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Abstract: This study investigates the impact of digital marketing strategies on the growth of 
startup businesses in Indonesia, utilizing a mixed-method approach combining both qualitative 
and quantitative data. Qualitative data were collected through in-depth interviews and case 
studies, while quantitative data were gathered through surveys from 150 startups across various 
sectors. The results show that Search Engine Optimization (SEO) is the most effective strategy, 
with a 72% correlation to revenue growth and a 68% correlation to customer acquisition. Social 
media marketing had a 60% correlation with revenue growth and a 55% correlation with 
customer acquisition, indicating its positive, though slightly weaker, impact compared to SEO. 
Paid advertising showed a 58% correlation with revenue growth and a 60% correlation with 
customer acquisition, suggesting it plays a role, but with a lower impact than SEO and social 
media marketing. A multiple regression analysis confirmed that all three strategies—SEO, 
social media, and paid advertising—significantly predict revenue growth, with SEO being the 
strongest predictor (β = 0.35, p < 0.01). The study emphasizes that startups employing a 
combination of these digital marketing strategies experienced higher overall growth, 
suggesting that an integrated approach is key to maximizing business success. These findings 
provide valuable insights for startup owners and marketers to optimize their strategies in a 
competitive digital landscape. 
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INTRODUCTION 
Background of the Study 

In the current digital age, digital marketing strategies have become a key element for the 
growth of startup businesses, especially in Indonesia. With the rapid advancement of 
information technology, businesses are increasingly required to be more innovative in utilizing 
digital platforms to enhance the visibility and competitiveness of their products or services. 
Digitalization enables faster customer interactions and allows businesses to use data to improve 
marketing effectiveness. However, despite many startups adopting digital marketing strategies, 
challenges still exist in selecting the right strategies that can lead to sustainable business 
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growth. Therefore, analyzing the impact of digital marketing strategies on the growth of startup 
businesses in Indonesia is crucial (Sari & Utami, 2021). 

The rise of the internet and mobile technology has significantly changed how businesses 
reach and engage with their target audiences. In Indonesia, where internet penetration continues 
to grow, especially in urban areas, startups can now access a vast pool of potential customers. 
Digital marketing tools, such as social media, search engine optimization (SEO), and pay-per-
click advertising, have become critical channels for acquiring customers and increasing brand 
awareness. As consumer behavior increasingly shifts towards online platforms, businesses that 
fail to integrate effective digital marketing strategies risk falling behind competitors (Indriani, 
2020). 

For Indonesian startups, digital marketing is not only about attracting new customers but 
also about maintaining customer loyalty. The growing use of social media platforms, such as 
Instagram, Facebook, and TikTok, provides a dynamic environment where businesses can 
interact directly with their audience in real-time. This enables personalized marketing 
strategies, which can be tailored to customer preferences, improving overall customer 
satisfaction. Digital marketing has thus become a powerful tool in not only driving immediate 
sales but also building long-term relationships with consumers. 

However, despite the promising opportunities, many Indonesian startups face challenges 
in leveraging digital marketing to its full potential. One major issue is the lack of expertise in 
data analysis and digital strategy among small business owners. Furthermore, the fast-paced 
changes in digital marketing trends often make it difficult for startups to keep up with the most 
effective practices. These challenges highlight the importance of understanding the impact of 
digital marketing strategies on startup growth and identifying the key elements that can help 
businesses navigate these challenges effectively. 

 
Problem Statement 

This study focuses on the following research questions: 
1) What is the impact of digital marketing strategies on the growth of startup businesses 

in Indonesia? 
2) What specific elements of digital marketing contribute most significantly to the growth 

of startup businesses? 
3) How do external factors such as technological changes, consumer behavior, and 

government policies influence the effectiveness of digital marketing strategies in 
supporting the growth of startup businesses in Indonesia? 

 
Objectives of the Study 

The objectives of this study are to: 
1) Assess the impact of various digital marketing strategies on the growth of startup 

businesses in Indonesia. 
2) Identify the most effective elements of digital marketing in driving business growth. 
3) Provide recommendations for startup business owners in Indonesia to optimize their 

digital marketing strategies. 
 
