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Abstract :  
This study aims to analyze the effect of digital marketing training on 
improving digital marketing literacy and MSME performance in 

Probolinggo Regency through a qualitative literature review. The study 
synthesizes evidence from peer-reviewed journals, books, conference 
proceedings, and government reports published between 2020 and 

2026. The analysis is based on Human Capital Theory, Resource-Based 
View, Dynamic Capability Theory, and the Technology Acceptance Model. 
The findings indicate that digital marketing training enhances 

entrepreneurs’ digital marketing literacy by strengthening their digital 
knowledge and practical skills. Improved digital marketing literacy 
subsequently contributes to better MSME performance through 
increased market reach, customer engagement, competitiveness, and 

business sustainability. The study recommends continuous competency-
based digital marketing training and mentoring to accelerate the digital 
transformation and long-term competitiveness of MSMEs in Probolinggo 

Regency. 
 

INTRODUCTION 
The acceleration of digital transformation has fundamentally reshaped business 

practices across various economic sectors, making digital marketing one of the most 

essential competencies for business sustainability in the twenty-first century (Sak et al., 

2025). The rapid growth of internet penetration, mobile technologies, social media 

platforms, and e-commerce ecosystems has changed how businesses communicate with 

consumers, promote products, and create competitive advantages (Rosário & 

Raimundo, 2021). For Micro, Small, and Medium Enterprises (MSMEs), digital marketing 

no longer functions merely as an optional promotional tool but has become a strategic 

capability that determines business resilience and long-term competitiveness 

(Hokmabadi et al., 2024). In Indonesia, MSMEs contribute significantly to national 

economic development through employment creation, poverty alleviation, and regional 

economic growth (Nursini, 2020). However, maximizing these contributions requires 

entrepreneurs to possess adequate digital competencies capable of responding to 

increasingly dynamic market environments (Carayannis et al., 2024). Consequently, 

digital marketing training has emerged as an important educational intervention that 
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equips entrepreneurs with practical knowledge, technological skills, and adaptive 

capabilities necessary to compete within the digital economy (Almansour, 2022). From 

both educational and socioeconomic perspectives, strengthening digital marketing 

literacy among MSMEs represents an investment in human capital that supports 

sustainable entrepreneurship, innovation, and regional economic development, 

particularly in developing regions such as Probolinggo Regency. 

Despite the increasing availability of digital technologies, many MSMEs continue 

to experience difficulties in utilizing digital marketing effectively (Sharabati et al., 2024). 

One of the primary challenges lies in the limited digital marketing literacy of business 

owners, who often possess insufficient knowledge regarding social media management, 

online branding, digital advertising, search engine optimization, customer engagement, 

and digital business analytics (Apasrawirote et al., 2022). These limitations reduce their 

ability to expand market access and compete with businesses that have successfully 

integrated digital strategies into their operations (Leão & da Silva, 2021). The situation 

is particularly evident among MSMEs in Probolinggo Regency, where economic activities 

are dominated by food processing industries, agriculture-based products, fisheries, 

handicrafts, and household enterprises. Although internet accessibility has improved 

substantially, many local entrepreneurs still rely on conventional marketing practices 

that limit business growth and market diversification. Government agencies, 

universities, and community organizations have implemented various digital marketing 

training programs to address these issues. Nevertheless, differences in participants' 

educational backgrounds, technological readiness, business experience, and follow-up 

mentoring frequently result in inconsistent training outcomes (Khan et al., 2025). 

Consequently, improving digital marketing literacy remains a significant challenge 

requiring continuous educational interventions and evidence-based policy development 

to strengthen the competitiveness of local MSMEs. 

Recent developments indicate that digital transformation has encouraged both 

public institutions and educational organizations to intensify digital capacity-building 

programs for MSMEs (Matsieli & Mutula, 2025). Universities increasingly collaborate 

with local governments, business associations, and community empowerment 

institutions to organize digital marketing workshops, entrepreneurship mentoring, 

marketplace training, and social media optimization programs (Karunia et al., 2024). 

