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Abstract

The development of digitalization and social media has become a key factor in driving strategic innovation and
competitiveness of Micro, Small, and Medium Enterprises (MSMEs) in various countries. This article aims to map
research trends on digitalization, social media, and strategic innovation in MSMEs using a bibliometric approach
based on Scopus publication data for the period 2015-2025. Analysis was conducted on 171 articles using
VOSviewer software, allowing the identification of publication patterns, leading countries, and the most frequently
used keywords. The analysis results show a significant increase in the number of publications, with Indonesia as
the most productive country in this topic. Network mapping reveals four main research clusters: digital marketing
and e-commerce, social media-based digital transformation, sustainable business development through technology
adoption, and entreprencurship and strategic planning. Further discussion emphasizes the importance of digital
literacy, business model innovation, and policy support in strengthening the role of MSMEs in the digital economy
era. This article contributes by presenting a comprehensive overview of research developments, while also offering
future research directions related to cross-country comparisons and the context of MSME digitalization
implementation.

Keywords: Digitalization, Social Media, Strategic Innovation, MSMEs, Bibliometrics

1. Introduction

In the last decade, the development of digital technology has driven major changes in the global business
landscape, including in the micro, small, and medium enterprise (MSME) sector. Digitalization is not only
considered an operational tool but also a strategic element that can drive innovation, efficiency, and competitive
advantage (Aljabari et al., 2024; Vrontis et al., 2022). The increasing adoption of digital channels such as social
media, e-commerce, and artificial intelligence (AI) enables MSMEs to move deeper into the market, build closer
customer relationships, and create data-driven products and services more quickly (Aghazadeh et al., 2024;
Aljabari et al., 2024; Giantari et al., 2022).
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However, the digitalization process in MSMEs is not always smooth. Low digital literacy, inadequate
technological infrastructure, and absence of policy support are huge issues, especially in developing countries
(Bennacer et al., 2025; Qalati et al., 2022). Furthermore, the success of digitalization depends heavily on an
organization’s readiness to build digital capabilities and its willingness to continuously innovate (Korcsmaros &
Csinger, 2022; Mladenova et al., 2025).

Although digitalization has become mainstream in global business strategies, its implementation in the context of
micro, small, and medium enterprises (MSMEs) still faces complex challenges that require further study. Various
studies have found digital transformation to hold promising potential for MSMEs to expand market access and
operational efficiency through social media and digital technology (Eze et al., 2023; Ullah et al., 2023). However,
limited resources, lack of digital literacy, and barriers to adoption of technology are major barriers, especially in
developing countries (Enshassi et al., 2025; Rodriguez-Vasquez et al., 2025).

In a study by Enshassi et al. (2025), Al adoption in digital marketing among MSMEs is influenced by perceived
usefulness (PU) and perceived ease-of-use (PEOU) but is also significantly constrained by inhibiting factors such
as budget constraints, managerial capabilities, and resistance to change. Similarly, Fodouop Kouam (2025) noted
that although digitalization can improve the efficiency of business communications and interactions, a significant
digital divide still exists between MSMEs and large corporations.

Various previous studies have examined the interaction between digitalization and strategic innovation in the
MSME sector. However, most of these studies remain fragmented and contextual, limited to qualitative approaches
or surveys in specific regions (Ponomarenko et al., 2024; Ragazou et al., 2022). With the tremendous spread of
linked literature in recent years, few studies have set up systematically a trend of scientific knowledge in this
regard with a bibliometric approach. In this context, mapping scientific trends through bibliometric analysis is
highly relevant for evaluating research focus, identifying literature gaps, and formulating appropriate digital
strategies for MSMEs. Bibliometrics has the advantage of constructing scientific maps that help identify
publication trends, emerging research themes, and suggest future directions of research. This study purposes to fill
this gap by analyzing scientific publishing trends on digitalization, social media, and strategic innovation in
MSMEs between the years 2015 and 2025.

