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Article History Abstract 

Original Research Article This study aims to explore the implementation of digital marketing in increasing sales turnover 

at PT Borneo Karya Sabumi. This research employs a qualitative case study design. Primary 

data were collected through in-depth interviews with company managers and the marketing 

team, while secondary data were obtained through direct observation and documentation. 

Data collection was carried out using method triangulation to ensure the validity of the 

findings. 

The results of this study indicate that PT Borneo Karya Sabumi implements digital marketing 

by uploading product catalog photos and product videos through social media platforms such 

as WhatsApp Business and Instagram, enabling consumers to easily access product 

information. In addition, WhatsApp Business is utilized as a medium for communication and 

online transactions with consumers both within and outside the Banjarmasin area. The 

implementation of digital marketing contributes to expanding market reach, improving 

customer interaction, and increasing sales turnover. 
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INTRODUCTION 

The intensification of business competition in the digital era 

has compelled companies to continuously adapt their 

marketing strategies in order to remain competitive and 

ensure long-term sustainability. Marketing plays a crucial 

role in organizational success, as it not only facilitates 

product promotion and distribution but also shapes 

consumer perceptions and purchasing decisions (Kotler & 

Keller, 2016). Empirical evidence from small and medium 

enterprises shows that the use of digital advertising 

contributes significantly to improving sales performance 

(Norrahmiati, 2020). 

With the rapid advancement of information and 

communication technologies, traditional marketing 

approaches are increasingly complemented or replaced by 

digital marketing strategies that leverage Internet-based 

platforms. Digital marketing enables firms to expand 

market reach and enhance sales outcomes through online 

promotion and interaction, particularly via social media 

advertising (Norrahmiati, 2020). 

Digital marketing refers to the use of digital technologies to 

conduct targeted, measurable, and interactive marketing 

activities. It is commonly associated with online marketing 

or internet marketing and includes various digital channels 

such as websites, social media platforms, e-commerce 

applications, email, and online advertising tools. According 

to Chaffey and Mayer (2009), digital marketing has a 

broader scope than conventional marketing because it 

utilizes diverse digital media to engage consumers more 

efficiently and without geographical limitations. The 

effectiveness of social media-based digital marketing in 

increasing sales performance has been supported by 

previous empirical studies (Elena, 2022; Norrahmiati, 

2020). 

The concept of digital marketing is rooted in broader 

marketing theory. Marketing is defined as a social and 

managerial process through which individuals and groups 

obtain what they need and want by creating, offering, and 

exchanging products of value with others (Kotler, cited in 

Hasiholan & Amboningtyas, 2000). In practice, digital 

marketing strengthens communication and relationship-

building between sellers and buyers, enabling businesses to 

influence consumer purchase behavior more effectively  
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(Norrahmiati, 2020). 

The rapid growth of internet penetration, social media 

usage, and e-commerce platforms has significantly 

transformed consumer purchasing behavior. Consumers 

increasingly rely on digital platforms to search for product 

information, compare alternatives, and conduct online 

transactions. Prior studies confirm that social media 

marketing has a positive and significant impact on 

consumer purchasing decisions and sales growth (Elena, 

2022; Norrahmiati, 2020). 

Sales turnover is a key indicator of a company’s 

performance and reflects its ability to market and sell 

products effectively. Chaniago (2002) defines sales 

turnover as the total revenue generated from the sale of 

goods or services within a specific period. In competitive 

markets, digital marketing and online advertising play an 

important role in increasing sales turnover and business 

sustainability (Norrahmiati & Suharto, 2023; Norrahmiati, 

2020). 

The electronics retail industry represents a highly 

competitive market due to rapid technological innovation 

and changing consumer preferences. Retail businesses are 

required to adopt adaptive digital marketing strategies to 

maintain competitiveness and achieve optimal sales 

performance. Previous studies on small and medium 

enterprises indicate that digital advertising through social 

media platforms effectively increases sales volume and 

market reach (Norrahmiati, 2020; Norrahmiati & Suharto, 

2023). 