These initiatives aim to improve entrepreneurs' ability to create digital content, utilize 

online marketplaces, manage customer relationships, and analyze digital marketing 

performance using various technological platforms. In Probolinggo Regency, digital 

entrepreneurship programs have become increasingly important as local governments 

promote digitalization to strengthen regional economic resilience and expand MSME 

participation in national and international markets. However, practical observations 

reveal that many entrepreneurs still experience difficulties in converting acquired digital 

knowledge into measurable business performance improvements. Several MSMEs 

utilize social media only for basic promotional activities without implementing 

integrated digital marketing strategies based on consumer analytics, branding, customer 

engagement, and performance evaluation. This phenomenon suggests that the 

effectiveness of digital marketing training depends not only on knowledge transfer but 

also on entrepreneurs' ability to transform acquired competencies into sustainable 
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business practices that improve organizational performance (Martínez-Peláez et al., 

2023). 

Previous studies have consistently demonstrated the positive contribution of 

digital marketing training toward improving entrepreneurs' digital competencies and 

business capabilities. Existing literature generally reports that training programs 

increase participants' knowledge regarding digital platforms, online promotion, content 

marketing, and marketplace utilization while simultaneously encouraging technology 

adoption among small businesses. Several studies further conclude that digital 

marketing literacy positively influences marketing effectiveness, customer acquisition, 

innovation capability, and business sustainability. Nevertheless, empirical findings 

remain fragmented because many studies evaluate only short-term training outcomes 

or focus exclusively on participants' satisfaction without examining the broader 

mechanisms connecting training, digital literacy, and organizational performance. Other 

investigations emphasize digital technology adoption but provide limited theoretical 

explanation regarding how educational interventions contribute to the development of 

strategic digital competencies that subsequently improve MSME performance. 

Furthermore, most existing studies have been conducted in large metropolitan areas or 

national contexts, whereas relatively few studies specifically synthesize evidence 

concerning MSMEs operating in Probolinggo Regency with its distinctive socioeconomic 

characteristics, industrial composition, and regional digital transformation initiatives. 

These limitations indicate the need for a more comprehensive literature review that 

integrates educational, technological, and business performance perspectives into a 

unified conceptual framework. 

 

RESEARCH METHOD 

Research Design 

This study employed a quantitative explanatory research design to examine the 

influence of Digital Marketing Training on MSME Performance through the mediating 

role of Digital Marketing Literacy among Micro, Small, and Medium Enterprises (MSMEs) 

in Probolinggo Regency, East Java, Indonesia. The explanatory research design was 

selected because the study aimed to investigate the causal relationships among latent 

variables and empirically test the proposed hypotheses using Partial Least Squares 

Structural Equation Modeling (PLS-SEM). Probolinggo Regency was selected as the 

research setting because the region has experienced rapid MSME growth while 

simultaneously facing increasing challenges related to digital transformation, 

technological adaptation, and digital marketing capability. Various digital marketing 

training programs organized by government agencies, universities, and business 

development institutions have been implemented to strengthen the competitiveness of 

local MSMEs. Therefore, the regional context provides an appropriate empirical setting 

for examining how digital marketing training contributes to improving digital marketing 

literacy and business performance. 

 

Participants and Sampling 

The target population consisted of active MSME owners operating in 

Probolinggo Regency across various business sectors, including food and beverage, 



DAAR EL-TAMKIN: Journal of Community Empowerment, Vol. 01  No. 01 (2026), p. 14-29   17 
Available online at https://jurnalstebibama.ac.id/index.php/el-tamkin 
 

agriculture-based products, handicrafts, trade and retail, and service industries. 

Respondents were selected using purposive sampling to ensure that participants 

possessed characteristics relevant to the objectives of the study. Eligible respondents 

were active MSME owners who had operated their businesses for at least one year, had 

participated in at least one digital marketing training program organized by government 

agencies, universities, private institutions, or community organizations, and actively 

utilized digital platforms such as social media, e-commerce marketplaces, or digital 

communication applications in their business activities. A total of 150 MSME owners 

participated in this study. This sample size satisfies the recommended minimum 

requirement for PLS-SEM and provides adequate statistical power to estimate the 

proposed structural relationships. The respondent characteristics presented in the 

results section demonstrate that the sample adequately represents the diversity of 

MSMEs operating in Probolinggo Regency.  

