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The transformation of digital marketing strategies has 
become an important step for culinary SMEs in facing 
increasingly tight competition in the digital economy 
era. This research aims to analyze the role of re-
branding in strengthening the digital marketing 
strategies of culinary SMEs based on social media. 
Changes in consumer behavior, which are more 
actively seeking information, comparing products, and 
conducting transactions through digital platforms, 
encourage businesses to adjust their brand identities to 
remain relevant and appealing. Through a descriptive 
qualitative approach with literature studies and case 
analyses, this research finds that re-branding not only 
serves to update visual images such as logos, 
packaging, and taglines, but also includes 
communication strategies, storytelling, and 
consistency in conveying product values across 
various digital channels. Social media acts as a catalyst 
in accelerating interactions between brands and 
consumers, building brand engagement, and 
expanding market reach at relatively efficient costs. 
Research results show that culinary SMEs that conduct 
social media-based re-branding are able to increase 
brand awareness, improve positioning, and strengthen 
customer loyalty. Additionally, re-branding has 
proven to drive innovation in content strategies, 
ranging from the use of creative visuals, collaborations 
with influencers, to the use of interactive features such 
as live streaming and user-generated content. Thus, the 
transformation of digital marketing strategies through 
re-branding becomes a key factor for the sustainability 
and competitiveness of culinary SMEs amid the 
changing global business landscape 
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INTRODUCTION 
Culinary MSMEs are one of the business sectors that play an important 

role in supporting the national economy, both through their contributions to job 
creation, increasing people's income, and providing products that are close to 
consumers' daily needs (Lubis, 2024; Janah, 2024; Wati, 2024). This sector has 
unique characteristics because culinary products are not only related to 
functional aspects of meeting food needs, but also have cultural, social, and 
emotional values attached to each product offered. The existence of culinary 
MSMEs often represents local identity that has great potential to be developed 
into a creative economic attraction (Yusri, 2025). In the era of digitalization, the 
challenges faced by culinary MSMEs are becoming increasingly complex and 
layered. Competition comes not only from similar business actors at the local 
level but also from large brands that use digital technology massively to expand 
their markets. This situation demands culinary MSMEs to not only focus on 
product quality but also on brand management strategies to remain relevant to 
the dynamic needs of consumers. Changes in modern lifestyle, increasingly 
massive internet penetration, and a shift in consumption patterns towards online 
have driven a transformation in shopping behavior from traditional to digital. In 
this context, digital marketing becomes an important instrument that cannot be 
ignored by culinary MSMEs. The presence of social media, instant messaging 
applications, and marketplace platforms has changed the way consumers 
discover, choose, and interact with culinary products (Kulkarni, 2025). This 
provides a great opportunity for MSMEs to expand market reach at relatively 
lower costs compared to conventional marketing methods. Adopting digital 
marketing strategies also requires adaptability, creativity, and a deep 
understanding of consumer trends so that the efforts made are not just limited to 
online existence, but can also generate sustainable added value.  
 
LITERATURE REVIEW 

The transformation of digital marketing strategies is no longer just an 
option, but has become an urgent strategic necessity for SMEs, especially in the 
culinary sector that heavily relies on interaction with consumers and market 
trends (Humaira, 2025; Sawunggaling, 2025; Nofus, 2025). Social media 
platforms like Instagram, TikTok, and Facebook now serve not only as 
promotional channels but also as interactive spaces that allow business actors to 
introduce products, build brand image, and establish a closer emotional 
connection with the audience (Hidayani, 2025; Roosinda, 2025; Sitanggang, 2024). 
The speed of information dissemination, visual power, and high levels of user 
participation make social media an effective means to expand the market in a 
more cost-effective way compared to conventional methods (Thapliyal, 2024). In 
this framework, re-branding emerges as an important strategy to update the 
business identity to remain relevant to the development of trends, consumer 
preferences, and the constantly changing dynamics of the digital market. More 
than just changing visual appearances such as logos, packaging design, or 
identity colors, re-branding should be seen as a comprehensive effort that 
encompasses brand repositioning, renewal of communication strategies, and 
affirmation of the core values that business actors want to highlight. By re-



  International Journal of Integrative Research (IJIR)                           
Vol.3, No.9, 2025: 615-628

                                                                                           

  617 
 

branding, culinary SMEs can assert their product differentiation, showcasing the 
uniqueness that sets them apart from competitors, simultaneously building a 
positive perception in the minds of consumers. This process also provides space 
for MSMEs to conduct strategic reflections on the direction of business 
development, including how they want to be perceived by consumers in the 
digital era. Additionally, rebranding that is integrated with digital marketing 
strategies can open up broader innovation opportunities. For example, through 
creative storytelling, collaboration with influencers, or the utilization of user-
generated content, culinary MSMEs can strengthen emotional connections with 
customers and create a loyal digital community around their brand. This shows 
that rebranding is not only focused on aesthetic aspects but also on creating a 
strong, adaptive, and sustainable brand identity. Thus, digital-based rebranding 
can serve as a strategic foundation that helps culinary MSMEs survive while also 
growing in an increasingly competitive business ecosystem. 

