSMEs. Analysis of literature studies shows that viral
content has the potential to spread quickly and widely on social media, create positive buzz, and
increase brand awareness (Sakas et al., 2021). (Sakas et al., 2021). However, the interviews also
revealed that creativity in creating content is important, and collaboration with local creators can
provide a deeper touch of authenticity.

The challenges and obstacles MSMEs face in implementing digital marketing strategies also
emerged in this study. Most respondents acknowledged a limited technical understanding of digital
platforms and algorithms that are constantly changing. Digital literacy is important, and this
research highlights the need for technology adoption and digital upskilling among MSMEs so that
they can make the most of the potential of digital marketing strategies. Digital marketing strategies
help MSMEs remain competitive, especially amid the COVID-19 pandemic that is accelerating
consumers' shift to the digital realm. (Panchal et al., 2021). The research also highlights that the
presence of local e-commerce platforms is a positive factor in supporting the sustainability of
MSMESs, making it easier for them to reach a broader market.

A comparative analysis of qualitative data from interviews and digital content suggests that
the success of viral content depends not only on the number of interactions but also on its alignment
with local values and audience characteristics. However, measuring the effectiveness of digital
marketing campaigns remains a challenge due to limited data literacy and analytics skills among
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MSMEs. This study recommends additional support, such as training, to help MSMEs understand
and optimize their digital marketing strategies.

In conclusion, this study significantly enhances our understanding of how viral content in
digital marketing can increase the visibility and sustainability of Surabaya's MSMEs. Practical
recommendations include improving digital literacy, collaborating with local creators, integrating e-
commerce platforms, and developing campaign measurement resources. Surabaya's MSMEs can
effectively leverage digital marketing and ensure business sustainability in a dynamic digital
landscape by implementing these measures.

4. Discussion

a) Viral Content as the Main Pillar of Digital Marketing Strategy

In the ever-evolving digital era, digital marketing strategies have become crucial in the success of
micro, small, and medium enterprises (MSMEs). A key element of this strategy is the use of viral
content. Viral content has the potential to create a cascading effect, spreading rapidly and
extensively in the digital domain, generating positive sentiment among audiences, and ultimately
enhancing brand awareness. This article will examine the role and impact of viral content as a key
pillar of digital marketing strategy, focusing on how MSMEs in Surabaya can utilize it to increase
their visibility and business sustainability (Aydin et al., 2021).

Viral content, defined as content that spreads rapidly across various social media platforms,
including videos, images, or text, transcending geographical and cultural boundaries, has the
potential to generate positive sentiment and foster engagement, making it a powerful tool for brand
promotion (Sadchenko et al., 2020). To create unique content that stands out, it is essential to
exercise creativity. Collaborating with local creators can add authenticity to attract consumers
(Kujur & Singh, 2020).

In the digital landscape of Surabaya, the ability to increase brand awareness is paramount
for micro, small, and medium-sized enterprises (MSMEs) to thrive. Viral content represents a
dynamic avenue for achieving this goal. Successful campaigns can result in the exposure of
businesses to thousands or even millions of previously unaware individuals. Local creativity is
paramount in ensuring relevance, as it extends beyond content's visual and narrative aspects to
encompass an understanding of local values and customs. Content that celebrates the distinctive
identity of Surabaya is more likely to resonate with the local audience and be widely shared. The
principal advantage of viral content is its ability to directly engage with the target audience, enabling
MSMESs to cultivate intimate and meaningful relationships with Surabaya's consumers through
pervasive messaging and style.

Implementing viral content is challenging for many MSMEs in Surabaya due to a lack of
technical understanding and data literacy. Success depends on digital literacy and a deep
understanding of creativity and local context. Measuring the ROI of viral campaigns is difficult
without adequate analytical skills. Despite these barriers, MSMEs can improve sustainability by
leveraging engaging content to remain relevant and competitive. With initiatives to improve digital
literacy and creativity, MSMEs can leverage the long-term impact of viral content to effectively
navigate digital competition and thrive in Surabaya's evolving market landscape.

b) Challenges and Barriers in Implementing Digital Marketing Strategies
Along with the rapid development of technology, implementing a digital marketing strategy has
become crucial to business success. However, behind the great potential offered by digital
marketing, many challenges and obstacles need to be overcome. This article will take an in-depth
look at the challenges faced by companies, especially Micro, Small, and Medium Enterprises
(MSMESs), in implementing digital marketing strategies. One of the main challenges many MSMEs
face in implementing digital marketing strategies is limited technical understanding. In a world
haunted by complex algorithms and ever-evolving digital platforms, business owners often face
difficulties understanding how to utilize best such technologies (Dafonte-Gomez et al., 2020)
Recognizing that digital marketing requires creativity and analytics, maintaining creativity is
challenging for MSMEs (Gray et al., 2020). Consistently producing engaging content across multiple
platforms while maintaining a consistent brand message can be difficult. Rapid changes in digital
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consumer behavior require constant analysis and adjustment of strategies to stay relevant.
Increasing digital competition makes it even harder for MSMEs with limited budgets to stand out.
Investment in training and collaborative partnerships with digital experts can address resource
constraints. Simplified analytics tools and focusing on relevant metrics can help measure ROI
effectively.