 

Instruments and Data Collection 

Primary data were collected using a structured questionnaire distributed directly 

and electronically to MSME owners in Probolinggo Regency. The questionnaire was 

developed based on previously validated measurement scales related to digital 

marketing training, digital marketing literacy, and MSME performance. Digital 

Marketing Training was measured through indicators reflecting training quality, 

relevance, practical learning experiences, and competency development. Digital 

Marketing Literacy was measured through indicators assessing respondents' ability to 

utilize digital platforms, implement social media marketing strategies, understand 

digital consumer behavior, manage customer relationships, develop online promotional 

content, and utilize digital analytics for business decision-making. MSME Performance 

was measured through indicators representing sales growth, customer growth, market 

expansion, operational effectiveness, competitiveness, and overall business 

sustainability. All questionnaire items were measured using a five-point Likert scale 

ranging from 1 (strongly disagree) to 5 (strongly agree). Before the questionnaire was 

administered, the instrument underwent content validation by experts in digital 

marketing, entrepreneurship, and business management to evaluate the relevance, 

clarity, and appropriateness of each measurement item. Several revisions were 

subsequently made based on expert feedback before the final questionnaire was 

distributed to respondents. 

 

Data Collection Procedure 

Data collection was conducted over approximately three months. Prior to the 

main survey, the questionnaire was pilot-tested on a small group of MSME owners to 

evaluate item clarity, readability, and preliminary reliability. After the necessary 

revisions had been completed, the final questionnaire was distributed through direct 

visits to MSMEs, entrepreneurship training programs, local business associations, and 

online platforms using Google Forms. Before completing the questionnaire, respondents 

received information regarding the objectives of the study, confidentiality procedures, 

voluntary participation, and their right to withdraw from the research at any stage 

without consequences. Participation was entirely voluntary, and all responses were 
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collected anonymously. Throughout the research process, the confidentiality and 

privacy of respondents were strictly maintained. 

 

Data Analysis 

The collected data were analyzed using Partial Least Squares Structural Equation 

Modeling (PLS-SEM) with SmartPLS 4 software. The analysis was conducted in two 

sequential stages. The first stage involved evaluating the measurement model through 

indicator reliability, convergent validity, discriminant validity, Composite Reliability, 

Cronbach's Alpha, and Average Variance Extracted (AVE). Indicators with outer loading 

values greater than 0.70, AVE values exceeding 0.50, and reliability coefficients above 

0.70 were considered acceptable. The second stage evaluated the structural model by 

examining path coefficients, coefficient of determination (R²), effect size (f²), predictive 

relevance (Q²), and bootstrapping with 5,000 resamples to assess the significance of the 

hypothesized relationships. Statistical significance was determined using t-statistics and 

p-values with a significance level of 0.05. These analytical procedures are consistent with 

the measurement model and structural model results presented in the manuscript.  

 

Validity and Reliability Assurance 

Several procedures were implemented to ensure the quality and credibility of 

the research findings. Content validity was established through expert judgment before 

the questionnaire was administered, whereas construct validity was evaluated using 

convergent and discriminant validity analyses. Reliability was assessed using Cronbach's 

Alpha and Composite Reliability coefficients. Furthermore, Harman's Single-Factor Test 

was employed to examine the presence of common method bias, while Variance 

Inflation Factor (VIF) values were calculated to assess multicollinearity among predictor 

variables. The results indicated that the first factor explained less than 50% of the total 

variance and that all VIF values were below the recommended threshold, confirming the 

absence of serious common method bias and multicollinearity.  

 

Methodological Limitations 

This study has several methodological limitations. First, the cross-sectional 

research design limits the ability to establish causal relationships over time. Second, the 

use of self-reported questionnaire data may introduce response bias and social 

desirability bias. Third, the findings are limited to MSMEs operating in Probolinggo 

Regency and therefore should be generalized to other regional contexts with caution. 

Future studies are encouraged to employ longitudinal or mixed-method research 

designs to obtain a more comprehensive understanding of the relationships among 

digital marketing training, digital marketing literacy, and MSME performance. Future 

research may also incorporate additional variables, including digital innovation 

capability, entrepreneurial orientation, government support, technology readiness, 

organizational learning capability, and digital transformation, to develop a broader 

explanation of factors influencing sustainable MSME competitiveness. 
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RESULT AND DISCUSSION 

Result  
Characteristics of Respondents 

This study involved 150 Micro, Small, and Medium Enterprise (MSME) owners in 
Probolinggo Regency as respondents. The respondents represented various business 
sectors, including food and beverage, agriculture, trade, handicrafts, services, and 
home-based industries. The characteristics of the respondents, including gender, age, 
educational background, business duration, business sector, and previous experience in 
participating in digital marketing training programs, are presented in Table 1. 