This study provides mapping of the development of scientific knowledge using a bibliometric approach, as it has
the potential to provide a total presentation of the structure, dynamics, and direction of development of a large
research field in a systematic and data-driven manner. In this context, the analysis co-occurrence used to identify
conceptual relationships between keywords, thereby revealing the thematic structure, dominant research focus,
and evolution trends of the topics of digitalization, social media, and strategic innovation in MSMEs
(Ponomarenko et al., 2024; Ragazou et al., 2022). This approach allows for the creation of a visual map of the
scattered literature and provides a foundation for more focused academic and practical explorations going forward.
Through thematic mapping in this field, this study is expected to provide significant conceptual contributions to
the development of further research agendas, as well as serve as a guide for MSMEs and policymakers in designing
adaptive and innovative digital strategies. This study aims to have a comprehensive understanding of scientific
trends in digitalization, social media, and strategic innovation in MSMEs between the years 2015-2025.
Specifically, the objectives of this study are:

1. Mapping scientific publication trends on digitalization, social media, and strategic innovation in the
context of MSMEs using the Scopus database.
Analyzing thematic co-occurrences of the keywords used in literature.

3. Exploring the development of main research clusters and dominant thematic trends surfacing in MSME
research in the digital era.

4. Providing strategic insights into understanding the scientific map and future research opportunities.

2. Method
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This study uses a bibliometric analysis approach to systematically map and evaluate the intellectual structure of
scientific publications discussing digitalization, social media, and strategic innovation in MSMEs during the period
2015 to 2025. Bibliometric analysis is increasingly used in business and communication research due to its ability
to analyze large-scale data sets, identify thematic patterns, and track trends and influential contributors in a
particular field (Donthu et al., 2021).

As part of bibliometric techniques, this study employed co-occurrence analysis to explore the frequency of
keyword co-occurrence and uncover dominant research themes and their conceptual interrelationships (Kumar et
al., 2020). This approach enables a comprehensive mapping of scientific knowledge while providing a reliable
thematic overview for further research development. The analysis was conducted using VOSviewer software, a
widely recognized tool for visualizing bibliometric networks. This tool allows researchers to generate co-
occurrence networks, keyword clusters, and thematic evolution maps that collectively provide a comprehensive
understanding of the research landscape.

The period 2015-2025 was chosen for its empirical and contextual significance. 2015 marked the initial phase of
the growth of literature on MSME digitalization, particularly after the widespread adoption of digital technologies
in developing countries. Meanwhile, the post-2020 period has seen a surge in academic interest in this topic,
particularly because of the Covid-19 pandemic, which accelerated the adoption of digital technologies and social
media by MSMEs across various sectors (Ponomarenko et al., 2024; Vrontis et al., 2022). By extending the scope
to 2025, this study captures recent developments in the digital landscape and provides a forward-looking
perspective on the direction of scholarly attention on digital transformation issues in the MSME sector.

The bibliometric dataset was collected from the Scopus database, recognized as one of the largest and most credible
peer-reviewed scientific journal databases globally. To reflect the core themes of this study, a search was

conducted on August 06, 2025, using a Boolean search string, as shown in Table 1 below.

Table 1: Data retrieval constraints for the Scopus database

Database Scopus
Search field Title, Abstract, Keywords
Search string TITLE-ABS-KEY ((“digitaliz*” OR ”digitalis*” OR ”digital communication*”

OR ”digital media” OR ”digital marketing” OR ”digiti*” OR ”digital
transformation*” OR ”digital innovation*” OR ”digital technolog*” OR “digital
transition”) AND (”marketing communication*” OR “marketing strateg*” OR
”integrated marketing communication®*” OR ”digital marketing” OR ”social media
marketing” OR ’social media” OR “facebook” OR “instagram” OR "facebook” OR
”tiktok” OR “online shop*” OR ”social media promotion” OR ”social media
advertising” OR “digital advertis*” OR “online marketing” OR “digital marketing
communication” OR ”digital business*” OR ”digital enterpr*” OR ”electronic
marketing” OR ”search engine marketing” OR internet marketing” OR
”innovative marketing”) AND ("SME*” OR ”small and medium enterprise*” OR
”small business*” OR ”small enterprise*” OR ”medium sized business*” OR ”mid
sized business*” OR ”SMB” OR ”small to medium business*”))

