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Objective: This study aims to analyze and describe the digitalization of Jetis Batik 
MSME marketing as a transformation of local cultural products. Method: A qualitative 
descriptive approach was employed with data collection techniques including 
observation, documentation, and interviews, using purposive sampling to select 
informants based on specific objectives. The analysis applied Talcott Parsons’ AGIL 
framework to assess adaptation, goal achievement, and integration in the digitalization 
process. Results: The findings show that adaptation remains limited, as Jetis Batik 
MSME owners still rely on conventional systems and lack a dedicated online sales 
platform, though partial adjustments are made through reseller networks. Goal 
achievement is hindered by concerns over price disparities with resellers, preventing 
optimal realization of marketing targets. Meanwhile, integration has been relatively 
successful, as evidenced by coordination between owners and resellers and the 
implementation of training programs that support sustainability in digital marketing. 
Novelty: The study contributes originality by combining economic perspectives with 
cultural preservation, framing digitalization not merely as a marketing strategy but also 
as an effort to safeguard and promote Jetis Batik as a valuable element of local cultural 
heritage. 
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INTRODUCTION  

In this modern era, digitalization has become one of the main forces in changing 

various aspects of life, including in the business world. Marketing digitalization, 

especially in the context of Micro, Small, and Medium Enterprises (MSMEs), provides 

ease of access to a wider and more efficient market. MSME actors are required to be part 

of the global community by utilizing information technology through e-business when 

facing competition [1]. 

In recent years, the world of marketing has changed due to the advancement of 

information technology. Digital marketing is a term that is often used to describe 

marketing activities that use advances in digital technology. Digital marketing includes 

an interactive integrated marketing that facilitates interaction between market 

intermediaries, potential consumers, and producers (Purwana et al., 2017) [2].  

MSMEs themselves are a type of business that is separated based on asset and 

turnover criteria. Previously, the MSME Law applied MSME criteria based on net worth 

and annual sales results. However, this criterion was changed through the Ciptaker Law. 

In the Ciptaker Law, the size used is based on business capital or annual sales results. 

The Job Creation Law has amended some of the existing provisions in Law Number 20 

of 2008 concerning Micro, Small, and Medium Enterprises (MSME Law) [3]. One of the 

provisions that was changed was regarding the criteria of MSMEs themselves. But the 

Job Creation Law only sets the criteria, without describing them in detail. So, it is only 
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mandated to be further regulated in Government Regulation (PP). This is answered in 

the MSME PP, precisely in Articles 35-36 of the 2021 MSME PP. In that article, it is 

stipulated that the grouping of MSMEs is based on business capital or annual sales results 

[4].  

The business capital criteria are applied to the grouping of MSMEs that are only 

to be established after the MSME PP takes effect. Meanwhile, the annual sales criteria are 

used for the grouping of MSMEs that already existed before this PP came into effect. 

Marketing strategies and promotion of MSME products through social media on the 

internet are an important step to expand market reach. Digitalization has also affected 

the changing shopping preferences of consumers, who now prefer to shop online through 

digital apps or platforms because they are more practical, fast, and at no additional cost, 

even though conventional markets offer the convenience of physical facilities that are 

almost unaffordable [5]. 

Micro, small, and medium enterprises (MSMEs) play an important and strategic 

role in national economic growth. Small and medium industries (MSMEs) occupy sixty 

percent (60%) of the Indonesian economy, and the number of MSMEs in Indonesia 

continues to increase significantly every year. MSMEs are one of the economic pillars that 

drive the wheels of the Indonesian economy. According to research conducted by the 

Ministry of Industry, small and medium industries (MSMEs) contributed 60.34% to 

Indonesia's GDP in 2016. In addition, during the same period, the sector absorbed 97.22% 

of Indonesia's workforce [6]. (According to Andrew Betlehn and Prisca Oktaviani 

Samosir, in 2018), based on the above, the government issued Law Number 20 of 2008, 

concerning Micro, Small, and Medium Enterprises (Amendment to Law Number 9 of 

1995, concerning Small and Medium Enterprises). As a legal basis that facilitates small 

businesses. Meanwhile, Article 19 of Law No. 20 of 2008 concerning MSMEs, Article 16 

paragraph (1) letter (c) states that development in the field of human resources is carried 

out in the following ways: 1. encouraging entrepreneurship: 2. improving the technical 

skills of a business so that it can develop properly and 3. provide MSME training to 

encourage business creativity and create new entrepreneurs (Feni Dwi Anggraeni & 

Hayat, 2018) [7]. 