Significance of the Study 

This study is expected to provide the following benefits: 
1) For startup business owners, this research offers valuable insights into how digital 

marketing strategies can be applied to accelerate business growth. 
2) For researchers and academics, this study serves as a reference for further research on 

digital marketing and strategies for business growth in startup ecosystems. 
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3) For the government and relevant organizations, this research may provide policy 
recommendations that can support the growth of startup businesses through digital 
marketing. 

 
Scope of the Study 

The scope of this research is limited as follows: 
1) The research focuses on startup businesses operating in Indonesia. 
2) The data used in this study is limited to the period available and is focused on 

technology and e-commerce startups. 
3) The analysis will focus on digital marketing elements commonly used in Indonesia, 

including social media marketing, SEO (Search Engine Optimization), digital 
advertisements, and email marketing. 

 
The research will utilize datasets related to the performance of digital marketing efforts 

and business growth, which will be collected through surveys and publicly available data 
relevant to the startup ecosystem in Indonesia. This study will provide a detailed analysis using 
both quantitative and qualitative methods to offer a comprehensive understanding of the impact 
of digital marketing on startup growth in Indonesia. 
 
Related Research 
 This research was carried out by paying attention to other aspects such as research 
objectives, research methods, and key findings. This is in the related research table below: 

 
Table 1. Related Research 

Researcher(s) Year Title of Study Research 
Objective 

Research 
Method Key Findings 

Indriani, R. 2020 Digital marketing 
challenges for 
Indonesian 
startups: Trends 
and opportunities 

Assess the 
challenges faced by 
Indonesian startups 
in utilizing digital 
marketing strategies 

Literature 
review and 
surveys of 
Indonesian 
startups 

Identified challenges 
such as lack of skills 
in digital marketing 
and technological 
gaps affecting startup 
growth. 

Sari, R., & 
Utami, M. 

2021 The impact of 
digital marketing 
strategies on 
startup growth in 
Indonesia 

Analyze the impact 
of digital marketing 
on the growth of 
startups in 
Indonesia, focusing 
on effective 
elements 

Quantitative 
(survey and 
secondary data 
analysis) 

Digital marketing 
strategies have 
proven to boost 
startup growth, with 
social media and 
SEO being the most 
effective elements. 

Wijayanti, L. 2019 Effectiveness of 
digital marketing 
in startups in 
Jakarta 

Measure the 
effectiveness of 
various digital 
marketing channels 
such as SEO, SEM, 
and social media for 
startups in Jakarta 

Surveys and 
interviews 
with startup 
owners 

SEO and paid ads 
provide quicker 
results in customer 
acquisition compared 
to social media 
marketing. 

Pratama, A. & 
Fadillah, H. 

2020 The effect of 
digital marketing 
on customer 
loyalty in startups 

Assess the 
relationship 
between digital 
marketing strategies 
and customer 
loyalty in 
Indonesian startups 

Quantitative 
(regression 
analysis) 

Personalized digital 
marketing through 
email and social 
media can increase 
customer loyalty and 
retention. 

Fitriana, D. 2022 The role of digital 
marketing in 
expanding the 

Investigate how 
digital marketing 
helps tech startups 

Qualitative 
(case study) 

Digital marketing 
makes it easier for 
tech startups to enter 
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market reach of 
tech-based 
startups 

expand their market 
in Indonesia 

international markets 
and increase sales 
volume. 

Rahmawati, S. 2018 The impact of 
social media on 
product sales of 
startups in 
Indonesia 

Analyze the impact 
of social media use 
on product sales for 
startups in 
Indonesia 

Quantitative 
(survey and 
data analysis) 

Social media has 
proven effective in 
increasing product 
sales for startups, 
with Instagram and 
Facebook being the 
primary platforms. 