Open access All

Years 2015-2025
Author name All
Subject area Social science
Publication stage All
Document type Article
Source article All
Affiliation All
Funding sponsor All
Country All

Source type Journal
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Language English
Data extracted 6 August 2025
Number of publications 149

Description: This bibliometric search strategy was conducted in Scopus with a focus on titles, abstracts, and keywords for the related topics of
digitalization, social media, and MSMEs, resulting in 149 selected articles from the period 2015-2025. Data was extracted on August 6, 2025

3. Results

The Scopus dataset was analyzed descriptively to highlight publication trends and distribution across four main
categories: publication year, country of publication, and field of study. These four categories provide a
comprehensive overview of research output growth, the geographic distribution of scholarly contributions, and the
scope of disciplines examining digitalization, social media, and strategic innovation in MSMEs during the 2015-
2025 period. This descriptive pattern provides a foundation for understanding academic engagement and will
inform the next phase of scientific mapping, specifically keyword co-occurrence analysis and clustering to explore
the thematic structure and direction of research development in this field.

3.1 Descriptive Analysis of the Data Set

3.1.1 Documents by Year

Based on Figure 1, the annual publication trend for the 2016-2025 period shows a significant increase in academic
attention to the topics of digitalization, social media, and strategic innovation in MSMEs. In 2016, the number of

publications was still very low (1 document), but began to increase in 2017 (5 documents). Since 2019, this trend
has consistently increased again, with a significant spike after 2020, which resulted in 8 publications.

Documents by year

50

40

30

Documents

20

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
Year

Figure 1: Documents by Year

The most striking growth occurred in 2021-2022, when the number of publications jumped from 18 to 28
documents. The highest peak occurred in 2024 with 43 documents, reflecting a surge in research interest post-
pandemic. This increase aligns with the increasing adoption of digital technology by MSMEs, the rapid
development of social media platforms, and the need to adapt marketing strategies in the era of digital
transformation.

Despite a decline in 2025 (20 documents), the overall pattern suggests that the past decade has been a crucial

period in building a foundation for scholarly research on the relationship between digitalization, social media, and
strategic innovation. The post-2020 surge is likely influenced by the global push for digital transformation
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resulting from the COVID-19 pandemic, which has forced MSMEs to optimize technology and social media to
maintain their competitiveness in an increasingly digital marketplace.

3.1.2 Documents by Country

As shown in Figure 2, the distribution of publications by country shows a very clear dominance of Indonesia,
which recorded over 40 documents during the research period. This position puts Indonesia far ahead of other
countries, significantly ahead of Malaysia, which is in second place with over 15 publications, and India, which
recorded around 14 publications.

Documents by country or territory
Compare the document counts for up to 15 countries/territories.

Indonesia |
Malaysia [N
india  [IEG—
china I
South Africa [N
Saudi Arabia [ INEGEG—_—
rakistan |GGG
Australia [ INEGEGEGEGEG
United States [N
United Kingdom [N
0 5 10 15 20 25 30 35 40 45
Documents

Figure 2: Documents by Country

Indonesia’s dominance reflects the high level of attention academics and researchers in the country have paid to
digital marketing, social media, and digital communication strategies, particularly in the context of MSMEs. This
can be attributed to the rapid development of Indonesia’s digital ecosystem, the significant growth of social media
users, and the increasing use of digital platforms by small and medium-sized businesses for marketing.

Other countries such as China, South Africa, and Saudi Arabia fall in the middle group, with between 8 and 9
publications, while countries like Pakistan, Australia, the United States, and the United Kingdom contribute
relatively less, ranging from 5 to 7 publications. Overall, this pattern suggests that research contributions on this
topic are global, but strongly concentrated in Asia, with Indonesia as the primary center of literature production in
this area.

