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Abstrak 
The research objective is related to the analysis of the application of digital 

marketing to increasing competitiveness in the Fast Moving Consumer Goods 

industry. The research approach uses a quantitative approach. The research 

sample consisted of 143 business actors who sell products from PT (Tbk) 

Indofood Sukses Makmur Makassar, which is one of the FMCG companies. 

The sample collection technique was purposive sampling. The method of 

analysis using regression analysis. The results of the study prove that 

companies with digital marketing can positively and significantly increase their 

competitiveness. Transaction fees, interactive, incentive programs, feature 

displays are digital marketing indicators that make a significant contribution to 

increasing competitiveness. Companies that have high competitiveness will 

have advantages in cost, product quality, timely delivery, and high flexibility. 

 
 

A. INTRODUCTION 

The Fast-moving iConsumer iGoods i(FMCG) iindustry iis ione iof iIndonesia's imain 

iindustries iand icontributes isignificantly ito inational ieconomic idevelopment. iFMCG iis a 

company engaged in consumer products. FMCG iis ia iproduct ithat iis ioften ibought iand 

iconsumed iby iconsumers ibecause ithe iprice iis irelatively ilow, iso igoods isell iquickly. iAs 

a result, manufacturers have to mass produce to meet high demand. There are various categories 

of FMCG products. Usually FMCG products are items or equipment that are needed daily, such 

as toiletries, medicines, electronic goods, packaged food and beverages.  

During ithe iCOVID-19 ipandemic, iFMCG ibecame ione iof the industries in Indonesia 

that was not so affected. Indonesia recorded an overall positive change in FMCG market value 

of 8.8% year-on-year in the third quarter of 2020. As one of the fastest-growing FMCG markets 

in Southeast Asia, Indonesia's FMCG market continues to grow along with increasing demand 

and changing lifestyles. Until the ithird iquarter iof i2020, iIndonesians ispent i19% iof itheir 

itotal ihousehold iexpenditure ion iFMCG iproducts. iIn ithe ithird iquarter iof i2020, ithe ifood 

isegment ishowed ithe imost isignificant ichange, iwith iaverage iconsumer ispending iper itrip 

iincreasing iacross iall iFMCG isegments. iIn iterms iof idistribution, itraditional iretail iis ithe 
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imost iimportant isales ichannel iof iFMCG iproducts iin iIndonesia, iwith ia imarket ishare iof 

i67% iin ithe ithird iquarter iof i2020. 

Indonesia's FMCG industry is dominated by both multinational and local companies. 

Multinational companies such as Unilever iIndonesia ihave irevitalized ithe iindustry iby 

ioffering iIndonesian iconsumers ia iwider iselection iof iproducts, ifrom ipersonal icare 

iproducts ito igroceries. iLocal imarket iplayers isuch ias iIndofood ihave iproven ithat ilocal 

iproducts ican icompete iwell iin ithe iFMCG isector. i iIn i2019, ione iof iits iproducts, 

iIndomie, iwas iranked inumber ione ileading iFMCG ibrand iin ithe icountry, iwith ia 

ipenetration irate iof iaround i99% iin iIndonesian ihomes. iIn iaddition, iPT iIndofood iSukses 

iMakmur iTbk's inet isales ihave icontinued ito iincrease isince i2014, iwhich icontributes ito 

ithe icontinued igrowth iof ithe iFMCG imarket. 

Given the behavior of Indonesian consumers towards FMCG product consumption during 

the COVID-19 pandemic, ithe ioutlook ifor ithe idomestic iFMCG imarket iremains istrong. 

COVID-19 has led to an increase in online ishopping iactivities. iPreviously, iconsumers 

ishopped iin ithe imarketplace ionly ifor isecondary ineeds. However, consumers also shop for 

primary needs by utilizing marketplaces or e-commerce. (https://blog.usetada.com/id). Changes 

in consumer behavior and technological developments cause companies in the FMCG industry 

to always need to think about the right marketing strategy.  