 

Table 1. Regarding the Contribution of MSMEs in Indonesia from 2021 – 2023 

 

Source: Ministry of Industry (MSME General Data, 2023) 

 

Yes Year  
MSME Labor Absorption 

Percentage 
Sum  

1.  
2.  
3.  

2021 

2022 

2023 

97,90% 

98,00% 

98,10% 

121.000.000 

122.000.000 

123.000.000 
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Table 1. Showing detailed data on the contribution of Micro, Small, and Medium 

Enterprises (MSMEs) in absorbing labor in Indonesia from 2021 to 2023. This data shows 

that MSMEs play a significant role in the absorption of the workforce in the country, and 

the percentage continues to increase every year. In 2021, MSMEs absorbed around 97.90% 

of the workforce, or 121 million people. This figure continues to increase, and will reach 

98.10% in 2023, with the number of absorbed workforce estimated at 123 million people 

[8].  

This increase shows the large role of the MSME sector in the Indonesian economy, 

both as a job creator and as a catalyst for economic growth. Data provided by the Ministry 

of Industry shows that the information presented is very accurate and consistent. This 

reinforces the idea that MSMEs are the main pillars in the provision of jobs. Therefore, it 

is very important to support the strengthening and development of MSMEs so that they 

can increase their ability to absorb the workforce more effectively, thereby helping to 

reduce the unemployment rate and improve people's living standards [9]. This data 

clearly underlines the position of MSMEs which are very important and strategic in 

providing jobs and becoming the backbone of national economic growth.  

One of the MSMEs that is developing in Sidoarjo is Kampoeng Batik Jetis which 

has existed since 1675. Kampung Batik Jetis is an MSME that produces traditional 

Sidoarjo batik [10]. The location is in Jetis Hamlet or Jetis Neighborhood in Lemah Putro 

Village, Sidoarjo District, Sidoarjo Regency, East Java. Jetis Market was inaugurated by 

the Regent of Sidoarjo on May 3, 2008 as a batik industrial area with a total of 143 MSMEs 

[11]. During the administration of Regent Win Hendrarso (1999–2010), the government 

received many orders for Jetis batik, both companies and individuals. In contrast, 

Kampoeng Batik Jetis has many domestic and international visitors, including from 

Australia, Japan, and Switzerland. However, the batik artists are still unable to use this 

place's batik products as their source of income. Jetis Batik is only promoted at certain 

events, such as government and private exhibitions. There is no consistent promotion 

that makes Jetis batik less known to the public, even in Sidoarjo itself, even though many 

people open shops in the Jetis area to market their products [12]. However, the batik 

artists are still unable to use this place's batik products as their source of income.  

Jetis Batik is only promoted at certain events, such as government and private 

exhibitions. There is no consistent promotion that makes Jetis batik less known to the 

public, even in Sidoarjo itself, even though many people open stores in the Jetis area to 

market their products. To increase the potential of the village, the Jetis community has 

developed the idea to build a Jetis Batik Village which aims to help market and maintain 

the selling price of Jetis batik in a stable manner as well as managed by the local 

government [13]. Therefore, Jetis Batik Village, located in Jetis Hamlet in Lemah Putro 

Village, Sidoarjo Regency, East Java, is one of the cultural heritage that needs to be 

preserved and supported to develop.  
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Figure 1. Jetis Batik Village 

Source: Documentation by the author 2025 

 

"Batik" comes from the Javanese words "amba", which means "to write", and 

"point", which means "point." One of the methods of making clothes is batik. Batik can 

also refer to two things, namely the first dyeing of the fabric is done at night to prevent 

some of the fabric from being dyed. This technique is called wax-resistant color in 

international literature[14]. Batik also means making dots on mori cloth if the use and 

presentation of batik remains in accordance with current trends, it will attract the interest 

of young people. Because they do not understand the meaning and philosophy of batik, 

the young generation of Indonesia has lost Indonesia's cultural heritage (Agustina, 