Previous research has shown that digital marketing has great potential in 
increasing brand awareness, expanding market reach, and strengthening 
consumer loyalty through more intensive interactions in the digital space 
(Rochefort, 2024; Listiorini, 2025; Zao, 2025). Social media-based strategies, such 
as the use of visual content, short videos, interactive campaigns, and 
collaborations with influencers, have proven capable of capturing consumer 
attention and creating stronger emotional connections compared to conventional 
approaches. Most existing studies tend to focus on the use of social media in 
general as a tool for promotion and communication, without deeply linking it to 
the aspect of brand identity transformation. For example, several studies 
emphasize the role of creative content in building interactions with audiences, 
the effectiveness of social media algorithms in enhancing message reach, or the 
analysis of consumer behavior on digital platforms. Although these findings are 
important, discussions about re-branding as an adaptive strategy integrated with 
digital marketing are still relatively limited, especially in the context of SMEs. 
However, changes in brand identity designed through re-branding not only 
affect the visual appearance but also the brand's repositioning in the market, the 
formation of consumer perceptions, and the creation of clearer differentiation in 
competition. 

Thus, there is a research gap that needs to be bridged regarding how re-
branding can be optimized to support the transformation of digital marketing 
strategies in MSMEs, particularly in the culinary sector. A deeper study on the 
integration of these two aspects is important because the culinary sector has 
unique dynamics, where image, identity, and consumer experience play a 
significant role in determining business success. Research exploring the synergy 
between digital marketing and re-branding is expected to provide both 
theoretical and practical contributions, enriching academic literature and 
providing applicable strategic recommendations for culinary MSME actors in the 
digital era. Most of the research on re-branding has been conducted on large 
companies that already have established brands and strong resources to support 
their brand transformation strategies. The studies generally highlight aspects of 
changes in visual identity, market repositioning, or corporate image 
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restructuring on a large scale, which of course have different dynamics in the 
context of micro, small, and medium enterprises (MSMEs). Meanwhile, research 
on rebranding in MSMEs is still relatively limited, even though MSMEs face 
limitations in financial resources, market reach, and a high dependence on 
changes in consumer trends. These limitations mean that rebranding strategies 
for MSMEs cannot be equated with those of large companies, but rather require 
a more flexible, creative approach based on community consumer engagement. 

In this case, the culinary MSMEs have unique characteristics that 
distinguish them from other business sectors. Culinary products are very quickly 
influenced by fluctuating market tastes, have a relatively short product life cycle, 
and often depend on popular seasonal trends on social media. Product 
differentiation in culinary MSMEs is generally still simple, for example through 
distinct flavors, packaging concepts, or local nuances offered. Therefore, re-
branding strategies are not only aimed at creating an attractive visual identity 
but also at building emotional closeness with consumers through a more 
authentic and personal brand experience. Direct interaction with consumers on 
social media, for instance, can be an important asset in strengthening identity and 
increasing customer loyalty. The gap in this research is important to explore 
further because re-branding strategies in culinary SMEs are likely to require a 
different approach compared to large companies. While in large companies re-
branding emphasizes the consolidation of image and corporate repositioning, in 
culinary SMEs this strategy is more directed towards creating added value that 
is close to consumers, strengthening relevant brand narratives, and utilizing 
digital media as the main communication channel. Therefore, research on re-
branding in culinary SMEs not only has the potential to enrich academic 
literature, but can also provide practical contributions in the form of strategic 
guidelines that are appropriate to the real conditions of SMEs in facing 
competition in the digital era. 