Technological advances cause business people to need to think of marketing strategies that are 

more effective and efficient.  Marketing strategy has a very important role for business actors 

in the Fast Moving Consumer Goods (FMCG) industry (M. U. L. Luqman, 2021) because 

FMCG companies' revenues will increase if they implement marketing strategies 

appropriately (R. Rindiyani, 2022). Targeting strategy iis ithe imain iapproach ithat iwill ibe 

iused iby ibusiness iunits iin iachieving ipredetermined igoals, iincluding ithe imain idecisions 

iregarding ithe itarget imarket, iproduct iplacement iin ithe imarket, imarketing imix iand ithe 

ilevel iof imarketing icosts required [3] 

Advances in information technology, almost all over the world focus on digitalization 

changes in various fields, including marketing, where there is an acceleration of transition.  

Digital imarketing istrategy iis ia imarketing istrategy ithat iutilizes idigital itechnology. Digital 

imarketing iis ithe iapplication iof ithe iInternet iand irelevant idigital itechnology, iintegrated 

with traditional communication in order to achieve marketing goals (Chaffey &; Chadwick-

Ellis, 2016: 5).  Internet users in the world reached 4.95 billion in January 2022 (Mahdi, 2022), 

and in Indonesia reached 210 million (Dewi, 2022). The development of internet users 

specifically in Indonesia is an opportunity for business actors in the FMCG industry to 

implement digital marketing strategies. Actualization of digital marketing in the form of 

promotional activities and market search carried out through online digital media - one of which 

is by utilizing social networks (Sulaksono &; Zakaria, 2020).   

Digital marketing achieves marketing goals through the application of technology and 

digital media (Chaffey & Chadwick-Ellis, 2016: 11). Digital marketing makes it easy for FMCG 

business actors to be able to reach market shares and consumers (Handini &; Choiriyati, 2021). 

Apart from the marketing strategy that is considered, there is also a very necessary 

competitiveness to understand the extent of the success rate of a marketing strategy, so that the 

level of success or performance of FMCG companies can be measured. The high 

competitiveness among companies in the FMCG industry from both domestic and multinational 
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companies requires the implementation of a digitalization digital marketing strategy (Legowo 

et al., 2021).   

Competitiveness is an important factor in the economic cycle, especially in the process 

of production of goods and services carried out to meet market demand. In a perfectly 

competitive market model, uncompetitive firms have average costs that exceed the market price 

of the products offered.  This is because the value of the resources used exceeds the value of 

the products produced (A.    M. Rakanita, 2019). Competitiveness iis ithe iability iof ia 

icommodity ito ienter iforeign imarkets iand ithe iability ito isurvive iin these markets 

(Tambunan &; T.H. Tulus, 2018).  Competitiveness is also the business ability of a company in 

the same industry to deal with various environments faced (Porter in Anisah et al, 2023).   

A product ithat ihas icompetitiveness iis iin igreat idemand iby iconsumers. i 

iCompetitiveness iis idetermined iby ithe icompetitive iadvantage iof ia ifirm iand iis ivery 

idependent ion ithe ilevel iof irelative iresources iit ihas icalled icompetitive iadvantage. i 

iPorter iin iUtami iet ial i(2023) iexplained ithe iimportance iof icompetitiveness ibecause iit 

iencourages iproductivity and increases independent ability, can increase economic capacity, 

both in the regional context of economy and quantity.  The competitiveness of the company can 

be determined from various factors, including the availability of information technology 

(Tambunan &; T.H. Tulus, 2018).  