2021)[15]. Traditional Jetis Batik, also known as Jetis Batik, is different from Solo and 

Yogyakarta Batik which only has two-color motifs and only has green, yellow, and red 

colors. Many Batik collectors who have visited Kampung Batik Jetis in the 1920s, the 

golden age of Jetisan Batik, admit that the Batik Jetis Sidoarjo motif is very famous. Many 

of them even have 80 to 100-year-old Jetis Batik[16].  

For generations, Jetis Batik MSMEs have been the economic pillar of the Sidoarjo 

community. Typical motifs of Jetis Batik, such as wutah rice and spinach flowers, as well 

as other motifs, show the rich culture and local values of the Sidoarjo people. However, 

as the development of Batik Jetis MSMEs still uses conventional marketing strategies that 

are usually limited to direct sales and word-of-mouth marketing. In order for MSMEs to 

survive and thrive in today's digital era, they must change the way they market. Batik 

Jetis MSMEs have opportunities through marketing digitalization to increase the added 

value of products, preserve and introduce local cultural richness to domestic and 

international markets, and expand market reach[17]. To transform local goods into goods 

that have high economic value without losing their cultural value, digital marketing 
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strategies such as the use of social media, e-commerce, digital content, and search engine 

optimization can help.  

Indonesian culture has many philosophical, historical, and aesthetic values from 

the written arts. However, written batik faces major challenges in marketing, batik 

regeneration, and global competition amid modernization and digitalization currents. On 

the contrary, digital technology has provided business actors with new opportunities to 

improve efficiency and reach a wider market. In this case, using digital technology 

through e-business platforms is an important strategy to maintain and develop the 

written batik business in a sustainable manner [18].  

In 2009, UNESCO recognized Batik as a Humanitarian Cultural Heritage for Oral 

and Intangible Culture (Intangible Cultural Heritage of Humanity). The traditional batik 

industry faces many challenges to survive amid the current of globalization and rapid 

technological advancements [19]. The most prominent is the marketing and 

competitiveness of the product. And, one of them, Jetis Batik Village in Sidoarjo, East 

Java, is a batik making place that has historical value and characteristics. In general, Jetis 

batik products are in great demand by the surrounding community. If studied in depth, 

Jetis Batik has a great opportunity to increase sales. However, in this case there is a 

problem in the marketing media (digital) used by Jetis Batik MSMEs that is still not 

optimal, so few people know about batik that has existed since 1675. Due to the lack of 

continuity of promotion on social media, Batik Jetis is not known to the wider community 

even among the people of Sidoarjo itself. In this case, social media if it can be used better, 

the village will become more attractive to the general public and become a center for 

educational tourism, which in turn will keep local batik alive and prevent the extinction 

of Indonesian local batik because Indonesia is famous for its jetish batik [20].  

Based on the explanation that has been described above, it shows that there are 

still obstacles such as the lack of digital activities carried out by the owner of Batik Jetis 

MSMEs himself (but he has a permanent reseller who will later help with online sales 

through social media). Therefore, this study aims to analyze and concretely describe 

"Digitalization of Jetis Batik MSME Marketing as a Transformation of Local Cultural 

Products" by using the theory according to Talcott Parsons AGIL, namely: (Adaptation) 

Adaptation, (goal attainment) goal achievement, (integration) integration [21].  

There are several previous studies that discuss related to digital marketing, the 

first of which was conducted by Annisa Alifia Darsinandra, et al (2024) with the title 

''Branding of the East Java Cooperatives and SMEs Office in Developing the Batik MSME 

Industry to Increase Competitiveness in the Global Market''. This research was conducted 

using a qualitative method using interviews. The results of this study show that the East 

Java cooperative and MSME office has carried out various branding initiatives, ranging 

from digital marketing training programs, the use of logos, to improving product quality 

according to international standards [22].  