3.1.3 Documents by Subject Area

Figure 3 shows the distribution of publications by scientific field. Social sciences significantly dominate,
contributing 38.6% of the total publications. This dominance indicates that the research topics analyzed are
primarily discussed from a social science perspective, encompassing behavioral studies, societal interactions, and
the social implications of technological developments and digital marketing. Overall, this distribution indicates
that the analyzed phenomena have cross-disciplinary relevance, but with a focus on social and managerial studies,
further enhanced by technical, economic, and environmental analyses.
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Documents by subject area

Other (1.6%) y‘
Psychology (1.0%)
Engineering (1.6%)
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Energy (4.9%) ~ Social Sciences... (38.6%)
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Environmental S... (7.5%) .
Economics, Econ... (9.6%) —

Computer Scienc... (10.6%)

\ Business, Manag... (16.8%)

Figure 3: Documents by Subject Area

Business, Management, and Accounting came in second with 16.8%, demonstrating a significant focus on business
strategy, organizational management, and the economic implications of digital marketing practices and technology
use. Meanwhile, Computer Science (10.6%) and Economics, Econometrics, and Finance (9.6%) were important
supporting fields, reflecting a multidisciplinary approach that combines technical, analytical, and financial aspects.
Other contributing fields include Environmental Science (7.5%), which is likely related to sustainability studies
and green marketing; Arts and Humanities (4.9%) and Energy (4.9%), which demonstrate cross-sectoral research
involvement; and Decision Sciences (2.8%), Engineering (1.6%), and Psychology (1.0%), which, while small in
size, still provide unique perspectives on the phenomena studied. The presence of the other category (1.6%) also
indicates a small diversity of topics not included in the main classifications.

3.2 Results of Co-Occurrence Analysis
3.2.1 Density Visualization

Figure 4 shows a density visualization of keywords appearing in related publications. Yellow indicates high
density, meaning the keyword appears frequently and is strongly connected to other keywords. Overall, this density
map underscores that the research landscape is dominated by discussions of digital marketing in the small and
medium enterprise sector, with close links to issues of digital transformation, social media, and innovation,
supported by the development of e-commerce and the sustainability agenda.

& VOSviewer

Figure 4: Density visualization
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In this map, keywords “digital marketing” occupies the central position with the highest color intensity, indicating
that this topic is the focus and is most frequently discussed in the collection of publications analyzed.

In addition, keywords such as “SMEs”, “social media”, “digital transformation”, and “small and medium-sized
enterprises” also have a high-density level, representing themes that are often associated with digital marketing.

Other keywords that have quite close relevance and connection include “innovation”, “technology adoption”, “e-
commerce”, and “sustainability”, which show a multidisciplinary approach in research.

Some thematic keywords such as "covid-19", “entreprencurship”, and “business performance” emerged with
moderate intensity, indicating that while not a primary focus, these topics provide important context, particularly
in relation to changing business behavior and post-pandemic technology adoption.

3.2.2 Overlay Visualization

Figure 5 presents an overlay visualization which shows the temporal development of keywords used in
publications related to the topic digital marketing in small and medium enterprises (SMEs). The blue color
represents the dominant keywords at the beginning of the research period (around 2020-2021), while the yellow
color indicates the keywords that have emerged more recently and gained attention in recent years (2024-2025).
Overall, this visualization not only maps the interrelationships between topics, but also reveals the evolution of
research directions, from a rapid response to the challenges of the pandemic to the use of digital technology as a
key pillar of SME development and competitiveness in the post-pandemic era.

sustaig@bility business performance

e-compnerce SpigRtion

business deyelopmert

technologgadoption
small and medigin-sized enterpr

&

covigH1o

digitalimarketing
-
entrepréfieurship b 3 socialjgpedia

soclal medi@marketing
innog@tion

digitaligation digital transformation

8, VOSviewer [

Figure 5: Overlay visualization

Core keywords such as “digital marketing”, “SMEs”, and “social media” have the largest node size, indicating
high frequency of occurrence and extensive connectivity with other keywords. Temporal trends show that topics

such as “innovation”, “entrepreneurship”, and “covid-19” widely used in the initial period, in line with the
dynamics of business changes during the pandemic.