Digital marketing ias ithe iexploitation iof idigital itechnology iused ito icreate ia ichannel 

ito ireach ipotential iconsumers ito iincrease icompetitiveness ithrough imeeting iconsumer 

ineeds imore ieffectively. i iDigital imarketing ihelps ian iFMCG icompany iin ipromoting iand 

imarketing itheir iproducts iand iservices. iDigital imarketing ican ialso icreate ior iopen inew 

imarkets ithat iwere ipreviously iclosed idue ito ilimited itime, icommunication, iand idistance. 

iTherefore, idigital imarketing istrategy iis ian ieffective istrategy iin iincreasing 

icompetitiveness iof ibusiness iactors iin ithe iFMCG iindustry iin iIndonesia, isuch as Unilever 

Indonesia, Indofood, Wings Corporation, Nestel, and Mayora Indah.  The results of research 

from  Anisah et al (2023), Putri et al (2023), Utami et al (2023) prove that companies with the 

application of digital marketing make a significant contribution to increasing competitiveness.   

 

B. THEORY REVIEW 

 

1. Digital Marketing Concepts 

Digital imarketing iis ithe iapplication iof ithe iinternet iand irelevant idigital itechnology, 

iintegrated iwith itraditional icommunication iin iorder ito iachieve imarketing igoals i(Chaffey 

i&; iChadwick-Ellis, i2016: i5). i iDigital imarketing iis ithe iactivity iof ipromoting iand 

ifinding imarkets ithrough idigital imedia ionline iusing ivarious imeans isuch ias isocial 

inetworks (Purwana, et al, 2017). Meanwhile, according to Nadya (2016), digital marketing is 

related to the use of idigital itechnology iapplication. iOne iform iof idigital imarketing iusing 

ielectronic imedia ior ithe iinternet iis iinternet imarketing i(e-marketing). i iIn ithe iend, 

iaccording ito iSanjaya iand iTarigan i(2016), idigital imarketing iis ia imarketing iactivity 

iincluding ibranding ithat iuses ivarious iweb-based imedia isuch ias iblogs, iwebsites, ie-mail, 

iadwords, ior isocial inetworks.  

Digital marketing is tied to digital media. Digital media is a variety of digital technology 

platforms (such as: mobile phones, television, internet, web, IPTV, and digital signage) for 

communication in delivering content and interactive services. The concept of digital marketing 
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describes efforts to achieve marketing goals by applying digital technology and media. In this 

marketing format, computers and smartphones are significant media/platforms in digital 

marketing practices (Dunakhe &; Panse, 2022).  

Digital marketers must understand the technical and strategic aspects of digital marketing 

in order to effectively market their products online. Creativity is needed in digital marketing 

besides also requiring analytical skills, and adaptability to new technologies (Komal, 2021). 

Fundamentally, digital imarketing iis ia imarketing imethod ithat iuses digital technology 

(Azraputra et al., 2021). The digital channels used in digital marketing are  search engine 

optimization, isearch iengine imarketing, i iemail imarketing, iaffiliate imarketing, iand ionline 

iadvertising ito igenerate ipublicity iand iincrease ibrand iawareness iand sales (Hien &; Nhu, 

2022).   

Digital imarketing idimensions, inamely: i1) iCost i/ iTransaction. iIs ione iof ithe 

itechniques iin ipromotion ithat ihas ia ihigh ilevel iof iefficiency iso ithat iit ican ireduce icosts 

iand itime. i2) iInteractive iTwo-way irelationship ibetween ithe icompany iand iconsumers 

ithat ican iprovide iinformation iand ican ibe iclearly ireceived. i3) iIncentiv iprogram 

iAttractive iprograms ibecome iexcellence iin ievery ipromotion icarried iout. iThese iprograms 

ibecome ireciprocal iand iadd ivalue ito ithe icompany. i4) iSite iDesign iDisplay iof iattractive 

ifeatures iin isocial imedia, idigital imarketing ithat ican iprovide ipositive ivalue ifor ithe 

icompany (Daniel &; Diah, 2018). 