Previous studies also tend to emphasize re-branding solely on visual 
aesthetic aspects, such as logo changes, the creation of new taglines, or 
redesigning packaging, without deeply linking it to a broader communication 
strategy. Such a perspective is indeed important to strengthen visual identity, but 
often inadequate to address market challenges in an increasingly competitive 
digital era. Amid the dominance of social media as the main channel of 
interaction between brands and consumers, re-branding needs to be understood 
not just as cosmetic changes, but as a strategic process that touches on 
communication, narrative, and the consumer experience as a whole. In the 
context of social media, re-branding demands a more creative and participatory 
approach. This process includes building consistent storytelling to strengthen 
brand image, consumer engagement in content creation through user-generated 
content that can enhance the sense of having towards the brand, up to the 
utilization of interactive features such as live streaming, stories, and 
collaboration with influencers to expand audience reach. This strategy enables 
the creation of a closer emotional bond while increasing consumer trust in the 
new identity being built. In other words, there is a gap in the literature that needs 
to be bridged, namely regarding how re-branding can be strategically integrated 
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with social media-based digital marketing. A more comprehensive study in this 
field is highly relevant, especially for culinary SMEs that have a high dependence 
on consumer trends and social media dynamics in building and maintaining 
competitiveness. Such research is expected to provide theoretical contributions 
in expanding the understanding of digital re-branding, as well as practical 
contributions in the form of applicable strategy recommendations to support 
business sustainability in the culinary sector. 

The novelty of this research lies in its focus on combining re-branding with 
digital marketing strategies in the context of culinary SMEs. This study offers the 
perspective that re-branding is not just a visual update, but also a repositioning 
of the brand that is consistently communicated through various digital platforms. 
This approach enables culinary SMEs to not only enhance brand awareness, but 
also strengthen emotional ties with consumers, which ultimately impacts the 
increase in customer loyalty and business sustainability. This research 
contributes to the literature by presenting an analysis of how social media 
functions as a catalyst in the brand transformation process of culinary SMEs. 
Social media allows the re-branding process to be more interactive, participatory, 
and community-based, thus providing opportunities for SMEs to create a more 
personal brand experience. This is an important novelty, considering that most 
previous studies have still focused on one-way communication strategies and 
have not extensively discussed how consumers can actively engage in shaping 
brand identity. Thus, this research is expected to contribute both theoretically 
and practically. From an academic perspective, this study adds to the 
understanding of the integration of re-branding in digital marketing strategies 
for culinary SMEs. From a practical side, the research results can serve as a 
reference for SME actors to develop more relevant, effective, and competitive re-
branding strategies, particularly by utilizing the potential of social media. 
Ultimately, the transformation of digital marketing strategies through re-
branding is expected to enhance the competitiveness of culinary SMEs not just in 
the local market, but also in facing competition at the global level. 
 
METHODOLOGY 

This research uses the literature study method as the main approach. A 
literature study was chosen because the purpose of the research focuses more on 
exploring concepts, theories, and previous research findings related to the 
transformation of digital marketing strategies, re-branding, and the use of social 
media in culinary SMEs. This approach allows researchers to identify trends, 
research gaps, and find relationships between relevant concepts to build a 
comprehensive analytical framework. 

The first stage in this literature study is the collection of data from various 
credible scientific sources, such as national and international journal articles, 
conference proceedings, academic books, research reports, and official 
publications from government agencies and organizations related to MSMEs. 
The literature search is conducted through online databases such as Google 
Scholar, Scopus, ResearchGate, and ScienceDirect using keywords "digital 
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marketing strategy", "re-branding", "social media marketing", "culinary MSMEs", 
and "brand transformation". 

The second stage is literature selection with specific inclusion criteria, 
namely: research relevant to the themes of digital marketing, re-branding, and 
social media; literature published within the last ten years to align with the 
context of the latest digital developments; and research specifically discussing 
SMEs or small businesses in the culinary sector. Exclusion criteria are established 
to avoid literature that is popular or non-academic in nature, such as blog articles 
or personal opinions lacking scientific validity. 

The third stage is content analysis of the selected literature. The analysis 
is conducted by examining in depth the research objectives, the methods used, 
the findings, and the contributions of each piece of literature. This process also 
includes identifying research gaps, which are areas that have not been 
extensively studied or still require strengthening, particularly regarding the 
relationship between rebranding and social media-based digital marketing 
strategies in culinary SMEs. 

The final stage is literature synthesis, which involves integrating various 
findings to build a more comprehensive conceptual framework. Synthesis is 
conducted by comparing the results of previous studies, identifying patterns and 
differences, and formulating new understandings of how re-branding can serve 
as a strategic instrument in digital marketing transformation. The results of this 
synthesis serve as a foundation for researchers to develop discussions, draw 
conclusions, and provide theoretical and practical recommendations for the 
development of culinary SMEs based on social media. By using the literature 
study method, this research is expected to make a strong conceptual and practical 
contribution, even though it does not involve empirical field data. This approach 
remains relevant for examining the dynamic phenomenon of digital marketing, 
as the latest scientific literature can represent the trends, challenges, and 
opportunities faced by SMEs in conducting digital marketing. 