The second was carried out by Lilla Silviatul Hikmah, et al. (2023) with the title 

''Digitalization Marketing as a Marketing Strategy for MSMEs in Sidoarjo City''. The 

methodology used includes the first introduction phase (pre-mentoring phase), followed 
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by the mentoring phase (training and mentoring), and finally the post-mentoring phase. 

The results of this study reveal that marketing digitalization has a considerable impact 

on increasing the marketing effectiveness of MSMEs. By utilizing social media, company 

websites, MSMEs can reach a wider market and increase interaction with potential 

customers [23].  

The third was conducted by Ulfa Afrianti, et al. (2024) with the title ''Digitization 

of Marketing Through Instagram and Facebook Ads in Increasing the Business Scale of 

MSMEs: Systematic Literature Review''. This study applies the Systematic Literature 

Review method. The findings show that social media Instagram and Facebook Ads have 

contributed to increased business scale. Instagram and Facebook social media have 

played a role in increasing the scale of businesses and influencing consumer engagement 

and behavior, and generating data that supports marketing strategies [24].  

The fourth was carried out by Lilla Silviatul Hikmah, et al related to the title 

"Digitalization Marketing as a Marketing Strategy for MSMEs in Sidoarjo City". The 

purpose of this article is to learn how marketing digitalization serves as an effective 

marketing strategy for Micro, Small, and Medium Enterprises (MSMEs). In today's 

technological era, MSMEs must implement marketing strategies that are in line with 

trends in communication and information technology. Small and medium-sized 

businesses (MSMEs) can reach a wider market and establish relationships with more 

customers by leveraging social platforms and media such as their websites. Therefore, 

this article provides advice for MSMEs to address this issue, including digital skills 

training and the use of appropriate tools and platforms [25]. The fifth was carried out by 

Maya Setiowati, et al (2024) with the title "The Effectiveness of the Use of the Siskeudes 

Application in Financial Reporting in Permisan Village, Jabon District" related to research 

on the Use of the Siskeudes Application. The purpose of this study is to measure the 

extent of the effectiveness of the use of the Siskeudes application in financial reporting in 

Permisan Village [26].  

The purpose of this research is to analyze and explain in real terms how marketing 

digitalization can be applied by Batik Jetis MSMEs. This aims to transform local cultural 

products so that they can adapt and compete in the digital era. This research will explore 

the challenges and opportunities in the process of digitizing the marketing of Jetis Batik, 

as well as examine the extent to which digital strategies are able to increase 

competitiveness, expand market reach, and maintain local cultural values. Using the 

theory of AGIL Talcott Parsons, this study will also analyze how Batik Jetis MSMEs 

adapt, achieve goals, and integrate in the context of digitalization to maintain their 

existence in the midst of modernization.  

 

RESEARCH METHOD 

This study applies a qualitative approach with a descriptive method. This research 

aims to find out and describe in detail and in depth related to the Digitalization of Jetis 

Batik MSME Marketing as a Transformation of Local Cultural Products. The location of 

this research is located in Jetis Village, Sidoarjo District, Sidoarjo Regency. According to 
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Sugiyono (2018), the Qualitative Research method is a research approach that is based on 

a certain philosophical foundation and is used to research in natural situations, not 

experiments. In this method, the researcher plays the role of the main instrument, with 

data collection and analysis techniques carried out qualitatively and more focused on 

understanding meaning [27]. In obtaining information or data needed to support the 

research, an informant is needed as the research subject, which is determined using the 

purposive sampling method where the source has been determined by the researcher. 

The informants involved in this study are, Mrs. Tutik, one of the owners of Jetis Batik 

MSMEs in Jetis Batik Village, Sidoarjo. The data sources used in this study are primary 

and secondary data sources. Primary data is data obtained directly by researchers by 

digging up information sources (informants) that are relevant to the problem through 

observation and interviews. Meanwhile, secondary data is obtained from documents, 

literature studies or related archives. In order to obtain the form of data this research uses 

various sources such as books, journals, articles, other information documents and mass 

media related to research problems. In this study, data collection techniques include 

observation, interviews, and documentation to obtain relevant information. The focus of 

this study is using the data analysis model proposed by Miles and Huberman (1984) 

referring to several stages, including data collection, data reduction, data presentation, 

and drawing conclusions or verification [28]. 