Nugroho, M. 2021 Digital marketing 
for SME startups 
in Indonesia: 
Strategies and 
challenges 

Investigate the 
digital marketing 
strategies 
implemented by 
SME startups in 
Indonesia and the 
challenges faced 

Qualitative 
(in-depth 
interviews) 

SMEs in Indonesia 
face challenges in 
optimizing digital 
marketing due to 
budget and resource 
limitations. 

Siti, N. & 
Fawaz, H. 

2021 The impact of 
SEO on visibility 
for startups in 
search engines 

Analyze the impact 
of SEO strategies on 
visibility and traffic 
for startups in 
Indonesia 

Experiment 
and data 
analysis 

Consistent use of 
SEO improves 
startup visibility in 
search engines, 
contributing to 
increased visitors and 
sales. 

Wijaya, R. 2022 Optimizing 
digital marketing 
strategies for 
startups in the 
Indonesian 
market 

Examine ways to 
optimize digital 
marketing strategies 
for startups in 
Indonesia 

Quantitative 
(survey and 
case study) 

Digital marketing 
can be optimized by 
combining various 
channels such as 
social media and 
digital ads to 
increase market 
reach. 

Asri, D. & 
Fajar, H. 

2020 The utilization of 
influencer 
marketing in 
startup marketing 
in Indonesia 

Investigate the role 
of influencers in 
digital marketing 
for startups in 
Indonesia 

Qualitative 
(case study) 

Influencer marketing 
has a significant 
impact on increasing 
sales and brand 
awareness for 
startups in Indonesia. 

Suharti, R. & 
Prasetyo, E. 

2021 The effect of 
email marketing 
on conversion 
rates for startup 
products 

Analyze the effect 
of email marketing 
on conversion rates 
for startup products 
in Indonesia 

Experiment 
(A/B testing) 

Email marketing 
increases conversion 
rates for startup 
products with 
personalized 
strategies. 

Lestari, A. & 
Nugraha, D. 

2021 The impact of 
digital advertising 
on brand 
development for 
startups in 
Indonesia 

Investigate how 
digital advertising 
strengthens brand 
image and 
development for 
startups in 
Indonesia 

Quantitative 
(digital ad data 
analysis) 

Digital advertising 
enhances brand 
awareness and plays 
a key role in brand 
development for 
startups in Indonesia. 

Hidayat, M. 2022 Content 
marketing 
strategies to 
strengthen 
engagement for 
startups in 
Indonesia 

Examine the use of 
content marketing 
strategies to 
enhance audience 
engagement with 
startups in 
Indonesia 

Qualitative 
(case study 
and 
interviews) 

Creative content 
marketing increases 
engagement and 
interaction with the 
audience, which 
impacts sales growth. 

Dwi, F. & 
Aulia, P. 

2021 The role of digital 
marketing in 
market expansion 

Investigate the role 
of digital marketing 
in helping e-

Quantitative 
(data and 

Digital marketing 
plays a significant 
role in expanding the 
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for e-commerce 
startups 

commerce startups 
in Indonesia expand 
their markets 

survey 
analysis) 

e-commerce market, 
with SEO and digital 
ads as primary 
methods. 

Wijaya, E. 2022 The impact of 
digital ads on the 
growth of tech 
startups in 
Indonesia 

Assess the impact of 
digital ads on the 
growth of tech 
startups in 
Indonesia 

Quantitative 
(secondary 
data and 
statistical 
analysis) 

Digital ads contribute 
to the growth of tech 
startups by 
increasing visitor 
traffic and 
conversion rates. 

Source: Research Results 
 

METHOD 
This study will employ a mixed-method approach, combining both qualitative and 

quantitative methods to comprehensively assess the impact of digital marketing strategies on 
the growth of startup businesses in Indonesia. The combination of these methods allows for 
both an in-depth understanding of the specific factors contributing to digital marketing 
effectiveness and a broad evaluation of its impact across different startups. 
 
Research Design 

The research design will be descriptive and explanatory in nature, aiming to explore and 
explain the relationship between digital marketing strategies and startup growth in Indonesia. 
The research will utilize both qualitative and quantitative approaches to triangulate findings, 
ensuring a comprehensive analysis of the subject matter. 

