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Abstract 

The study focuses on Kampung Adat Cireundeu, a community considered a stronghold of Sunda 

culture in West Java. It examines the role of digital marketing in fostering entrepreneurship, especially 

among teenagers. This research gathers and analyzes various relevant sources to understand how 

digital marketing can help the growth of entrepreneurship in Indigenous villages that maintain the 

Sunda Wiwitan tradition. This is done using literary study methods and ethnographic approaches. 

Research results show that digital marketing effectively promotes traditional culinary services, such as 

cannabis treatments. It also gives local entrepreneurs the tools and platforms to adapt and quickly 

change the market. Digital marketing helps reach a wider audience at a low cost and analyzes data in 

real time to support better decision-making. 

Keywords: Digital Marketing, Marketing Models, Entrepreneurial Spirit, Online Shop, Traditional 

Culinary

INTRODUCTION 

Digital marketing has become an 

important tool in the digital age to advance 

various industries, including the culinary 

industry. Digital change gives businesses new 

opportunities to get closer to customers and 

interact with them better. Traditional culinary 

digital marketing is one area that has received 

great attention; It combines modern marketing 

strategies with local culinary richness. 

Traditional cuisine, which is an important 

part of the country's culture, has enormous 

potential financially. However, traditional 

culinary businesses face special challenges in 

the face of global competition and changing 

consumer tastes. By providing a variety of tools 

and strategies to reach more customers, digital 

marketing can address this problem. Businesses 

can introduce goods, attract attention, and build 

a strong brand by using approaches such as 

digital advertising, social media campaigns, and 

content. 

The goal of this study was to study digital 

marketing strategies that can be used to promote 

traditional foods and how they impact 

entrepreneurial spirit. By analyzing successful 

digital marketing strategies, this research is 

expected to provide insights and suggestions for 

traditional culinary business actors to 

optimize their business opportunities in the 

Internet era by gaining a deep understanding 

of digital marketing and entrepreneurship. 

 

METHOD 

Case studies and literature reviews are 

the two main approaches used in the 

methodology section of this research. The 

focus of this research is to analyze the digital 

marketing strategies used by traditional 

culinary businesses and how they impact the 

success of the business. Variable operations 

include digital marketing strategies, such as 

online advertising and social media, and 

business success is measured by increased 

sales and customer satisfaction. With the 

purposive sampling method, this research 

was conducted in the Kampung Adat 

Cireundeu area and involved two traditional 

culinary entrepreneurs who successfully used 

digital marketing. Data were collected 

through in-depth interviews with business 

actors and reviews of relevant literature. To 

compare the research findings with existing 

theories, the data analysis technique involves 

literature synthesis and qualitative analysis of 

interview data. To provide practical advice 
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on digital marketing in traditional culinary 

businesses, the research procedure includes 

preparation, data collection, analysis, and 

reporting of results. 

 

RESULTS AND DISCUSSION  

I. Results 

According to Bala & Verma (2018), 

digital marketing is essential to create new 

opportunities, encourage innovation, and 

increase the competitiveness of contemporary 

businesses. According to Sangvikar (2018), 

companies can address current issues, expand 

market reach, and increase customer 

engagement by using digital tools and strategies. 

Digital technology and data analytics profoundly 

influence marketing decisions and drive 

entrepreneurship and business innovation 

(Kannan & Li, 2017; Nordin & Ravald, 2023). 

To improve performance, drive innovation, and 

foster entrepreneurship, it is essential to 

incorporate digital marketing into business 

strategies (Olson et al., 2021; Saura, 2021). 

According to Desai (2019), companies can 

overcome modern challenges and increase 

entrepreneurial spirit by implementing digital 

tools and strategies.  

Digital marketing can improve innovation 

and efficiency by providing important insights 

into market changes However, issues such as 

technological advancements and data security 

risks must be considered (Khan & Siddiqui, 

2020; Royle & Laing, 2014). This happens 

despite challenges such as technological 

advancements and data security threats (Veleva 

& Tsvetanova, 2020). 

Good digital marketing capabilities allow 

for innovation and adaptation in the digital 

world, and companies must implement flexible 

strategies to face future challenges (Parsons et 

al., 1998; Royle & Laing, 2014). In today's 

difficult era, this research shows that digital 

marketing is essential to achieve business goals 

and attract more customers. With the right 

strategy, digital marketing can encourage 

entrepreneurship and innovation and help 

businesses compete (Yasmin et al., 2015). 

Effective digital marketing can increase 

customer engagement, increase company 

competitiveness, and open up new opportunities 

(Mandal, 2017; Minculete & Olar, 2018). 