Empirical observations indicate that the implementation of 

digital marketing has contributed to improved sales 

turnover at PT Borneo Karya Sabumi. These findings are 

consistent with prior research showing that social media 

advertising and digital promotion significantly enhance 

sales performance in small and medium enterprises 

(Norrahmiati, 2020; Elena, 2022). 

LITERATURE REVIEW 

Theoretical Perspective on Digital Marketing 

Digital marketing is grounded in marketing and 

communication theories that emphasize the role of digital 

technologies in value creation, customer engagement, and 

business performance. This study reviews the Digital 

Marketing Concept and the Integrated Marketing 

Communication Perspective as the main theoretical 

foundations. 

Digital Marketing Concept 

Digital marketing refers to marketing activities that utilize 

digital technologies and internet-based platforms to 

promote products or services in a targeted, measurable, and 

interactive manner. Chaffey and Mayer (2009) define 

digital marketing as a broader form of marketing that 

encompasses digital media such as websites, email, mobile 

communication, and social media platforms. This approach 

enables organizations to reach consumers efficiently while 

allowing performance measurement and real-time 

interaction. 

The digital marketing concept is derived from the general 

marketing theory, which views marketing as a social and 

managerial process through which individuals and groups 

obtain what they need and want by creating, offering, and 

exchanging valuable products (Kotler, 2000). In the digital 

era, traditional marketing practices have evolved alongside 

technological advancements, shifting communication from 

one-way promotion to interactive and relationship-based 

engagement. 

Digital marketing also emphasizes content-driven 

communication and technology integration. Sanjaya and 

Tarigan (2009) argue that digital marketing plays a crucial 

role in branding and market expansion by enabling 

companies to communicate with consumers through 

websites, social media, email marketing, and online 

advertising. By leveraging digital platforms, firms can 

attract potential customers, maintain relationships, and 

deliver relevant information in a timely manner. 

Overall, digital marketing can be understood as a strategic 

marketing approach that utilizes digital technologies as the 

primary medium to enhance market reach, customer 

interaction, and business performance. 

Factors Influencing Digital Marketing Effectiveness 

The effectiveness of digital marketing is influenced by 

several interrelated factors. Goel et al. (2017) identify key 

determinants that shape successful digital marketing 

implementation: 

Target market, which determines platform selection and 

content relevance, as promoting products across all digital 

platforms without clear segmentation can increase costs and 

reduce effectiveness. 

• Technology, which serves as the backbone of 

digital marketing, requiring marketers to 

continuously adapt to technological developments. 

• Content, which differentiates businesses from 

competitors through relevant, engaging, and 

persuasive messages. 

• Budget, as digital marketing, although more cost-

efficient than traditional marketing, still requires 

strategic financial allocation. 

• Social media, which facilitates interaction, 

promotion, and relationship-building between 

organizations and consumers. 
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These factors collectively influence how digital marketing 

strategies are designed and executed. 

Digital Marketing Performance Indicators 

Digital marketing performance can be evaluated through 

three main dimensions proposed by Muljono (2018): 

Traffic, Conversion, and Engagement. 

• Traffic refers to the number of visitors accessing 

digital platforms such as websites and social media 

accounts. This dimension is influenced by 

advertising and content quality, where attractive 

and informative content increases consumer interest 

(Laluyan et al., 2019). 

• Conversion represents the actions taken by visitors, 

such as seeking product information or spending 

time exploring content, which indicates potential 

purchasing behavior. 

• Engagement reflects the strength of the relationship 

between the company and consumers, including 

repeat customers and prospective buyers who 

interact with digital marketing content and 

eventually become customers. 

These indicators provide a comprehensive framework for 

assessing digital marketing effectiveness. 