 
RESULTS AND DISCUSSION 

 The results of the literature review indicate that the transformation of 
digital marketing strategies has had a significant impact on the development of 
culinary SMEs in the modern era. The use of social media is no longer just an 
option, but has become a strategic necessity to enhance brand visibility while also 
expanding market reach (Sularno, 2025; Ratnasari, 2025; Ratnasari, 2025). The 
presence of digital platforms such as Instagram, TikTok, and Facebook not only 
serves as a one-way promotional tool but has also evolved into an interactive 
medium that allows business actors to engage in more intensive and personal 
two-way communication with consumers. This interaction fosters a closer 
relationship, builds trust, and strengthens consumer loyalty to the culinary 
products offered. Social media provides opportunities for culinary SMEs to 
showcase their brand identity in a more creative and authentic way through 
various forms of digital content. The use of high-quality photos and videos, 
brand storytelling, and the exploration of specific visual communication styles 
can emphasize the uniqueness of a product and differentiate it from competitors.  
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The utilization of interactive features such as stories, polling, live 
streaming, and collaboration with influencers further enriches the consumer 
experience in interacting with the brand, so that the brand is not only seen as a 
provider of products but also as a part of lifestyle and social identity for 
consumers. The success of culinary MSMEs in competing in the digital era greatly 
depends on how well they can manage their brand identity through digital 
channels. A strong and consistent brand identity will make it easier for 
consumers to recognize and remember, and ultimately choosing the product over 
other brands. This emphasizes that digital marketing is not just about increasing 
viewership or followers on social media, but also about building a continuous 
brand narrative that is relevant to trends and capable of addressing both the 
emotional and functional needs of consumers. The transformation of digital 
marketing strategies through social media has become one of the important 
pillars in strengthening competitiveness and sustainability of culinary SMEs 
(Sholihin, 2024; Krisna, 2024; Sifwah, 2024). 

In this context, re-branding plays an important role as an adaptive strategy 
that can enhance brand relevance to keep up with the highly dynamic consumer 
trends. Consumers in the digital era tend to demand brands that not only offer 
product quality but also possess values, identity, and imagery that align with 
their lifestyles. Re-branding can no longer be understood narrowly as merely 
changing visual elements such as logos, packaging designs, or taglines, but rather 
as a more comprehensive strategic process. This process includes brand 
repositioning, updating communication narratives, and systematic efforts to 
shape new perceptions in consumers' minds so that the brand remains relevant, 
competitive, and memorable. Literature studies show that properly managed re-
branding can significantly increase brand awareness, improving brand 
positioning in the market, as well as strengthening customer loyalty in the long 
term. Culinary SMEs that engage in social media-based rebranding, for example, 
can more quickly introduce their new identity through creative content, digital 
campaigns, or collaborations with influencers. These efforts make consumers feel 
more connected to the brand, thus increasing the chances of creating a strong 
emotional relationship. Rebranding also provides an opportunity for SMEs to 
improve an ineffective old image, adapt to visual trends and consumer tastes, 
and present clearer differentiation compared to competitors (Sopwan, 2025; 
Nugroho, 2024). Thus, rebranding is not just about changing the outward 
appearance, but more about how culinary SMEs can redefine meaning, value, 
and brand experience in the eyes of consumers. This is very important because 
in the culinary industry, consumer perception is often influenced by the image 
built through social media. Therefore, consistent rebranding integrated with 
digital marketing strategies will provide a competitive advantage that is hard to 
imitate, as well as increase the opportunity for business sustainability amid 
increasingly fierce competition.  

Social media acts as a key catalyst that accelerates and expands the 
rebranding process in culinary SMEs. Digital platforms allow a brand's new 
identity to be communicated more quickly, massively, and interactively to a wide 
audience, even at a relatively low cost compared to conventional media. The new 
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identity displayed through digital strategy not only consists of visual elements 
but also includes brand narratives built through creative storytelling, 
collaborations with influencers, and the use of user-generated content. Such 
strategies have proven to be more effective in creating deep emotional 
experiences, as consumers feel directly involved in the brand journey. Social 
media provides a flexible space for SMEs to experiment with various content 
formats, ranging from photos, short videos, live streaming, to interactive features 
like polls or question boxes (Tatasari, 2025; Fandini, 2025). These features enable 
intensive two-way communication, allowing consumers to not only be passive 
message recipients but also part of the brand image formation process. Thus, 
social media is not just a platform for information dissemination, but a dynamic 
participatory arena where consumers can provide input, respond, and even 
influence the direction of brand development itself. 