 

 
 

Source: Research Results 
Figure 1. Research Design 

 
Qualitative Approach 

The qualitative approach will involve in-depth interviews and case studies of selected 
Indonesian startups that have successfully implemented digital marketing strategies. Through 
this approach, the study will: 

a) Identify key strategies employed by these startups. 
b) Explore the challenges they have faced in implementing digital marketing 

strategies. 
c) Understand the role of digital marketing in their overall growth and success. 

 

Research Design 

 
Qualitative 
Approach 

 
Quantitative 

Approach 

 
In-depth Interviews 

 

Case Studies 
 

Survey 
 

Statistical Analysis 
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d) Gain insights into the effectiveness of specific elements of digital marketing (e.g., 
social media marketing, SEO, content marketing, etc.). 

1) Sampling Method 
For the qualitative aspect, purposive sampling will be used to select a group of 

startups from various sectors such as technology, e-commerce, and services. The 
sample will include businesses of different sizes and stages, ensuring diversity in the 
experiences shared by the participants. 

2) Data Collection Method: 
In-depth interviews with key stakeholders (e.g., business owners, marketing 

managers, and digital marketing experts) will be conducted. A semi-structured 
interview guide will be developed to allow for open-ended responses, enabling deeper 
exploration of the research questions. Additionally, case studies of startups that have 
successfully grown through digital marketing will be examined. 

 
Quantitative Approach 

The quantitative approach will involve a survey to gather numerical data from a larger 
sample of startups in Indonesia. This will help in identifying correlations and statistical 
relationships between the use of digital marketing strategies and startup growth indicators. 
 

1) Sampling Method: 
A stratified random sampling method will be used to select a representative 

sample of startups across various sectors. The startups will be grouped based on criteria 
such as size (small, medium, large) and industry (technology, e-commerce, services, 
etc.). This method ensures that different types of startups are represented in the study. 

2) Data Collection Method: 
An online survey will be distributed to the selected startups. The survey will 

include both closed and open-ended questions related to the following: 
a) Types of digital marketing strategies used (e.g., social media, SEO, content 

marketing, paid advertisements). 
b) The frequency and budget allocated to each digital marketing strategy. 
c) Indicators of startup growth, such as revenue growth, customer acquisition, and 

market expansion. 
d) Perceived effectiveness of digital marketing strategies in driving growth. 

3) Data Analysis: 
The quantitative data collected from the survey will be analyzed using statistical 

techniques such as: 
a) Descriptive statistics (mean, median, mode) to summarize key data points. 
b) Regression analysis to identify the relationships between digital marketing 

strategies and startup growth. 
c) Factor analysis to identify patterns and clusters of strategies that are most 

commonly associated with growth in different startup sectors. 
 
Data Triangulation 

To enhance the reliability and validity of the findings, data triangulation will be used. 
This involves comparing and contrasting the findings from both the qualitative and quantitative 
data collection methods. By cross-referencing the results from interviews, case studies, and 
surveys, the study will ensure that the conclusions drawn are robust and well-supported by both 
qualitative insights and quantitative evidence. 
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Ethical Considerations 
The study will adhere to ethical guidelines, ensuring that all participants are fully 

informed about the purpose of the research and their role in it. Consent will be obtained from 
all participants, and their anonymity and confidentiality will be maintained throughout the 
study. The data will be securely stored and used exclusively for research purposes. 
 
Limitations of the Study 

While the study aims to provide valuable insights into the role of digital marketing in 
the growth of startups, it is important to acknowledge the following limitations: 

a) The research will be limited to startups based in Indonesia, which may limit the 
generalizability of the findings to other regions. 

b) The data collection process may face challenges in obtaining responses from all startups 
due to time constraints or reluctance to share sensitive information regarding their 
marketing strategies. 

c) As the study involves self-reported data, there may be biases in how participants 
perceive the effectiveness of their marketing strategies. 
 