Digital marketing in the tourism sector helps 

visibility and reputation as well as 

entrepreneurial growth through stakeholder 

feedback (Abdullahi et al., 2021; De 

Pelsmacker et al., 2018). In addition, 

customer trust in brands influences digital 

marketing strategies as well as opens up new 

opportunities for innovation (Krishen et al., 

2021; Shams et al., 2024). 

To drive innovation and 

entrepreneurship, a successful marketing 

strategy must adapt to changing markets and 

the business environment (Lawton & 

Vassolo, 2022). Research-based marketing 

and investment in research and development 

are essential for business performance and 

profitability (Karna et al., 2022). 

To drive innovation and 

entrepreneurship, a successful marketing 

strategy must adapt to changing markets and 

the business environment (Lawton & 

Vassolo, 2022). Research-based marketing 

and investment in research and development 

are essential for business performance and 

profitability (Karna et al., 2022). 

Customer probability analysis and 

churn prediction models help develop more 

innovative marketing strategies. On the other 

hand, technological advances and social 

media support marketing strategies (Fader & 

Hardie, 2009; Pesa Nugraha, 2023; 

Tamaddoni et al., 2016). Communication-

based marketing encourages innovation and 

competitiveness and increases customer 

loyalty (Duncan & Moriarty, 1997). The 

Customer Lifetime Value (CLV) model, 

which takes into account a variety of 

customer behaviors, can improve marketing 

efficiency and flexibility (Calciu, 2009).  

Effective communication strategies 

and AI and ML understanding of customer 

perceptions of brand equity can improve 

customer engagement and market reach 

((Abdoli et al., 2012; Volkmar et al., 2022; 

Wambar et al., 2015). 

In addition to increasing 

competitiveness worldwide, entrepreneurship 

contributes to business performance through 

resilience, creativity, and motivation 

(Aramita et al., 2022; Leong, 2021; Pawitan 

et al., 2017). Entrepreneurship education can 

increase competitiveness and produce more 

talented entrepreneurs with the support of 

women entrepreneurs (Alim Bahri & 

Hasdiansa, 2024; Xu, 2021). An 
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entrepreneurship curriculum that combines an 

analytical and creative approach from technical 

education can produce more talented 

entrepreneurs (Article, 2020; Ventura, 1999). 

Students' entrepreneurial spirit is also 

influenced by the educational environment, 

family support, and resources (Indriyani et al., 

2020; Qosja & Druga, 2015). A quality and 

relevant education can encourage the younger 

generation to become entrepreneurs by 

providing them with the motivation, knowledge, 

and skills they need. To prepare students to 

become successful entrepreneurs, the curriculum 

must encourage creativity and problem-solving 

(Said Ahmad et al., 2023). 

Compared to millennials who are not 

entrepreneurs, millennial entrepreneurs tend to 

become entrepreneurs. They are more risk-

taking, more innovative, and more motivated to 

achieve their goals (Genoveva & Tanardi, 2020). 

They improve their competitiveness and 

business performance. In addition, the 

entrepreneurial spirit encourages more creative 

and adaptive strategic planning. In addition, this 

spirit encourages companies to look for new 

opportunities more actively (Riggs, 1987). 

Sustainability has the potential to encourage 

entrepreneurship and innovation in urban areas 

(Kornberger et al., 2021).  

 

II. Discussion 

In the new normal era, marketing models 

must respond to challenges and capitalize on 

opportunities by using an integrative approach. 

This approach not only enhances marketing 

strategies but also supports innovation and 

entrepreneurship, which is important in the 

rapidly growing telecommunications industry 

(Gómez et al., 2022; Marc Lim, 2023). To 

achieve good results, strategic marketing 

planning requires a balance between developing 

and executing strategies (Theoharakis et al., 

2024).  

In the context of entrepreneurship and 

innovation, it is important to change marketing 

strategies to adapt them to changes in the market 

and business environment. The importance of 

research in marketing strategies is demonstrated 

by the fact that investment in research and 

development (R&D) is essential to optimize 

business performance and profitability (Karna et 

al., 2022). The use of data and digital marketing 

also helps companies grow in global markets 

(García-García et al., 2022; Maucuer et al., 

2022) 

Marketing strategies, especially word-

of-mouth marketing, are aided by 

technological advancements and social 

media. Churn prediction models and 

customer probability analysis help businesses 

create more innovative marketing strategies 

that support entrepreneurship ((Fader & 

Hardie, 2009; Pesa Nugraha, 2023; 

Tamaddoni et al., 2016). Communication-

based marketing is essential for creating 

better relationships with consumers and 

increasing their loyalty. Communication-

based marketing is essential to increase 

customer loyalty, innovation opportunities, 

and competitiveness (Duncan & Moriarty, 

1997).  