This condition emphasizes that the success of re-branding in culinary 
SMEs is largely determined by how well they can strategically and consistently 
utilize social media. Proper use of social media not only accelerates the 
introduction of a new identity but also strengthens brand legitimacy through 
social validation from engaged consumers. Therefore, social media can be 
viewed as an important instrument that changes the re-branding paradigm from 
a top-down, one-way process to a collaborative, community-based process, 
ultimately adding value to the competitiveness of culinary SMEs in the digital 
era. The literature also highlights several challenges faced by SMEs in 
implementing digital-based re-branding strategies, which in practice is not as 
simple as just changing the visual appearance of the brand. The limitations of 
resources, both financial and creative, become the main obstacles that often affect 
consistency in managing brand communications. Many small and medium-sized 
enterprises (SMEs) in the culinary sector can only make changes on a limited 
scale due to capital constraints for producing high-quality content or increasingly 
competitive digital advertising costs. This situation leads to rebranding efforts 
often being inconsistent and difficult to generate long-term impact.  

The low level of digital literacy among some SME players also poses a 
significant challenge (Sucipto, 2025; Damayanti, 2025; Amal, 2025). Many 
business actors understand rebranding in a narrow sense, merely as changing 
logos, packaging designs, or slogans, without being supported by a 
comprehensive brand communication strategy. As a result, the change in brand 
identity is not integrated with a strong narrative, thus failing to build a new 
perception in the minds of consumers. The low understanding of social media 
algorithms, content management, and digital analytics also makes SMEs struggle 
to measure the effectiveness of their re-branding efforts. Another crucial 
challenge is the rapid change in trends on social media. Each platform has 
dynamics and audience preferences that are constantly changing, both in terms 
of content format and communication style. This demands SMEs to always be 
adaptive, creative, and responsive to avoid losing relevance in the eyes of 
consumers. However, for most SMEs, this demand becomes a burden due to 
limitations in time, energy, and the ability to consistently keep up with digital 
trend developments. Consequently, it can be concluded that although digital-
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based re-branding offers significant opportunities to strengthen competitiveness, 
the success of such strategies It is highly dependent on the capacity of SMEs to 
overcome internal and external obstacles that exist.  

Despite facing various challenges, strategic re-branding carried out 
through social media has proven to have a significant positive impact on the 
competitiveness and sustainability of culinary SMEs. A well-designed brand 
transformation allows business actors to expand their market reach, not only to 
local consumers but also to a broader new segment, including the younger 
generation that tends to be responsive to digital trends. In addition, re-branding 
has been proven to improve consumer loyalty by presenting a fresher, more 
relevant brand identity that resonates with audience preferences (Rimbawan, 
2024; Wijayanti, 2025). This loyalty becomes an important asset because satisfied 
consumers not only make repeat purchases, but also act as promotion agents 
through word of mouth and user-generated content on social media. Re-
branding also encourages the creation of clearer product differentiation 
compared to competitors. Culinary SMEs that reposition their brands by 
highlighting unique values such as recipe authenticity, sustainability concepts, 
or distinctive presentation styles can build competitive advantages that are 
difficult to imitate. The rebranding process often triggers innovation across 
various lines of business, ranging from the development of new products that are 
more in line with market trends, to improving consumer service quality that is 
more personal, and designing digital content strategies that are more adaptive 
and interactive. In this way, rebranding not only becomes a communication 
strategy, but also a driving force for innovation that strengthens business 
sustainability. 

This indicates that the integration between re-branding and digital 
marketing is a very relevant strategic step for culinary SMEs in facing 
increasingly tight competition in the digital era. The collaboration of both makes 
re-branding not just a cosmetic change, but a transformation strategy that 
positions the brand in a more competitive, adaptive, and consumer-oriented 
position. With consistency and optimal use of social media, culinary SMEs are 
not only able to survive but also have the potential to grow into important players 
in the increasingly integrated creative and culinary industry with digital 
technology. Overall, this discussion emphasizes that re-branding in culinary 
SMEs needs to be understood as a holistic process that does not only focus on 
visual changes such as logo or packaging design, but also includes brand 
repositioning and the development of consistent communication strategies 
across various digital channels. This process requires alignment between visual 
identity, brand values, and the messages intended to be conveyed to consumers, 
thereby forming a strong and sustainable image. Social media has become a very 
effective medium in strengthening this transformation due to its interactive, 
participatory nature, and its wide reach that can penetrate various market 
segments. 
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To maximize the results of re-branding, culinary SMEs need to emphasize 
consistency in delivering brand messages, both in terms of visual elements and 
communication narratives, so that consumers can easily recognize and remember 
the new identity. In addition, the ability to adapt to rapidly changing digital 
trends is also an important factor, given that consumer preferences on social 
media change very quickly. SMEs that can integrate creativity in content creation 
with an understanding of trend dynamics will find it easier to maintain relevance 
in the eyes of the audience. Equally important, culinary SMEs also need to 
leverage the potential of consumer communities to build an authentic brand 
experience. Consumers who feel involved, for instance through user-generated 
content, collaborative campaigns, or direct interactions on digital platforms, will 
tend to have a stronger emotional attachment to the brand. This consumer 
participation not only strengthens the brand image but also creates a networking 
effect through organic spread on social media. Thus, the transformation of digital 
marketing strategies through re-branding can be a key factor for culinary SMEs 
in reinforcing brand identity, enhancing competitiveness, and creating business 
sustainability amid the tight competition in the culinary industry in the digital 
economy era. If conducted in a planned, consistent, and innovative manner, 
digital-based re-branding functions not only as a marketing tool but also as a 
fundamental strategy to build long-term competitive advantage. 