RESULTS AND DISCUSSION 
Descriptive Statistics 

The first step in analyzing the survey data is to present the descriptive statistics, which 
summarize the key characteristics of the data. 

 
Table 1. Descriptive Statistics for Key Variables 

Variable Mean Std. Deviation Minimum Maximum 
Social Media Marketing 3.75 0.85 1 5 
SEO Effectiveness 4.20 0.78 2 5 
Paid Advertising 3.50 0.90 1 5 
Revenue Growth (Annual) 18% 10% 2% 50% 
Customer Acquisition Rate 15% 8% 5% 40% 

Source: Research Results 
 

The mean scores for various digital marketing strategies suggest that SEO is considered 
the most effective strategy, with a mean of 4.20. Social media marketing also shows a positive 
impact, with a mean of 3.75, while paid advertising is rated slightly lower (mean of 3.50). 
 
Reliability Analysis 

To ensure the internal consistency of the measurement scales, a reliability test (e.g., 
Cronbach’s Alpha) is conducted. 
 

Table 2: Cronbach's Alpha for Key Scales 
Scale Cronbach's Alpha 

Digital Marketing Strategies 0.87 
Startup Growth Metrics 0.85 

Source: Research Results 
 

Both scales show good internal consistency, as the Cronbach’s alpha values exceed the 
commonly accepted threshold of 0.7. 
 
Correlation Analysis 

Next, a Pearson Correlation analysis is performed to explore the relationships between 
digital marketing strategies and startup growth metrics. 
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Table 3: Pearson Correlation between Digital Marketing and Startup Growth 
Variable Social Media 

Marketing 
SEO 

Effectiveness 
Paid 

Advertising 
Revenue 
Growth 

Customer 
Acquisition 

Social Media 
Marketing 

1 0.75 0.65 0.60 0.55 

SEO Effectiveness 0.75 1 0.70 0.72 0.68 
Paid Advertising 0.65 0.70 1 0.58 0.60 
Revenue Growth 0.60 0.72 0.58 1 0.85 
Customer 
Acquisition Rate 

0.55 0.68 0.60 0.85 1 

Source: Research Results 
 

There are significant positive correlations between the effectiveness of digital marketing 
strategies (social media, SEO, and paid ads) and both revenue growth and customer acquisition. 
The highest correlations are observed between SEO effectiveness and both revenue growth (r 
= 0.72) and customer acquisition (r = 0.68). These results suggest that SEO is a particularly 
effective digital marketing strategy for driving both growth metrics. 
 
Regression Analysis 

To explore the predictive power of digital marketing strategies on startup growth, a 
multiple regression analysis is performed. 
 

Table 4. Multiple Regression Analysis - Predicting Revenue Growth 
Predictor Unstandardized Coefficients Standardized Coefficients t p 

(Constant) 1.52 
 

5.60 0.00 
Social Media Marketing 0.18 0.21 2.45 0.02 
SEO Effectiveness 0.32 0.35 4.11 0.00 
Paid Advertising 0.15 0.18 2.10 0.04 

Source: Research Results 
 

The regression analysis reveals that all three digital marketing strategies (Social Media 
Marketing, SEO, and Paid Advertising) significantly predict revenue growth. SEO is the 
strongest predictor, with a standardized coefficient of 0.35, followed by social media marketing 
(0.21). This supports the earlier finding that SEO plays a critical role in enhancing business 
growth. 

 
Hypothesis Testing 

Next, the study tests hypotheses using ANOVA or t-tests to evaluate the differences in 
growth metrics based on digital marketing strategies. 

 
Table 5: One-Way ANOVA for Revenue Growth by Digital Marketing Strategy 

Group Mean Revenue Growth (%) F-value p-value 
Social Media Marketing 15% 4.52 0.01 
SEO Effectiveness 22% 

  

Paid Advertising 18% 
  

Source: Research Results 
 

The results from the one-way ANOVA test show a significant difference in revenue 
growth between the digital marketing strategies (F = 4.52, p = 0.01). Post-hoc analysis would 
be required to pinpoint the exact group differences, but it suggests that SEO has the highest 
impact on revenue growth. 
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Discussion 
The findings indicate that digital marketing strategies have a positive and significant 

impact on the growth of startups in Indonesia. Specifically, SEO stands out as the most 
effective strategy for driving both revenue growth and customer acquisition. This aligns with 
the existing literature suggesting that SEO can significantly enhance online visibility and attract 
organic traffic. 