” G

Entering a newer period, there is an increase in attention to keywords “digital transformation”, “technology

ERINNT3

adoption”, “sustainability”, and “business performance”. This shift indicates a shift in research focus from initial
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adaptation to digitalization to long-term strategies that integrate technology, sustainability, and business
performance.

3.2.3 Network Visualization

Figure 6 shows network visualization which maps the relationships between keywords into four main cluster
themes. Each cluster represents research focuses that are interrelated but have different study emphases.

msges

electroniggommerce
sustai@bility business ggrformance
e-connerce digitigation
business dgyelopment
technolog@adoption
small and medi@iin-sized enterpr
L
covigh19
dlg:talwrketmg
entreprefieurship & socialjgnedia
social medi@marketing
strategic management/planning innoggtion
small bysinesses J
= digitaligation digital tragsformation

small and medium enterprises
stpe

% VOSviewer
Figure 6: Network visualization

Cluster 1 consists of keywords such as digital marketing, SMEs, MSMEs, e-commerce, electronic commerce,
business performance, and covid-19. This cluster describes the research focus on the role of digital marketing and
e-commerce in supporting SME business performance, particularly in the context of the challenges of the COVID-
19 pandemic. The close correlation between keywords indicates that studies in this cluster tend to highlight digital
adaptation strategies to maintain and improve business performance.

Cluster 2 covers digital transformation, digitalization, social media, social media marketing, small and medium
enterprises, and the primary focus of this cluster is digital transformation and the use of social media as a marketing
channel, which are essential components of modern business strategy. The strong correlation between keywords
indicates that research in this area has extensively explored the integration of digital technology into SME
operations and marketing strategies.

Cluster 3 consists of business development, digitization, marketing, small and medium-sized enterprise,
sustainability, and technology adoption. This cluster focuses on sustainable business development through the
adoption of innovative technology and marketing strategies. Keyword dominance sustainability shows a shift in
academic attention towards the integration of sustainability principles in the development of technology-based
SME:s.

Cluster 4 is related to entrepreneurship, innovation, small businesses, and strategic management/planning. The
primary focus of this cluster is on entrepreneurship, innovation, and strategic planning as drivers of small business
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competitiveness. The observed relationships indicate that innovation and strategic management are seen as
essential foundations for supporting business sustainability and growth in the digital age.

Overall, this network map provides a comprehensive overview of the research landscape related to digital
marketing in SMEs, showing how core topics interact and form four complementary areas of study. This analysis
also helps identify potential research gaps, particularly at the intersections between clusters which connect
sustainability issues, digital transformation, and business performance. The categorization in Table 2 could show
how the research is grouped by theme.

Table 2: Categorization of the cluster based on the colour coding

Cluster Cluster title Extracted keywords
Cluster 1 (Red) Digital marketing in supporting Business performance, covid-19, digital
SME business performance marketing, e-commerce, electronic commerce,
MSMEs, SMEs
Cluster 2 (Green) Digital transformation and Digital transformation, digitalization
social media small and medium enterprises, SME, social

media, social media marketing
Cluster 3 (Blue) Sustainable business Business development, digitization
development and technology marketing, small and medium-sized enterprise,

adoption sustainability, technology adoption
Cluster 4 (Yellow)  Entreprencurship, innovation, Entrepreneurship, innovation, small
and strategic planning businesses, strategic management/planning

Description: This table presents the cluster categorization of the co-occurrence analysis results based on color coding in the network
visualization. Each cluster is given a title reflecting the thematic focus of the research and is accompanied by a list of keywords extracted from
the data.