Theoretical Perspective on Sales Turnover 

Sales turnover is a fundamental indicator of business 

performance and financial sustainability. This study 

reviews the Sales Performance Theory to explain the 

concept of sales turnover. 

Concept of Sales Turnover 

Sales turnover refers to the total revenue generated from the 

sale of goods or services within a specific period. Swastha 

(2005) defines sales turnover as the accumulation of sales 

activities calculated over a certain accounting period. 

Similarly, the Indonesian Dictionary (2000) describes sales 

turnover as the total value of sales recorded in a company’s 

income statement during a specific period. 

Chaniago (1998) and Swastha (1993), as cited in Nurfitriani 

(2011), emphasize that sales turnover represents the overall 

income obtained from selling products or services 

continuously within a defined timeframe. Thus, sales 

turnover reflects a company’s ability to market products 

effectively and sustain business operations. 

Factors Influencing Sales Turnover 

Sales turnover is influenced by both internal and external 

factors (Rachmawati): 

• Internal factors, which are controllable by the 

company, include product management 

capabilities, pricing policies, promotional 

strategies, and the selection of distribution 

channels. 

• External factors, which are beyond company 

control, include economic conditions, government 

policies in trade and monetary sectors, and market 

competition. 

The interaction between these factors determines the 

magnitude of sales turnover achieved by a company. 

RESEARCH METHODOLOGY 

Research Design 

This study adopts a descriptive qualitative research design 

aimed at gaining an in-depth understanding of digital 

marketing implementation at PT Borneo Karya Sabumi. 

The qualitative approach enables the researcher to explore 

marketing practices and their contribution to increasing 

sales turnover. 

Types and Sources of Data 

1. Types of Data 

The data used in this study are qualitative data, 

collected to describe and interpret phenomena 

related to digital marketing activities through 

observation, interviews, and documentation. 

2. Sources of Data 

1) Primary Data 

Primary data were obtained directly from 

selected informants through in-depth interviews. 

Informants were chosen using purposive 

sampling, focusing on employees involved in 

marketing activities at PT Borneo Karya 

Sabumi. 

2) Secondary Data 

Secondary data were collected from academic 

journals, company sales reports, social media 

content, product documentation, and other 

relevant records supporting the research topic. 

Data Collection Techniques 

1. Observation 

Observation was conducted by directly examining 

the digital marketing activities implemented by the 

company, particularly those related to product 

promotion and customer interaction. 

2. Interviews 

Interviews were carried out through face-to-face 

discussions with key informants to obtain detailed 
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insights into digital marketing strategies and their 

perceived impact on sales turnover. 

3. Documentation 

Documentation included the collection of 

photographs, social media content, sales records, and 

company-related documents to support data 

triangulation. 

4. Data Analysis Techniques 

Data analysis followed the interactive model 

proposed by Miles and Huberman (1992), consisting 

of data collection, data reduction, data display, and 

conclusion drawing. 

5. Data Validity 

Data validity was ensured through triangulation, by 

comparing information obtained from different data 

sources and data collection methods to enhance 

credibility and reliability. 

RESULTS AND DISCUSSIONS 

Results 

1. Use of WhatsApp Business 

PT Borneo Karya Sabumi has utilized WhatsApp 

Business since early 2020 as its primary digital 

marketing and online transaction platform. The 

application was selected due to its effectiveness in 

enabling direct communication, real-time responses, 

and online transactions with customers both within 

and outside Banjarmasin. 

The company uses WhatsApp Business to: 

• Share product information through catalog 

photos and videos, 

• Conduct online sales transactions, 

• Deliver sales promotions, and 

• Maintain continuous communication with 

customers. 

Interview findings indicate that WhatsApp Business 

significantly improves customer interaction 

efficiency compared to conventional phone-based 

communication. The use of status features allows 

customers to directly respond to posted products, 

facilitating faster inquiries and purchase decisions. 

Sales staff reported an increase in new customer 

contacts and improved ease in offering products 

through private messages. 