The benefits and functions of digital marketing according to Pangestika (2018) are the 

speed of deployment, ease of evaluation, and wider reach. The idigital imarketing ifunction, 

inamely ipersonalization, iprivacy, icustomer iservice, icommunity, isite, isecurity, isales 

ipromotion. iThe idimensions iof idigital imarketing iare iwebsites, isearch iengine 

ioptimization, iPPC iadvertising, iaffiliate imarketing iand istrategic ipartnerships, ionline 

ipublic irelations, isocial inetworks, ie-mail imarketing, iconsumer irelationship imanagement.   

The advantages of digital marketing are: (1) Can connect producers with consumers through 

the internet. (2) Get higher sales income due to the narrower distance and time. (3) The costs 

incurred are much more efficient. (4) Digital marketing allows sellers to provide real-time 

services. (5) Connect sellers with customers via mobile devices anywhere and anytime. (6) 

Able to provide stability for brands in the eyes of consumers from other brands as competitors 

(Pangestika, 2018) 

The disadvantages of digital marketing are: (1) The concept of online imarketing ican ibe 

ieasily iimitated. i(2) iGiving irise ito many icompetitors ibecause ithere iare ino imore 

itheoretical ilimits ithat ican ihinder ithe icompany iin imarketing iits iproducts. i(3) iCertain 

iproducts iare inot inecessarily isuitable iif imarketed ithrough ionline imedia. i(4) iIf ithere iis 

ia inegative ibacklash ifrom iconsumers ithat iappears ion ithe iinternet, iit ican idamage ithe 

icompany's ireputation iquickly. i(5) iD iis itoo idependent ion itechnology. i(6) iNot iall ipeople 

iare itechnologically iliterate. iThe iproductive iage iof ithe imajority iof itechnology ithat iwill 

ibe iable ito iapply idigital imarketing ioptimally i(Pangestika, i2018). i 

2. Concept of Competitiveness 
The competitiveness of the company is part of the company's ability to produce products or 

services to meet the needs of international and national markets. So it is not imaginary that the company's 

competitiveness is carried out in order to earn high profits and is expected to be sustainable. Company 

icompetitiveness iis ipart iof ithe iexistence iof ia iform iof iability ior iadvantage ithat iis iused ias ia 

istrategic iplan iin icreating ipart iof ithe icompany's iaccumulated ivalue iand iis inot idone iby 
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icompetitors iand iis idifficult ito iimitate iby icompetitors. iHow ito iincrease icompetitiveness iare: i(1) 

Increase efficiency, effectiveness, and quality of production. (2) Expanding marketing networks. (3) 

Improve the ability to master technology, information and communication (ICT) and the internet, 

including marketing and lobbying.  

According to Muhardi in Anisah et al (2023) explained that there are four dimensions of 

company competitiveness, namely: (1) Cost. (2) Quality. (3) Delivery Time. (4) Flexibility. The 

level of competition, based on the level of product substitution according to Kotler & Keller in 

(Putri et al, 2023), namely: (1) Brand Competition, Industry Competition, Form Competition, 

and Generic Competition.  In an effort to gain competitive advantage according to Kotler and 

Keller in (Utami et al, 2023), namely by building customer relationships based on: (1) Customer 

value. (2) Customer satisfaction. The factors ithat iaffect ithe icompany's icompetitiveness 

according to Lena and Lina in Khairunnisah et al (2023) are: (1) Location. (2) Price. (3) Service. 

(4) Quality or quality. (5) Promotions.  

 

C. RESEARCH METHODS 

The research approach uses a quantitative approach. The research sample was 143 

business actors who sell PT (Tbk) Indofood Sukses Makmur Makassar products which are 

among FMCG companies. Purposive sampling technique. The analysis method uses regression 

analysis.  Digital marketing indicators (X) consist of transaction costs, interactive, incentive 

programs, feature displays. Competitiveness indicators consist of cost, product quality, 

timeliness of delivery and high flexibility. 