 

RESULTS AND DISCUSSION 

Results 

Regarding the above statement from the results of research conducted through 

observation, interviews, and data analysis, the identification results show that the 

implementation of Digitalization of Jetis Batik MSME Marketing as a Transformation of 

Local Cultural Products related to the lack of digitalization in Mrs. Tutik's Jetis Batik 

MSMEs is the main problem. In this study, the three-element approach proposed by 

Talcott Parsons AGIL will be used, namely: Adaptation, Goal Achievement, Integration.  

The results of the interview conducted with the owner of Batik Jetis MSMEs, 

namely Mrs. Tutik, on the Adaptation indicators are as follows:  

Interview 1 result: "Yes, it's good, with technology it makes it easier for people to 

sell online, however, my MSME marketing, Mrs. Tutik is only through word of mouth 

and regular resellers. But sometimes resellers sell through live streaming on social media, 

with that batik sales are still stable, although sometimes they have decreased". (Interview 

results, May 12, 2025)  

Interview 2: "Yes, we must keep watching, especially I, the owner of this jetis Batik 

MSME, always take care and be careful, especially in the size of written batik, it must still 

have a size of 2 meters, the length is 1.5 meters and the color must always be bright and 

of course it must still be loved by the people of Madura". (Interview results, May 12, 2025)  

The results of the interview conducted with the owner of the Jetis Batik MSME, 

namely Mrs. Tutik, on the Goal Achievement indicators are as follows:  
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Interview results: "Yes for MSMEs in Sidoarjo as a whole, maybe yes, but the 

existence of digital in your business does not apply digitalization because yes because we 

have a permanent reseller. But, in other efforts, I believe that this digital has helped many 

MSMEs in Sidoarjo in achieving their targets. Especially in terms of increasing marketing, 

revenue, and cultural preservation, if online marketing is clear, Mrs. Tutik will not be 

possible because she has a permanent reseller, and therefore if Mrs. Tutik does digital 

marketing, she is afraid that it will damage the price of her batik to the reseller". 

(Interview results, May 12, 2025)  

The results of the interview conducted with the owner of Batik Jetis MSMEs, 

namely Mrs. Tutik, on the Integration indicators are as follows:  

Interview results: "Yes, there used to be and marketing training was often but now 

it is no longer there because it is no longer running. And currently, I only have a 

permanent reseller and if digital has been implemented at my consumer reseller I am sold 

online such as on E-Commere, it is nothing like Shopee and its TikTok account". 

(Interview results, May 12, 2025)  

Discussion 

Based on the results of research conducted through observation, interviews, and 

data analysis, the identification results show that the implementation of Jetis Batik MSME 

Marketing Digitalization as a Transformation of Local Cultural Products related to the 

absence of digitalization is the main problem. Jetis Batik can be said to have not become 

the main livelihood for the Jetis people in this place because not many people know about 

this product. In fact, with the rapid development of telecommunications at that time, it 

was very possible to use promotional media to improve people's finances, especially for 

batik makers. In addition, this is a way to preserve the local cultural richness of Sidoarjo. 

Therefore, this research aims to increase the market share of MSMEs that are squeezed 

by optimizing web-based digital marketing. In this study, a three-element approach will 

be used proposed by Talcott Parsons (AGIL), namely: adaptation (the ability to adapt to 

changes in technology and the digitalization environment), goal achievement (the success 

of an entity (business), in digital technology) and, integration (to produce more efficient 

solutions, increase ease of access to data, and optimize the digitization process of jetis 

batik)[29]. Jetis batik has a great opportunity to increase sales if researched thoroughly. 

Small and medium businesses (MSMEs) Batik Jetis still use less effective marketing 

methods, so not many people know that this batik has been around since 1675. Because 

there is no consistent promotion on social media, Jetis Batik may not be well-known in 

the general public, even among the residents of Sidoarjo themselves [30]. 
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Figure 2.  