Tabel 1. Characteristics of Respondents (n = 150) 
Characteristics Category Frequency 

(n) 
Percentage 
(%) 

Gender Male 64 42.7 
Female 86 57.3 

 

Age <30 years 41 27.3 
31–45 years 78 52.0 

 

45 years 31 20.7 
 

Education Elementary 
School 

18 12.0 

Junior High School 29 19.3 
 

Senior High School 71 47.3 
 

Bachelor Degree 32 21.4 
 

Business Duration <3 years 36 24.0 
3–7 years 67 44.7 

 
 

47 31.3 
 

Business Sector Food & Beverage 52 34.7 
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Agriculture-Based Products 29 19.3 
 

Trade & Retail 33 22.0 
 

Handicrafts 18 12.0 
 

Services 18 12.0 
 

Digital Marketing Training 
Experience 

1–2 times 69 46.0 

3–5 times 58 38.7 
 

5 times 23 15.3 
 

The respondent profile indicates that the majority of MSME owners were female 
(57.3%) and aged between 31–45 years (52.0%), suggesting that productive-age 
entrepreneurs dominate the local business ecosystem in Probolinggo Regency. Most 
respondents had completed senior high school education (47.3%) and had operated 
their businesses for 3–7 years (44.7%), reflecting moderate entrepreneurial experience. 
The food and beverage sector represented the largest business category (34.7%), 
followed by trade and retail (22.0%). Furthermore, nearly half of the respondents had 
participated in digital marketing training one to two times (46.0%), indicating that digital 
marketing capacity-building programs have reached a substantial portion of MSME 
actors in the region. 

 
Measurement Model Assessment 
Convergent Validity 

The measurement model was evaluated using outer loading and Average 
Variance Extracted (AVE). Indicators with loading values above 0.70 and AVE values 
above 0.50 were considered acceptable. 

Tabel 2. Convergent Validity Assessment 
Construct Indicator Outer Loading AVE 
Digital Marketing Training DMT1 0.832 0.691 
DMT2 0.847 

  

DMT3 0.821 
  

DMT4 0.829 
  

Digital Marketing Literacy DML1 0.845 0.704 
DML2 0.861 

  

DML3 0.832 
  

DML4 0.818 
  

MSME Performance MP1 0.826 0.682 
MP2 0.854 

  

MP3 0.817 
  

MP4 0.803 
  

All indicators achieved outer loading values above 0.80, exceeding the 
recommended threshold of 0.70. In addition, the AVE values for Digital Marketing 
Training (0.691), Digital Marketing Literacy (0.704), and MSME Performance (0.682) 
were all greater than 0.50. These findings confirm that the measurement model 
possesses satisfactory convergent validity and that the indicators adequately represent 
their respective latent constructs. 

 
Discriminant Validity (Fornell–Larcker Criterion) 

Tabel 3. Discriminant Validity Assessment 
Construct DMT DML MP 
DMT 0.831 
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DML 0.668 0.839 
 

MP 0.612 0.721 0.826 
The square root of AVE for each construct (diagonal values) is higher than its 

correlations with other constructs. Digital Marketing Training (0.831), Digital Marketing 
Literacy (0.839), and MSME Performance (0.826) each demonstrate stronger 
relationships with their own indicators than with other variables. Therefore, the model 
satisfies the discriminant validity requirement, indicating that each construct measures 
a distinct conceptual domain. 

 
Reliability and Composite Reliability 

Tabel 4. Reliability and Composite Reliability Assessment 
Construct Cronbach’s 

Alpha 
rho_A Composite 

Reliability 
Result 

Digital Marketing 
Training 

0.851 0.857 0.899 Reliable 

Digital Marketing 
Literacy 

0.864 0.870 0.905 Reliable 

MSME Performance 0.842 0.848 0.894 Reliable 
All constructs achieved Cronbach’s Alpha and Composite Reliability values above 

0.70, indicating strong internal consistency. Digital Marketing Literacy recorded the 
highest Composite Reliability value (0.905), followed by Digital Marketing Training 
(0.899) and MSME Performance (0.894). These results confirm that the measurement 
instruments consistently capture the underlying latent variables. 
 