 
CONCLUSIONS AND RECOMMENDATIONS 

Based on the results of the literature review, it can be concluded that the 
transformation of digital marketing strategies through re-branding is a highly 
relevant strategic step for culinary SMEs in facing competitive challenges in the 
digital era. Social media has proven to play a key role as the main catalyst that 
allows the re-branding process to occur more quickly, interactively, and 
participatively. Platforms such as Instagram, TikTok, and Facebook provide 
ample space for SMEs to introduce a new identity, strengthen their image, and 
engage in two-way communication with consumers. This makes social media not 
just a promotional channel, but also a digital ecosystem that can accelerate brand 
repositioning and expand its influence in the market. In the context of culinary 
SMEs, Rebranding cannot be understood merely as a visual change in the logo, 
packaging, or tagline, but rather as a holistic strategy that includes brand 
repositioning, renewal of communication narratives, and the development of 
deeper emotional relationships with consumers. This effort can be realized 
through creative storytelling, active consumer engagement in digital spaces, and 
leveraging collaborations with influencers to create social legitimacy. With this 
approach, culinary SMEs can showcase the uniqueness and authentic value of 
their products, thereby creating a clear differentiation compared to competitors. 

The limitations of financial resources, low digital literacy, and the rapid 
changes in trends remain major challenges faced by most SMEs. Many business 
actors struggle to maintain consistency in brand communication or are unable to 
design integrated digital strategies. However, literature shows that culinary 
SMEs that successfully re-brand consistently through social media have proven 
capable of increasing brand awareness, improving positioning, strengthening 
customer loyalty, and even expanding market share to new segments. This 
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affirms that the success of re-branding is more determined by consistency, 
creativity, and the ability to adapt to digital dynamics rather than the amount of 
capital they possess. Integrated re-branding with digital marketing strategies can 
be viewed as an important instrument to strengthen the competitiveness and 
sustainability of culinary SMEs, both at the local level and in facing global 
competition. This integration is not only relevant as a short-term communication 
strategy, but also as a long-term strategic investment to ensure that brands 
remain relevant, competitive, and able to adapt to the rapidly changing market. 
In other words, digital-based re-branding can serve as a crucial foundation for 
culinary SMEs to build a strong identity while also expanding growth 
opportunities in the digital economy era. 
  
FURTHER STUDY 
 This research still has limitations, so it is necessary to conduct further 
research related to the topic of Transformation of Digital Marketing Strategies 
through Re-Branding in Social-Media Based Culinary MSMEs in order to perfect 
this research and increase insight for readers. 
 
REFERENCES  
Amal, B., Nurshafa, A., Kamilah, N., Ramadaniakir, P., Maryadii, R. A., & Jannah, 

S. M. (2025). Menutup Kesenjangan Digital: Studi Kasus 
Meningkatkan Kehidupan Umkm di Kantin Pojok Kuliner Universitas 
Singaperbangsa Karawang Melalui Literasi Digital. Jurnal Kolaboratif 
Sains, 8(1), 49-56. https://doi.org/10.56338/jks.v8i1.6419 

 
Damayanti, A. (2025). Peningkatan Literasi Digital dan Pemasaran Online 

UMKM di Desa Karang Anyar. JISOSEPOL: Jurnal Ilmu Sosial 
Ekonomi dan Politik, 3(2), 452-459. 
https://doi.org/10.61787/erevww53 

 
FANDINI, N. (2025). DIGITAL PLATFORM DAN PEMASARAN BISNIS DI 

MEDIA SOSIAL. http://repository.ulb.ac.id/id/eprint/1533 
 
Hidayani, M. S., & Nugroho, D. C. (2025). Pengaruh Penggunaan Media Sosial 

terhadap Peningkatan Penjualan Online pada Toko Tas Lokal. RIGGS: 
Journal of Artificial Intelligence and Digital Business, 4(2), 5438-5444. 
https://doi.org/10.31004/riggs.v4i2.1444  