4. Discussion
4.1 Main Research Cluster and Dominant Thematic Trends

Cluster 1 with the theme of digital marketing and e-commerce for msme performance. This cluster shows a close
relationship between the use of digital marketing, e-commerce and improving business performance, especially
amidst the challenges of the pandemic. Literature such as Aghazadeh et al. (2024) and Giantari et al. (2022)
emphasizes that the ability to integrate digital marketing strategies with data analytics strengthens customer loyalty
and expands markets. Bennacer et al. (2025) also show that investing in digital skills and adopting online platforms
can improve operational efficiency and market reach, although barriers such as limited capital and digital literacy
remain. This finding is consistent with bibliometric results that place the keywords “digital marketing” and “e-
commerce” at the center of the network.

Cluster 2 with the theme of digital transformation and social media. This cluster highlights the role of social media
as a key channel in the digital transformation strategy of MSMEs. Enshassi et al. (2025) study shows that the
success of social media adoption is influenced by perceived usefulness and perceived ease-of-use, despite obstacles
such as management resistance and resource constraints. Eze et al. (2023) added that the integration of digital
technology into business operations not only increases visibility but also forms interactive relationships that
strengthen brand image. This trend is clearly seen in the shift in research focus from a rapid response to the
pandemic to a long-term, data-based strategy, and digital transformation.

Cluster 3 with the theme of sustainable business development and technology adoption. The focus of this cluster
is how technology adoption supports sustainable business development. Studies such as Mladenova et al. (2025)
and Haryanto & Sultoni (2024) emphasize that sustainability is now an integral part of MSME innovation
strategies, particularly through the adoption of environmentally friendly technologies, energy efficiency, and
digital supply chain optimization. However, as noted by Korcsmaros & Csinger (2022), the success of this strategy
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is highly dependent on organizational readiness and public policy support. Bibliometric analysis shows that the
keyword “sustainability” has a strong connection with “technology adoption” and “business development”.

Cluster 4 with the theme of entrepreneurship, innovation, and strategic planning. The final cluster focuses on the
role of innovation and strategic management in maintaining the competitiveness of MSMEs in the digital era.
Fodouop Kouam (2025) study emphasized the importance of continuous innovation and adaptive strategic
planning to bridge the digital divide between MSMEs and large corporations. Ponomarenko et al. (2024) research
also showed that a strong entrepreneurial orientation encourages more effective use of digital technology, thereby
enhancing adaptability to market changes.

4.2 Strategic Insights
4.2.1 Theoritical Implications

The findings strengthen the literature on integration of digital marketing and digital transformation, as well as
emphasis on the importance of an organization's ability to integrate, build, and reconfigure internal competencies
and external resources to respond to rapid environmental changes. In the context of MSMEs, Troise et al. (2022)
showed that three key capabilities, namely digital technology capabilities, relational capabilities, and innovation
capabilities, directly contribute to building organizational agility. This agility positively impacts financial
performance as well as product and process innovation, proving that the use of digital technology not only
increases competitiveness but also serves as a strategic foundation for the sustainability of MSME businesses
amidst a turbulent business landscape. This capability is also reflected in the flexibility to adapt digital marketing
strategies to market dynamics, utilize real-time customer feedback, and adopt new technologies to maintain
relevance and competitiveness. This process is not only reactive but also proactive, where MSMEs need to
anticipate market trends and changes in consumer behavior to create sustainable innovation.

In addition, the results of this study also indicate that technology adoption theory like Technology Acceptance
Model (TAM) is relevant to understanding the adoption behavior of social media and new technologies by
MSMEs, especially in the context of developing countries. The two main constructs of TAM are: perceived
usefulness (PU) and perceived ease-of-use (PEOU), has been shown to be a determining factor driving digital
technology adoption decisions by MSMEs (Enshassi et al., 2025; Eze et al., 2023). In developing countries, PU
value is often influenced by technology’s ability to expand markets and increase revenues, while PEOU is closely
related to the availability of training, supporting infrastructure, and user interface simplicity. The integration of
the dynamic capabilities perspective and TAM provides a more comprehensive conceptual framework: dynamic
capabilities explain how organizations adapt, while TAM explains why individuals and organizations decide to
adopt or reject technology.