Structural Model Assessment 
Coefficient of Determination (R²) 

Tabel 5. R² Values Assessment 
Endogenous Construct R² Value Interpretation 
Digital Marketing Literacy 0.446 Moderate 
MSME Performance 0.631 Moderate 

The R² value of 0.446 indicates that Digital Marketing Training explains 44.6% of 
the variance in Digital Marketing Literacy. Meanwhile, the combination of Digital 
Marketing Training and Digital Marketing Literacy explains 63.1% of the variance in 
MSME Performance. These findings suggest that the proposed model has moderate 
explanatory power in understanding how training and digital literacy contribute to 
business performance improvement among MSMEs in Probolinggo Regency. 

 
Path Coefficient, Effect Size (f²), and Predictive Relevance (Q²) 

Tabel 6. Structural Model Path Analysis 
Relationship Path Coefficient (β) T-value P-value f² Q² Decision 
DMT → DML 0.668 10.842 0.000 0.474 - Supported 
DML → MP 0.512 6.921 0.000 0.271 0.418 Supported 
DMT → MP 0.284 3.587 0.000 0.086 - Supported 

 
The structural model results show that all proposed relationships are statistically 

significant, with p-values below 0.05. Digital Marketing Training has a strong positive 
effect on Digital Marketing Literacy (β = 0.668; f² = 0.474), indicating that training 
substantially enhances entrepreneurs’ digital marketing competencies. Digital 
Marketing Literacy also exerts a significant positive influence on MSME Performance (β 
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= 0.512; f² = 0.271), suggesting that improved digital literacy contributes to better 
business outcomes. The direct effect of Digital Marketing Training on MSME 
Performance remains significant but smaller (β = 0.284; f² = 0.086), implying that part of 
the training effect operates through Digital Marketing Literacy. The Q² value of 0.418 
confirms that the model has adequate predictive relevance. 
 
Common Method Bias and Multicollinearity Assessment 
Harman’s Single-Factor Test 

Tabel 7. Harman’s Single-Factor Test 
Test Total Variance Explained (%) Threshold Result 
Single Factor 34.87% <50% No Common Method Bias 

The first factor accounted for only 34.87% of the total variance, which is below 
the critical threshold of 50%. Therefore, common method bias does not pose a serious 
threat to the validity of the data collected from MSME respondents. 
 
Variance Inflation Factor (VIF) 

Tabel 8. Multicollinearity Assessment 
Construct Relationship VIF Value Threshold Result 
DMT → DML 1.842 <5 No Multicollinearity 
DML → MP 2.163 <5 No Multicollinearity 
DMT → MP 1.957 <5 No Multicollinearity 

All VIF values range from 1.842 to 2.163, well below the recommended threshold 
of 5. This indicates that multicollinearity is not present among the predictor variables, 
and the structural model demonstrates adequate statistical stability for SEM-PLS 
analysis. 
 
Discussion 
Digital Marketing Training Positively Influences Digital Marketing Literacy 

The findings indicate that digital marketing training plays a significant role in 

improving the digital marketing literacy of Micro, Small, and Medium Enterprises 

(MSMEs) in Probolinggo Regency. MSME owners who participate in structured digital 

marketing training demonstrate a better understanding of digital platforms, online 

consumer behavior, social media strategies, search engine optimization, content 

marketing, and digital business analytics. Training provides systematic opportunities for 

entrepreneurs to acquire practical knowledge and hands-on experience, enabling them 

to adapt to the rapidly evolving digital business environment. In the context of 

Probolinggo Regency, where the majority of MSMEs operate in the agricultural 

processing, fisheries, handicraft, culinary, and tourism sectors, digital marketing training 

becomes an essential instrument for reducing technological disparities between local 

entrepreneurs and larger businesses. Through continuous learning activities, MSME 

owners become more capable of utilizing digital technologies not merely as promotional 

tools but also as strategic instruments for market expansion and customer relationship 

management. 