2. Use of Instagram 

Instagram is used as a supporting promotional 

channel to increase brand visibility and attract new 

customers. The company uploads product photos 

and videos through posts and stories, allowing wider 

public exposure due to the account’s open-access 

setting. 

Instagram functions primarily as a product showcase 

platform, while inquiries and transactions are 

redirected to WhatsApp Business to centralize 

communication. This strategy enables consistent 

customer management while leveraging Instagram’s 

broad reach. According to interview results, 

Instagram contributes mainly to customer 

acquisition rather than direct transactions. 

3. Use of Shopee 

PT Borneo Karya Sabumi also utilizes Shopee as an 

e-commerce platform, although its use remains 

limited. The company sells only small electronic 

products and is less active due to human resource 

constraints and administrative costs imposed by the 

platform. Consequently, Shopee plays a minor role 

compared to WhatsApp Business and Instagram. 

4. Sales Turnover Performance 

The implementation of digital marketing since 2020 

has contributed to a notable improvement in sales 

performance. Prior to adopting digital marketing 

(July–December 2019), the company experienced 

difficulties in consistently achieving monthly sales 

targets set by product brands. 

After adopting WhatsApp Business and Instagram 

(January–June 2020), interview evidence and sales data 

indicate: 

• Improved achievement of monthly sales targets, 

• Increased online transactions, particularly from out-

of-city customers, 

• Reduced promotional costs, and 

• Enhanced efficiency in reaching customers across 

different regions. 

Discussion 

1. Digital Marketing via WhatsApp Business 

The findings indicate that WhatsApp Business 

functions as the primary digital marketing channel 

by facilitating product promotion, customer 

interaction, and online transactions. Its real-time 

communication features enhance customer 

engagement and purchasing efficiency, supporting 

existing digital marketing literature on messaging-

based commerce. 

2. Digital Marketing via Instagram 

Instagram supports digital marketing efforts by 

increasing product exposure and brand awareness. 
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Although it does not directly generate sales, it 

effectively attracts potential customers and directs 

them to transactional platforms, emphasizing its role 

in the customer awareness stage. 

3. Limited Role of E-commerce Platforms 

The limited utilization of Shopee reflects challenges 

faced by small and medium-sized enterprises, 

particularly in managing operational resources and 

platform costs. This finding suggests that direct 

messaging platforms may be more effective for 

businesses prioritizing personal interaction and 

flexible transactions. 

4. Impact on Sales Turnover 

Overall, the implementation of digital marketing has 

positively influenced sales turnover at PT Borneo 

Karya Sabumi. Improved communication, expanded 

market reach, and efficient promotional strategies 

have strengthened customer relationships and 

supported sales growth. 

CONCLUSION AND SUGGESTION 

Conclusions 

This qualitative study analyzes the implementation of 

digital marketing at PT Borneo Karya Sabumi using 

interviews, observation, and data triangulation. The main 

conclusions are as follows. 

1. WhatsApp Business 

• WhatsApp Business serves as the primary 

platform for product information sharing and 

online transactions. 

• The platform effectively supports sales 

promotion and direct communication with 

customers. 

2. Instagram 

• Instagram is utilized mainly for product 

promotion and increasing brand visibility 

through visual content. 

• Customer inquiries on Instagram are redirected 

to WhatsApp Business for transaction 

purposes. 

3. Shopee 

• Shopee is used to list products but is not 

managed optimally due to limited human 

resources. 

4. Sales Turnover 

• The implementation of WhatsApp Business 

and Instagram contributes to increased sales 

turnover and market reach. 

• Sales performance improved after the adoption 

of digital marketing strategies. 

Suggestions 

1. The company is encouraged to optimize Shopee 

by assigning dedicated personnel to manage the 

platform. 

2. Future research should consider additional 

variables such as brand image and customer 

engagement to broaden the analysis of digital 

marketing effectiveness. 
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