Thus, the relationship between these two frameworks is crucial to explain the bibliometric results: clusters focused
on digital transformation, technology adoption, and strategic innovation reflect the synergy between the need for
continuous adaptation (dynamic capabilities) and the psychological-perceptual factors influencing technology
acceptance (TAM). This integrated approach can serve as a strong theoretical foundation for designing policy
interventions and managerial strategies that promote the success of MSMESs’ digital transformation.

4.2.2 Practical Implications

For MSME practitioners, this research confirms that the success of digital transformation depends heavily on
consistent investment in digital skills development and improvements to information technology infrastructure.
Studies by Bennacer et al. (2025) and Aljabari et al. (2024) show that improving employee digital competency and
technological infrastructure readiness directly impact operational efficiency, customer service quality, and market
share expansion. These investments include not only hardware and software procurement but also ongoing training
that can build confidence and adaptability in utilizing new technologies. Giantari et al. (2022) emphasize that
without a strong foundation of digital skills, even the implementation of advanced technology will not deliver
optimal results for business strategies.
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Furthermore, the use of social media needs to be integrated with data analytics for more effective marketing
strategies. Findings by Aghazadeh et al. (2024) and Eze et al. (2023) demonstrate that the right combination of
social media and data analytics can provide real-time insights into consumer behavior, market trends, and
campaign effectiveness. This approach enables MSMEs to craft more personalized marketing messages, optimize
promotional budget allocations, and measure the impact of strategies. Utilizations ocial listening tools also allows
businesses to detect changes in consumer preferences more quickly than conventional survey methods.

In the Indonesian context, Mulyana et al. (2020) emphasized that MSMEs have utilized social media platforms
such as Instagram, Facebook, and WhatsApp not only as low-cost marketing channels but also as strategic tools
to strengthen brand image, build relationships with consumers, and encourage innovative practices. This finding
aligns with bibliometric evidence demonstrating Indonesia's leading position in scientific publications on this
topic, reflecting how empirical reality on the ground contributes to research output. The study also suggests that
social media adoption enhances organizational agility and innovation capabilities in MSMEs, thus providing
adaptive strength in facing a highly competitive business environment.

Moreover, sustainability principles need to be a core part of innovation planning, not just an add-on. Mladenova
et al. (2025) and Korcsmaros & Csinger (2022) emphasize that integrating sustainability aspects such as energy
efficiency, waste reduction, and implementing green supply chains not only meets regulatory and ethical demands
but also serves as a source of competitive advantage increasingly appreciated by consumers. Haryanto & Sultoni
(2024) adds that today’s digital consumers increasingly prioritize brands that consistently demonstrate a
commitment to sustainability in every aspect of their products, services, and operations.

Meanwhile, for policymakers, these results highlight the urgency of developing digital literacy training programs
specifically tailored to the needs of MSMEs, encompassing basic to advanced skills in digital marketing, data
analytics, and cybersecurity. Enshassi et al. (2025) emphasize that such training programs can overcome resistance
to technology adoption while improving perceived ease of use. In addition, technology adoption incentives are
needed, such as equipment subsidies, tax breaks, or access to soft financing schemes to support digital investment,
as proposed by Berbatovci & Buja (2024) to accelerate technology penetration in the MSME sector. Policies that
support sustainable innovation are also crucial, including pro-environmental regulations, support for applied
research, and strengthening public-private partnerships to develop environmentally friendly digital solutions. This
is in line with the findings of Ponomarenko et al. (2024) who emphasize the important role of the government in
building an innovative ecosystem that is inclusive, sustainable, and adaptive to technological developments.

4.3 Limitations and Future Research Directions

While this study provides a comprehensive overview of publication trends related to digitalization, social media,
and strategic innovation in MSMEs, several limitations should be acknowledged. First, the data scope is limited
to English-language publications indexed in the Scopus database. This situation has the potential to lead to
language bias and database bias. Thus, the research may not fully reflect the contributions of relevant local or non-
English language literature. As noted by Donthu et al. (2021), the limitation of a single database source can affect
the representation of findings and overlook important contextual perspectives, particularly from developing
countries. This is relevant because several studies in the reference folder, such as Giantari et al. (2022) and Hadiyati
et al. (2024), indicate that local publications often contain more applicable insights regarding MSME practices at
the regional level.