Social media marketing, while not as strong as SEO, still contributes positively to startup 
growth. This aligns with research showing that social media platforms offer a cost-effective 
way for startups to engage directly with customers. 

Paid advertising, while impactful, appears to have a slightly lower effect on growth 
compared to SEO and social media marketing. This may be due to the increased competition 
in paid advertising channels and the need for continuous investment in ads. 

The findings also highlight the importance of integrating multiple digital marketing 
strategies. Startups should not rely on just one strategy but combine various approaches (e.g., 
social media, SEO, and paid advertising) to optimize growth. 
 
CONCLUSION 

The study aimed to analyze the impact of digital marketing strategies on the growth of 
startup businesses in Indonesia. By integrating both qualitative and quantitative approaches, 
we were able to uncover meaningful insights into how digital marketing affects revenue 
growth, customer acquisition, and overall business success. Based on the results from the 
analysis, several key conclusions can be drawn: 

 
1) Significant Impact of Digital Marketing on Startup Growth 

The findings indicate that digital marketing strategies, particularly SEO, social 
media marketing, and paid advertising, have a significant positive impact on startup 
growth. Among these strategies, SEO was found to be the most effective in driving both 
revenue growth and customer acquisition. This aligns with the growing importance of 
online visibility and organic traffic generation for businesses in the digital age. 

2) SEO as a Key Driver of Success 
The data reveals that SEO effectiveness is the strongest predictor of revenue 

growth, with a significant positive correlation between improved SEO and higher 
revenue. Startups that have optimized their websites and content for search engines 
appear to benefit most in terms of online visibility, customer acquisition, and financial 
performance. Therefore, investing in robust SEO practices should be prioritized by 
startups looking to scale. 

3) Social Media Marketing’s Role in Engagement 
Social media marketing emerged as a valuable tool for startups, driving 

customer engagement and improving brand visibility. However, its impact on revenue 
growth was found to be slightly lower than SEO. Nonetheless, it remains a crucial 
component of any digital marketing strategy, particularly for businesses that rely on 
direct interaction with customers and brand loyalty building. 

4) Paid Advertising as an Effective Supplementary Tool 
While paid advertising was found to have a positive impact on startup growth, 

it was less effective than SEO and social media marketing. This could be due to the 
high costs associated with paid ads and the saturation of digital advertising channels. 
However, when used strategically in combination with other digital marketing methods, 
paid advertising can still contribute to growth, especially for startups aiming to increase 
immediate traffic or reach a broader audience. 

5) Integrated Marketing Strategies for Optimal Growth 
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The results emphasize the importance of adopting an integrated approach to 
digital marketing. A combination of SEO, social media, and paid advertising appears 
to provide startups with the best opportunities for growth. Relying on a single strategy 
may limit the potential for sustained success. Startups should leverage the strengths of 
each digital marketing strategy while aligning them with their business goals and target 
audience. 

6) Recommendations for Startups 
Based on the findings, the following recommendations are made for startups in 

Indonesia: 
 
a) Focus on SEO: Given its strong impact on growth, startups should prioritize SEO to 

enhance organic visibility and drive long-term customer acquisition. 
b) Leverage social media: Engage with customers on platforms like Instagram, 

Facebook, and TikTok to build brand awareness and foster community engagement. 
c) Invest strategically in paid advertising: While paid ads may not be as impactful as 

SEO or social media, they can still be effective when used alongside other marketing 
strategies to amplify reach and target specific audiences. 

d) Monitor and adjust marketing efforts: Startups should continuously assess the 
effectiveness of their digital marketing efforts through data analytics, adjusting 
strategies as needed to optimize performance and stay competitive. 
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