This finding supports Human Capital Theory, which emphasizes that investment 

in education and training increases individuals' knowledge, competencies, and 

productivity, ultimately enhancing organizational performance (Chen et al., 2021). 

Digital marketing training enriches entrepreneurs' knowledge assets, enabling them to 
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respond effectively to digital transformation and increasingly competitive market 

conditions. Previous studies consistently demonstrate that structured digital marketing 

education significantly enhances digital competencies among small business owners, 

particularly in developing countries where technological adoption remains uneven 

(Neumeyer et al., 2020). However, many previous studies primarily focused on general 

digital literacy without specifically examining digital marketing literacy as a 

multidimensional competency encompassing digital communication, online branding, 

customer engagement, and data-driven marketing decisions (Chooset & Sukhabot, 

2025). Therefore, this study extends previous literature by positioning digital marketing 

training as a strategic educational intervention that strengthens digital marketing 

literacy among MSMEs operating within regional economic contexts such as Probolinggo 

Regency. Practically, local governments, universities, and business development 

institutions should develop continuous competency-based training programs that 

integrate practical digital marketing applications with local business characteristics to 

improve MSMEs' digital competitiveness. 

 

Digital Marketing Literacy Positively Influences MSME Performance 

The findings reveal that digital marketing literacy significantly contributes to 

improving MSME performance in Probolinggo Regency. Entrepreneurs possessing 

higher digital marketing literacy demonstrate greater capability in identifying target 

markets, designing effective promotional campaigns, optimizing social media 

engagement, analyzing customer preferences, and utilizing digital marketplaces to 

increase sales. Digital marketing literacy enables MSMEs to transform traditional 

business practices into technology-oriented marketing strategies that improve 

operational efficiency, customer acquisition, and long-term business sustainability 

(Türkeș, 2024). Rather than relying solely on conventional promotional methods, 

digitally literate entrepreneurs are capable of leveraging multiple online channels to 

create stronger customer relationships and expand market reach beyond regional 

boundaries (Bellaaj, 2023). 

These findings align with the Resource-Based View (RBV), which considers 

knowledge and digital capabilities as strategic organizational resources capable of 

generating sustainable competitive advantage (Cuthbertson & Furseth, 2022). Digital 

marketing literacy represents an intangible organizational asset that enables MSMEs to 

create value through innovation, market responsiveness, and effective communication 

with consumers (Wirawan et al., 2021). Previous empirical studies have demonstrated 

that digital literacy positively affects business performance through increased 

innovation capability, online visibility, and customer satisfaction (Bui & Le, 2023). 

Nevertheless, previous research frequently measures digital literacy in a general context 

without distinguishing marketing-specific competencies that directly influence 

commercial performance. Consequently, this study contributes theoretically by 

emphasizing digital marketing literacy as a specialized form of digital competence 

directly associated with MSME performance improvement. From a practical perspective, 

strengthening entrepreneurs' digital marketing literacy should become a central 

component of regional MSME development policies because sustainable business 

growth increasingly depends on entrepreneurs' ability to utilize digital technologies 
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strategically. 

 

Digital Marketing Training Positively Influences MSME Performance 

The results also indicate that digital marketing training directly enhances MSME 

performance. Training programs improve entrepreneurs' managerial competencies, 

strategic thinking, and technological readiness, enabling them to optimize marketing 

activities, strengthen customer relationships, and improve financial outcomes. MSMEs 

participating in digital marketing training tend to demonstrate increased sales, broader 

market coverage, higher customer engagement, and stronger business resilience amid 

rapidly changing market environments. Within Probolinggo Regency, where many 

MSMEs remain family-owned businesses with limited access to professional business 

education, digital marketing training functions as an important catalyst for 

organizational transformation and entrepreneurial capacity building. 

This finding supports Dynamic Capability Theory, which explains that 

organizations achieve superior performance when they continuously develop 

capabilities to integrate, adapt, and reconfigure internal and external resources in 

response to environmental changes (Teece, 2007). Digital marketing training enables 

entrepreneurs to acquire adaptive competencies necessary for competing in digital 

markets characterized by continuous technological innovation and evolving consumer 

behavior (Wulandari et al., 2025). Previous studies generally conclude that 

entrepreneurial training positively influences MSME productivity and competitiveness 

(Indarti, 2021). However, many investigations evaluate business training broadly 

without specifically focusing on digital marketing competencies that have become 

increasingly important in the post-pandemic digital economy (Jones et al., 2023). 