 

1. Adaptation 

The ability to adapt to the environment is the ability to adapt to change. Intensity 

is one of the reasons why a company must have the ability to adapt to a good 

environment of competitors. The adaptability of MSMEs can be seen from the extent to 

which MSME business actors can take advantage of existing digitalization technology 

[31]. There are still many Batik Jetis MSME actors who have not used digitalization both 

in marketing, production and digital application, one of which is Mrs. Tutik (owner of 

Jetis batik MSMEs), the informant of this research. MSME actors are still comfortable with 

conventional patterns, the main factor is the current sophisticated "Technology Stutter". 

The system must be able to adapt to the external environment and manage 

available resources, this includes the ability of the system to adapt to external changes 

and to allocate resources efficiently. Adaptation itself is very important because the 

digital world is moving fast and constantly changing. Without adaptability, businesses 

can lag behind, lose competitiveness, and even fail to survive[32]. In the Implementation 

of Digitalization of MSME Marketing in Batik Jetis itself owned by Mrs. Tutik, it can be 

said that it is going quite well, even though the owner of Batik Jetis MSMEs has not 

implemented marketing in a digital way, but she has a permanent reseller who will later 

help with online sales through social media.  

However, even though it has adapted to the times, the owners of jetis batik MSMEs 

themselves do not have a personal sales website. But all sales are done offline by Mrs. 

Tutik, and the results of her batik work are sold to a permanent reseller of the owner of 

the Batik Jetis MSME itself (Mrs. Tutik). Not only that, even though Mrs. Tutik's batik 

MSME business is competitive in the current digital era and does not have a web for 

online sales (digital-based), she still maintains the quality of her batik products among 

modern batik or other batik.  



Digitization of Jetis Batik MSME Marketing as a Transformation of Local Cultural Products 

 

 

International Conference on Social Science and Humanity  1110 

 

 

 
Figure 3. Jetis Batik 

Source: Detik.com 

 

Based on the results of the interview, it can be concluded that in the adaptation 

indicators put forward by Talcott Parsons (AGIL), it is considered quite adaptable to the 

theory, where the owners of Batik Jetis MSMEs still do not have a web to make online 

sales. Meanwhile, adaptation itself is the ability of the social system to adapt to the 

environment, both by managing resources and responding to external changes in order 

to survive. In simple terms, the adaptation function emphasizes that a system (including 

an organization or state) must be able to live in its environment by adapting dynamically, 

both through resource management and socio-cultural transformation [33].  

When juxtaposed with previous research conducted by Golan and Jesseline (2024) 

entitled "The Implementation of Digital Marketing Strategies in Sari Laut KPK MSMEs 

in Batam City" shows that the application of digital technology in marketing can increase 

the efficiency and effectiveness of small and medium businesses. The study shows that 

MSMEs can facilitate interaction with consumers, reach a wider market, and increase 

product visibility. As a result, Batik Jetis MSME owners must consider the use of digital 

technology in their marketing strategies [33]. Thus, implementing a digital marketing 

strategy can be an important step in supporting the growth and development of MSMEs 

in the midst of existing challenges because this will not only help them adapt to market 

changes, but will also improve their competitiveness and the sustainability of their 

business in the current digital era. 

4. Goal Achievement 

Within the framework of AGIL, Goal Attainment is the ability of social systems to 

determine collective goals and organize resources and actions to achieve those goals. In 

addition, the achievement of goals also helps ensure that digital sales are not only active, 

but also targeted, measurable, and sustainable. In the implementation of the 

digitalization of the sale of jetis batik MSMEs itself, it is said that it has not gone well, 
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because there is still no implementation of digitalization carried out by the MSME owners 

themselves because if they implement the digitization process, they are afraid that it will 

damage the market price, therefore MSME owners still do not dare to implement the 

transaction process digitally. But even so, the sales of jetis batik itself are still stable.  

 

 
Figure 4. Jetis Batik MSME Website Training 

Source: TIMES Indonesia 

 

Based on the results of the interview, it can be concluded that the Goal 

Achievement indicator put forward by Talcott Parsons AGIL shows that the goal 

achievement indicator has not been fully realized. This shows that there is a difference 

between theory and practice. In these cases, the existing social system cannot set 

collective goals and direct resources to achieve them. Every social system needs the 

ability to determine the goals to be achieved and strive for these goals to be realized 

concretely. 