Overcoming challenges related to creativity and content requires a deep understanding of the
audience. MSMEs can conduct regular market research and listen to consumer feedback to
understand their wants and needs. Dealing with changing consumer behavior and intensifying
competition requires adaptation and continuous innovation. Businesses must constantly monitor
trends, keep up with market developments, and dare to try new strategies. To overcome barriers
related to relevant content, content personalization can be a solution. Understanding consumers'
preferences and serving content tailored to their needs can increase engagement. (Tomas, 2020).

Readiness for local and global challenges can be done through a deep understanding of the
markets and regulations in each region. Having a local team or partner can help navigate local
dynamics more effectively. Challenges in the digital age are ever-changing. Hence, continuity in
evaluation and strategy adjustment is key. MSMEs must continuously monitor campaign
performance, update strategies according to changing trends, and remain responsive to consumer
feedback. (Ciasullo et al., 2020). Challenges and obstacles in implementing digital marketing
strategies do exist, but with the right approach, MSMEs can overcome them and even turn them
into opportunities. Investing in technical understanding, digital literacy, continuous creativity, and
rapid adaptation will help MSMEs to succeed in the face of the evolving dynamics of the digital era.
By addressing these challenges, MSMEs can maximize the potential of digital marketing strategies
to increase visibility, consumer engagement, and, ultimately, the sustainability of their business.

c) Contribution of Digital Marketing Strategy to MSME Sustainability

Digital Marketing strategies have become a key driver for the growth and sustainability of Micro,
Small and Medium Enterprises (MSMESs) in this digital era. By engaging digital platforms, social
media, and advanced technologies, these strategies not only open the doors of access to global
markets but also create unlimited opportunities for innovation and growth. This article will discuss
in detail the contribution of digital marketing strategies to MSME sustainability, highlighting the
business paradigm shift, positive influence on visibility and sales, and challenges that must be
overcome. One of the most striking contributions of digital marketing strategies is transforming the
business paradigm from a traditional model to a digital one. MSMEs implementing this strategy
utilize the internet, social media, and digital technology to reach a wider audience, open doors to
new opportunities, and adapt their business to modern consumer trends. Digital marketing
strategies bring significant changes in the way MSMEs interact with consumers. Through social
media platforms and email marketing, MSMEs can build closer customer relationships, respond
directly to feedback, and create a more personalized experience. This increases consumer trust and
opens up opportunities for long-term business growth. Positive Effect on Visibility and Sales (Duffy
et al., 2021) :

1. Increasing Visibility Through Digital Presence

Digital marketing strategies give MSMEs a strong online presence, increasing their visibility in the
eyes of consumers. By having a responsive website, actively participating in social media, and using
the right SEO techniques, MSMESs can appear in search results and expand their audience coverage.

2. Sales Optimization Through E-commerce

Implementing a digital marketing strategy is about increasing visibility and optimizing sales,
especially through e-commerce platforms. MSMEs can open their online stores or partner with e-
commerce platforms to reach a larger market, reduce geographical boundaries, and increase sales
volume.

Digital marketing strategies provide MSMEs with opportunities to innovate their products and
services. MSMEs can identify new innovation opportunities, respond to market needs, and improve
their competitiveness by understanding consumer data and market trends obtained through digital
analytics. Digital marketing provides the flexibility to diversify product portfolios. MSMEs can
introduce new products or product variations tailored to consumer preferences. This helps
businesses to remain dynamic and responsive to changes in market demand. (Lee & Yoon, 2020).
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Digital marketing strategies, especially through valuable and relevant content, help MSMEs
build strong brand awareness. Engaging and high-quality content on social media, blogs, and other
platforms helps MSMEs position themselves as thought leaders in their industry. Digital marketing
allows MSMESs to continue engaging with consumers beyond the first transaction. Loyalty programs,
email marketing, and regular communication through social media help build customer loyalty.
(Alonso-Lépez et al., 2021). Retaining existing customers is often more cost-effective than finding
new ones. The contribution of digital marketing strategies to MSME sustainability cannot be
ignored. From increasing visibility to creating opportunities for innovation, these strategies have
brought about a major transformation in how MSMEs operate. Despite the challenges, investment
and commitment to understanding and effectively implementing digital marketing strategies can
open the door to greater business sustainability, enabling MSMEs to compete and thrive in this
dynamic digital age.

5. Conclusion

From the preceding discussion, it can be concluded that the digital revolution has opened the door
for MSMEs to change how they understand, interact, and grow in an increasingly connected
business ecosystem. Through digital marketing strategies, MSMEs in Surabaya can weave their
stories, showcase local uniqueness, and transcend geographical boundaries to reach a wider
audience. As a key pillar, viral content is a powerful tool to create positive buzz, increase visibility,
and showcase MSMEs on a global stage. Limited resources, technical challenges, and the need for
digital literacy are issues that must be addressed with determination and initiative. It is evident
that for Surabaya's MSMESs, a digital marketing strategy is necessary and an opportunity to propel
the business into a promising future. By continuously honing their skills, innovating their content,
and forging strategic partnerships, MSMEs can demonstrate that sustainability is not an
unattainable goal but a tangible and achievable outcome. Surabaya's MSMEs establish an indelible
digital footprint with each click, like, and share, extending a web of sustainability that drives local
economic growth. Therefore, it is imperative that we work together, continue to create, share stories,
and achieve success through dazzling digital breakthroughs. The bright future of Surabaya's
MSMEs lies in the hands of those who dare to be different and innovate in the dynamic digital world.
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