Second, the analytical approach used in this study is descriptive, meaning the results focus more on mapping the
research landscape than testing causal relationships between variables. This approach is indeed appropriate for the
purpose of scientific mapping but does not allow for conclusions to be drawn regarding the direct influence
between factors as suggested by Bennacer et al. (2025) and Eze et al. (2023) in their quantitative studies. This
limitation opens opportunities for further research to combine bibliometrics with inferential analysis methods
orstructural equation modeling to verify the relationship between variables such as technology adoption, business
performance, and sustainability.
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Third, the selection of keywords insearch string. Even though it is designed comprehensively, it still has risks
keyword omission bias. Some themes that may be relevant, such as the integration of artificial intelligence in
MSME marketing or the role of platform economy in digital transformation, may not yet be fully addressed.
Studies such as Aghazadeh et al. (2024) and Berbatovci & Buja (2024) emphasize the importance of these themes,
so further analysis should consider them in research design.

For further research, it is recommended to expand the databases used, for example by combining Scopus with Web
of Science or Dimensions, as recommended by Kumar et al. (2020) to increase the coverage and validity of the
results. In addition, the integration of approaches systematic literature review can provide analytical depth by
identifying and critically evaluating key literature in each cluster. Future research could also explore the
intersections between clusters identified in the bibliometric results, for example, the relationship between
sustainability (Cluster 3) and digital business performance (Cluster 1), or between strategic innovation (Cluster 4)
and social media utilization (Cluster 2). Studies such as Mladenova et al. (2025) and Ponomarenko et al. (2024)
showed that the intersections between these themes are often the most dynamic areas of MSME innovation. An
empirical approach with cross-country case studies could also enrich understanding of how different social,
economic, and cultural contexts influence digitalization adoption in MSMEs.

Additionally, descriptive results by country indicate that Indonesia dominates the number of publications on the
topics of digitalization, social media, and strategic innovation in MSMEs, far surpassing other countries such as
Malaysia and India. This fact indicates that the Indonesian academic ecosystem is very active in highlighting the
dynamics of MSME digital transformation, in line with the rapid growth of social media users and increasing
government policies encouraging economic digitalization. However, the dominance of publications from one
country also raises questions about global representation in this field. Therefore, future research directions could
further examine the factors driving research productivity in Indonesia and compare them with other countries. This
cross-country comparative approach is important to understand whether MSME digitalization trends are contextual
or universal, as confirmed by literature such as Eze et al. (2023) and Berbatovci & Buja (2024), which show
significant variations in technology readiness and digital adoption strategies across regions. Thus, future research
will not only enrich the global academic perspective but also provide practical insights into how national contexts
influence the direction and success of MSME digital transformation.

5. Conclusion

This article shows that research on digitalization, social media, and strategic innovation in MSMEs has
experienced a significant increase, especially after the pandemic period, with a strong focus on digital marketing,
social media-based digital transformation, technology adoption for sustainability, and entrepreneurship and
strategic planning. Co-occurrence visualization confirms four complementary thematic clusters: from the role of
digital marketing and e-commerce on business performance, to the integration of digital transformation,
technology adoption, and innovation orientation as the foundation of MSME competitiveness in the digital
economy era.

Conceptually and practically, these findings confirm that strengthening digital literacy, business model innovation,
and policy support are prerequisites for MSMEs to not simply “use” technology, but to be able to orchestrate
technology and social media as strategic capabilities for performance and sustainability. On the other hand, the
limited scope (Scopus database and English-language publications) and the predominantly descriptive nature of
the analysis open up opportunities for further research, such as expanding the database, deepening systematic
reviews in each cluster, examining relationships between themes (for example sustainability and digital
performance), and cross-country comparative studies to more fully capture the varied contexts of MSME digital
adoption.
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