When juxtaposed with previous research conducted by Tayibnapis, A. Z. (2021) 

with the title "The Rise of MSMEs in Indonesia" also highlights the distrust and doubt of 

business actors towards e-commerce due to potential price conflicts and reseller margins. 

The potential price and margin conflicts faced by e-commerce resellers often lead to this 

mistrust. Businesses may be reluctant to invest or actively participate in e-commerce if 

they have doubts about the fairness and stability of the pricing system. This hinders the 

social system from achieving its goals. Therefore, social systems are essential for fostering 

trust and creating an environment that supports business cooperation. In this way, 

collective goals can be achieved more efficiently [34].  

5. Integration 

According to Talcott Parsons AGIL. Integration itself is the ability of the social 

system to maintain coordination, order, and internal stability between parts of the 

system, so that various components of society can work together harmoniously and not 

contradict each other. Every social system requires a certain degree of integration to 

maintain balance and cooperation between its components. Without integration, the 

system will not be able to overcome internal conflicts and is at risk of disintegration. In 
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the implementation of digitalization in Batik Jetis MSMEs, it has been running well, 

MSME owners have carried out internal coordination with resellers by conducting 

training.  

 

 
Figure 5. Jetis Batik 

Source: Detik.com 

 

Based on the results of the interview, it can be concluded that in the Integration 

indicator put forward by Talcott Parsons AGIL. It has gone well and is in accordance with 

the theory. Integration itself is related to the ability of the social system to maintain 

coordination, order, and internal stability between parts in the system, in this case the 

owner of Batik Jetis MSMEs themselves has conducted training that is carried out 

internally with resellers.  

When juxtaposed with previous research conducted by Sebastian, D., Kathleen, F., 

& Hartono, F. E. (2024) with the title "The Effectiveness of Marketing and Operational 

Strategies on the Development of MyHazza MSME Business" Focusing on reseller 

integration and digitalization in MSME business operations, it shows that internal 

collaboration increases market penetration [35]. The results of the study show that 

effective internal cooperation can increase market penetration; The findings of this 

interview are in line with this: Batik Jetis Small and Medium Businesses (MSMEs) can 

better handle market challenges and take advantage of opportunities with training and 

strengthening relationships between owners and resellers. 

In the Integration indicator itself, there are no obstacles found to be running well. 

This shows that the existing system is operating well and that everyone involved in the 

integration process can work well together. This success shows that the strategies used 

are effective and there is an opportunity to advance on a larger scale, increase production 

capacity and expand distribution networks. Thus, a good integration will provide a 

strong foundation for the growth and sustainability (MSMEs) of Batik Jetis in the future. 

 

 

 



Digitization of Jetis Batik MSME Marketing as a Transformation of Local Cultural Products 

 

 

International Conference on Social Science and Humanity  1113 

CONCLUSION 

Fundamental Finding : This study concludes that Jetis Batik MSMEs in Sidoarjo 

Regency possess strong potential for digital development, as evidenced by their 

adaptability through reseller-based online marketing and the effective integration of 

cooperation and training, although challenges remain in directly achieving marketing 

goals due to concerns over price disparities with resellers. Implication : These findings 

highlight the importance of enhancing digital capacity and promoting inclusive 

marketing strategies, suggesting that greater utilization of digital platforms, independent 

website development, and innovative solutions for price alignment are critical to 

optimizing digital transformation and sustaining cultural product preservation. 

Limitation : However, the study is limited by its single case focus and reliance on 

qualitative insights, which may not fully capture broader patterns of digitalization 

among similar MSMEs or quantitatively measure consumer perspectives. Future 

Research : Further studies are recommended to adopt comparative and mixed-method 

approaches across multiple MSMEs, exploring customer satisfaction, digital readiness, 

and the interplay between economic sustainability and cultural heritage preservation in 

advancing the digitalization of local cultural industries. 
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