 
Humaira, N. A. (2025). Transformasi UMKM di Era Ekonomi Digital 2025: 

Strategi Inovatif Menuju Kemandirian dan Daya Saing Global. Jurnal 
Kajian Ekonomi, Manajemen, dan Akuntansi Strategis, 1(1 Juli), 1-10. 
https://jkemas.com/jkemas/article/view/1 

 
Janah, U. R. N., & Tampubolon, F. R. S. (2024). Peran usaha mikro, kecil, dan 

menengah dalam pertumbuhan ekonomi: Analisis kontribusi sektor 
umkm terhadap pendapatan nasional di indonesia. PENG: Jurnal 

https://doi.org/10.31004/riggs.v4i2.1444


Sugiarti, Apriyanti, Susanto, Lubis, Sitanggang 

626 
 

Ekonomi Dan Manajemen, 1(2), 739-746. 
https://doi.org/10.62710/a45xg233 

 
Krisna, A. E. (2024). Transformasi UMKM melalui industri kreatif: Pendekatan 

untuk meningkatkan daya saing dan inovasi. Jurnal Publikasi Ilmu 
Manajemen, 3(4), 66-81. https://doi.org/10.55606/jupiman.v3i4.4514 

 
Kulkarni, S. (2025). Role of social media marketing in food industry. In 

Technological Innovations in the Food Service Industry (pp. 117-142). 
IGI Global Scientific Publishing. https://doi.org/10.4018/979-8-3693-
7683-6.ch007  

 
Listiorini, D. (2025). The Influence of Digital Marketing Strategy on Loyalty 

Customers in the Digital Economy Era. Indonesian Journal of Banking 
and Financial Technology, 3(3), 321-332. 
https://doi.org/10.55927/fintech.v3i3.102  

 
Lubis, P. S. I., & Salsabila, R. (2024). Peran UMKM (Usaha Mikro, Kecil, Dan 

Menengah) Dalam Meningkatkan Pembangunan Ekonomi Di 
Indonesia. MUQADDIMAH: Jurnal Ekonomi, Manajemen, Akuntansi 
Dan Bisnis, 2(2), 91-
110.https://doi.org/10.59246/muqaddimah.v2i2.716 

 
Nofus, N., Safitri, D., & Astuti, D. (2025). Strategi Pemasaran Digital Untuk 

Meningkatkan Daya Saing UMKM Di Era Transformasi Teknologi. 
Jurnal Ekonomi dan Bisnis Digital, 2(3), 1526-1530. 
https://jurnal.ittc.web.id/index.php/jebd/article/view/2210 

 
Nugroho, D., Nastiar, S. Z., Madani, A., Rosidah, N. S., Khasanah, S. A., & 

Curatman, A. (2024). Pendampingan Re-Branding dan Digital 
Marketing pada UMKM Selera Rasa. Jurnal Pengabdian Masyarakat, 
2(4), 174-180.https://doi.org/10.57101/dimasjurnal.v2i4.118 

 
Ratnasari, D., & Fachrian, Z. (2025). Pemanfaatan Media Sosial sebagai Alat 

Komunikasi Bisnis untuk Meningkatkan Brand Awareness. Jurnal 
Bisnis dan Ekonomi, 3(1), 30-41. https://doi.org/10.61597/jbe-
ogzrp.v3i1.85 

 
Rimbawan, A., Wijaya, I. K. A. P., Sumadewa, I. N. Y., & Suryani, N. N. D. (2024). 

Re-branding Identitas Visual dalam Desain Kemasan Amenities 
Hospitality untuk Memperkuat Citra Merek. Jurnal Sasak: Desain 
Visual dan Komunikasi, 6(1), 244-257. 
https://doi.org/10.30812/sasak.v6i1.4005 

 
Rochefort, T., & Ndlovu, Z. (2024). Digital marketing strategies in building brand 

awareness and loyalty in the online era. Startupreneur Business 



  International Journal of Integrative Research (IJIR)                           
Vol.3, No.9, 2025: 615-628

                                                                                           

  627 
 

Digital (SABDA Journal), 3(2), 107-114. 
https://doi.org/10.33050/sabda.v3i2.539  

 
Roosinda, F. W., Mardiana, S., & Armawan, I. (2025). SOCIAL MEDIA 

BRANDING SEBAGAI MEDIA KOMUNIKASI PEMASARAN 
MODERN. MADHANGI: Jurnal Ilmu Komunikasi, 6(02). 
https://ojsfikom.mputantular.ac.id/index.php/fikom/article/view
/41 

 
Sawunggaling, A. (2025). Pemanfaatan Digital Marketing Pada UMKM. 