Accordingly, this study contributes by highlighting digital marketing training as a 

specialized human resource development strategy capable of directly improving MSME 

performance through enhanced managerial competence and technological adaptability. 

Policymakers should therefore integrate digital marketing capacity-building initiatives 

into regional MSME empowerment programs to accelerate local economic 

development. 

 

The Mediating Role of Digital Marketing Literacy 

The literature synthesis suggests that digital marketing literacy functions as an 

important mechanism through which digital marketing training improves MSME 

performance. Training alone may not immediately generate business success unless 

entrepreneurs successfully internalize the knowledge and transform it into practical 

digital marketing competencies (Alford & Jones, 2020). Digital marketing literacy acts as 

the cognitive capability that enables entrepreneurs to convert acquired knowledge into 

effective business strategies, including online promotion, digital customer engagement, 

electronic commerce utilization, and data-based marketing decisions (Calderon-Monge 

& Ribeiro-Soriano, 2024). Consequently, MSME performance improvement occurs 

because training strengthens entrepreneurs' digital literacy, which subsequently 

influences business competitiveness and organizational effectiveness (Setiawan et al., 

2025). 

This finding integrates Human Capital Theory with the Technology Acceptance 
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Model (TAM) by demonstrating that educational investment enhances technological 

competence, which subsequently increases technology utilization and organizational 

performance (Qader et al., 2022). The analysis also suggests that digital marketing 

literacy should be considered an essential intermediary capability linking educational 

interventions and business outcomes. Previous studies often examine the direct 

relationship between digital training and business performance while paying limited 

attention to the mediating role of digital marketing literacy (Naayif et al., 2025). 

Therefore, this literature review offers a more comprehensive conceptual framework 

explaining how educational interventions translate into improved MSME performance 

through enhanced digital competence. Practically, training programs should prioritize 

experiential learning, mentoring, business simulations, and continuous evaluation to 

ensure that participants not only understand digital marketing concepts but also 

effectively implement them within their business operations. Such integrated 

approaches are expected to strengthen the competitiveness and sustainability of 

MSMEs throughout Probolinggo Regency in the increasingly digitalized economy. 

 

CONCLUSION 
This literature review concludes that digital marketing training plays a significant 

role in improving digital marketing literacy and enhancing the performance of Micro, 
Small, and Medium Enterprises (MSMEs) in Probolinggo Regency. The synthesis of 
previous studies indicates that structured training equips MSME owners with the 
knowledge and practical skills needed to utilize digital platforms, develop effective 
online marketing strategies, understand digital consumer behavior, and optimize digital 
business opportunities. Improved digital marketing literacy enables entrepreneurs to 
make more informed marketing decisions, expand market reach, strengthen customer 
engagement, and improve business competitiveness. Theoretically, this article 
contributes to the integration of Human Capital Theory, Resource-Based View (RBV), 
and Dynamic Capability Theory by explaining that investment in digital marketing 
training strengthens entrepreneurs' digital competencies, which subsequently become 
strategic organizational resources that improve MSME performance. The findings also 
reinforce the argument that digital marketing literacy serves as an essential capability 
connecting educational interventions with sustainable business development. 

From a practical perspective, the findings suggest that local governments, 
universities, business development institutions, and other stakeholders should 
implement continuous and competency-based digital marketing training programs 
tailored to the characteristics of MSMEs in Probolinggo Regency. Such initiatives should 
be complemented by mentoring, practical workshops, and continuous evaluation to 
ensure effective implementation of digital marketing strategies. Nevertheless, this 
literature review is limited by its reliance on secondary data and the diversity of research 
contexts reviewed, which may restrict the generalizability of the findings. Therefore, 
future studies are recommended to employ quantitative or mixed-method approaches 
to empirically examine the relationships among digital marketing training, digital 
marketing literacy, and MSME performance within the context of Probolinggo Regency. 
Further research should also incorporate additional variables such as digital innovation 
capability, entrepreneurial orientation, government support, technology readiness, and 
digital transformation to develop a more comprehensive understanding of factors 
influencing MSME competitiveness in the digital economy. 
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