 
D. RESULTS AND DISCUSSION 

The results of hypothesis testing based on Table 1 prove that digital marketing has a 

positive and significant effect on competitiveness. This is because the calculated t value = 2.568 

and the significant value = 0.011< 0.05. Companies with digital marketing can increase 

competitiveness in the FMCG industry. Transaction fees, interactive, incentive programs, 

feature displays are indicators of digital marketing that contribute meaningfully to increased 

competitiveness.  Table 1 shows the calculated t values and significance values of digital 

marketing and competitiveness.  

Table 1. Coefficient 

Type 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Itself. B Std. Error Beta 

1 (Constant) 32.790 3.157  10.386 .000 

X1 .293 .114 .234 2.568 .011 

Source: Processed Data (2023) 

Digital imarketing is related to the iapplication iof ithe iinternet iand irelevant digital 

technologies, integrated with traditional communication in order to achieve marketing 

objectives. Digital marketing is closely related to the activity of promoting and finding markets 

through digital media online using various means.  Digital marketers must understand the 
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technical and strategic aspects of digital marketing in order to effectively market their products 

online. Creativity is needed in digital marketing while also requiring analytical skills, and 

adaptability to new technologies. Companies with digital imarketing ican iconnect iproducers 

iwith iconsumers ithrough ithe iinternet, iget ihigher isales iincome ibecause ithe inarrower ithe 

idistance iand itime, ithe icosts iincurred iare imuch imore iefficient, isellers ican iprovide ireal-

time iservices, iprovide istability ifor ibrands iin ithe ieyes iof iconsumers ifrom iother ibrands 

ias competitors.  

Digital marketing that is implemented effectively can reduce transaction costs, have a 

high level of interaction with customers, have attractive programs, and design attractive 

features. This will affect the competitiveness of FMCG companies.  Companies that have high 

competitiveness will have an advantage in cost. Cost iis ia idimension iof ioperating 

icompetitiveness iwhich iincludes ifour iindicators, inamely iproduction icosts, ilabor 

iproductivity, iuse iof iproduction icapacity iand iinventory. iThe ielement iof icompetitiveness 

iconsisting iof icosts iis icapital ithat iis iabsolutely iowned iby ia icompany iwhich iincludes 

ifinancing iits iproduction, ilabor iproductivity, iutilization iof ithe icompany's iproduction 

icapacity iand ithe iexistence iof iproduction ireserves i(inventory) ithat ican ibe iused iby ithe 

icompany iat iany itime ito isupport ithe ismooth irunning iof the company.  

Furthermore, companies with high competitiveness will have quality related to product 

iappearance, iproduct iacceptance iperiod, iproduct idurability, ispeed iof iconsumer icomplaint 

iresolution, iand iproduct iconformity ito idesign ispecifications. iCompanies with high 

competitiveness have delivery times including punctuality of product delivery.  In the end, 

companies that have high competitiveness will have high flexibility associated with the variance 

of products produced and the speed of adjusting to environmental interests. The results of this 

study support the findings of Anisah et al (2023), Putri et al (2023), Utami et al (2023) proving 

that companies with the application of digital marketing make a significant contribution to 

increasing competitiveness.   

 

E. CONCLUSION 

Digital marketing has a positive and significant effect on competitiveness. Companies 

with digital marketing can increase competitiveness in the FMCG industry. Transaction fees, 

interactive, incentive programs, feature displays are indicators of digital marketing that 

contribute meaningfully to increased competitiveness. Companies that have high 

competitiveness will have advantages in cost, product quality, timeliness of delivery, and high 

flexibility.  

 
F. SUGGESTIONS 

The company always innovates in creating digital marketing concepts so that it is not 

easily imitated by competitors.  

The company always innovates in creating appropriate product variances when marketed 

through online media.  

The company is always more responsive when there is a negative backlash from consumers that 

appear on the internet so as not to damage the company's reputation quickly.  
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