Bookchapter Manajemen Pemasaran, 1, 1-33. 
https://doi.org/10.15294/mp.v1i1.330 

 
Sholihin, U. (2024). Meningkatkan daya saing pasar UMKM melalui transformasi 

digital. Digital Bisnis: Jurnal Publikasi Ilmu Manajemen dan E-
Commerce, 3(2), 100-114. https://doi.org/10.30640/digital.v3i2.2512 

 
Sifwah, M. A., Nikhal, Z. Z., Dewi, A. P., Nurcahyani, N., & Latifah, R. N. (2024). 

Penerapan digital marketing sebagai strategi pemasaran untuk 
meningkatkan daya saing UMKM. Journal of Management 
Accounting, Tax and Production, 2(1), 109-118. 
https://doi.org/10.57235/mantap.v2i1.1592 

 
Sitanggang, C. E., Firda, D. A., Ramadhini, R., Panjaitan, J. M., Sofwan, S., & 

Sholeh, M. (2024, September). Penggunaan Media Sosial Sebagai Alat 
Promosi Usaha. In FORBISWIRA FORUM BISNIS DAN 
KEWIRAUSAHAAN (Vol. 14, No. 1, pp. 23-29). 
https://doi.org/10.35957/forbiswira.v14i1.8045 

 
Sopwan, I. D., Setiawati, S. E., Muaviah, E., Ramadhani, F., Linda, R., Nurlaeli, 

A., ... & Adilah, M. Y. N. (2025). Pengembangan Strategi Re-Branding 
UMKM Desa Majakerta untuk Meningkatkan Penjualan. Jurnal 
Pengabdian Masyarakat (JUDIMAS), 3(2), 180-190. 
https://doi.org/10.54832/judimas.v3i2.592 

 
Sucipto, K. R. R., Aras, R. A., Salam, M. F., Rahmawati, A., Afrizal, Y. H., & Rijal, 

S. (2025). UMKM go digital: Peningkatan literasi digital UMKM Kota 
Makassar pemanfaatan Google Maps dan media sosial. Jurnal 
Pengabdian kepada Masyarakat Nusantara, 6(3), 3731-3737. 
https://ejournal.sisfokomtek.org/index.php/jpkm/article/view/66
33 

 
  



Sugiarti, Apriyanti, Susanto, Lubis, Sitanggang 

628 
 

Sularno, M. (2025). Strategi Digital Marketing Untuk Meningkatkan Brand 
Awareness Di Era Media Sosial. Aliansi: Jurnal Manajemen dan Bisnis, 
20(1), 228-240. 

 
Tatasari, T., Purnomo, S., & Dewa, A. K. (2025). Pemanfaatan Konten Digital 

Berbasis Video Pendek untuk Meningkatkan Engagement pada 
UMKM Makanan di Media Sosial. Social Sciences Journal, 3(2), 20-32. 
https://journal.pdphi.com/index.php/SSJ/article/view/200 

 
Thapliyal, K., Thapliyal, M., & Thapliyal, D. (2024). Social media and health 

communication: A review of advantages, challenges, and best 
practices. Emerging technologies for health literacy and medical 
practice, 364-384. https://doi.org/10.4018/979-8-3693-1214-8.ch017  

 
Wati, D. L., Septianingsih, V., Khoeruddin, W., & Al-Qorni, Z. Q. (2024). Peranan 

UMKM (Usaha Mikro, Kecil dan Menengah) dalam Meningkatkan 
Perekonomian Indonesia. Jurnal Ekonomi Bisnis, Manajemen Dan 
Akuntansi, 3(1), 265-282. https://doi.org/10.61930/jebmak.v3i1.576 

 
Wijayanti, I., & Kirana, R. (2025). Dampak Rebranding Twitter Menjadi X 

terhadap Loyalitas Merek: Peran Mediasi Sikap Konsumen dan 
Moderasi Keunikan Merek. Jurnal sosial dan sains, 5(1), 97-107. 
https://doi.org/10.59188/jurnalsosains.v5i1.31970 

 
 
Yusri, L. Z., Rinuastuti, B. H., Furkan, L. M., Athar, H. S., & Supryadi, D. I. (2025). 

EXPLORING THE POTENTIAL OF LOCAL FOOD TO OPTIMIZE AS 
A TOURIST ATTRACTION IN LANTAN VILLAGE. International 
Journal of Social Science, 4(6), 793-802. 
https://doi.org/10.53625/ijss.v4i6.10027  

 
Zhao, K. (2025). Exploring Digital Marketing Strategies--The Brand of 

ARCTERYX. Finance & Economics, 1(3). 
https://doi.org/10.61173/ca84pg39 

 
 

https://doi.org/10.61173/ca84pg39