The Customer Lifetime Value (CLV) 

model that takes into account various 

customer behaviors can help 

entrepreneurship, increase the flexibility of 

marketing strategies, and result in a more 

effective marketing approach (Calciu, 2009). 

As Facebook-based models show, effective 

communication strategies can improve 

customer engagement and market reach, 

while AI and ML help understand customer 

perceptions of brand equity (Abdoli et al., 

2012; Volkmar et al., 2022; Wambar et al., 

2015). 

Generation Z is heavily influenced by 

online content and social media in making 

purchasing decisions; Product reviews and 

influencer recommendations are very 

important (Mohd Johan et al., 2022). 

According to Wardhani (2020), user 

satisfaction and positive reviews can result 

from effective web design, which includes 

speed, aesthetics, and easy navigation. 

Effective digital leadership also improves 

electronic services, increases customer 

satisfaction, and increases customer loyalty 

(Purwanto, 2022).  

Convenience and safety factors are 

important when the trend of online shopping 

is accelerated by the COVID-19 pandemic 

(Soelasih, 2024). Studies on consumer 

behavior, social impact, and technology used 

are still limited, but research on online 

grocery shopping shows a huge increase 

(Monoarfa et al., 2024). 
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Consumer loyalty in online shopping is 

influenced by product quality, competitive 

prices, customer service, ease of use of the app, 

and attractive promotions. Consumers, however, 

are particularly interested in sustainability 

aspects (Rausch et al., 2021). Confidence in the 

seller, perception of product quality, and a 

pleasant shopping experience are all factors that 

influence consumers' decision to buy something 

(Sanjaya et al., 2020; Wicaksono et al., 2023). 

Competitive pricing, product quality, service, 

and trust affect customer loyalty, all of which 

contribute to the Company's sustainability 

(Jamhadi & Rosyid, 2023). The quality of 

service and competitive prices, such as those 

found on the ShopeeFood platform, are some of 

the reasons why consumers prefer to shop there 

(Vira Wilistyorini & Herry Sussanto, 2022). 

Sharia compliance on several online shopping 

sites also makes Muslim consumers more 

confident (Sriani et al., 2022). 

The Kampung Adat Cireundeu was 

occupied by the Netherlands during the 

colonization because of its strategic location and 

many crops, such as rice. Local community 

leader Mama Ali encourages the community to 

use cassava or "tuang sampeu" as a staple food 

(Priyanto & Desmafianti, 2022). Using all parts 

of the cassava plant for consumption and various 

processing, such as peuyeum, cimpring, 

rengginang, rasi (cassava rice), and others, local 

philosophy emphasizes food independence 

(Wibisono et al., 2021). 

Traditional culinary delights of Kampung 

Adat Cireundeu, such as Awug, Eggroll, and 

Lidah Kucing, dendeng kulit singkong, kicipir, 

cireng bumbu rujak, keripik kodehel, simping, 

keripik bawang, and saroja, are very valuable 

culturally. 
 

 

 

 

 

 

 

 

 

 

Figure 1 Example of a photo of processed 

cassava products 

Online marketing through social media 

such as Instagram and TikTok can increase 

awareness and attract a larger audience. 

Collaboration with local cultural supporters 

makes the promotion more authentic. In 

addition, Cireundeu's traditional cuisine can 

strengthen its cultural identity and foster the 

pride of the younger generation through 

digital educational media (Mulyani & 

Wirakusuma, 2016). 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Instagram accounts on 

@visitcireundeu and 

@serba_singkong_cirendeu 

Nonetheless, traditional food 

companies face difficulties when leveraging 

digital technology. Local governments or 

non-profit organizations can help people who 

lack digital marketing knowledge and skills 

by providing training and mentoring. 

Products must remain of good quality during 

storage and delivery, and this can be 

achieved with the help of a strong supply 

chain and supply chain management 

technology.  
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Kampung Adat Cireundeu products such 

as Cassava Rice (Rasi), Eggroll, and Kicipir can 

be introduced more widely in the domestic and 

international markets by using the right digital 

marketing strategy. This strengthens cultural 

identity while encouraging entrepreneurship in 

the traditional culinary industry. 

 

CONCLUSIONS AND SUGGESTIONS  

To advance the food industry, including 

traditional culinarys, digital marketing is now an 

essential tool. Traditional culinarys can be 

incorporated into global markets through digital 

transformation, improving interactions with 

customers, and expanding reach. With a rich 

culture and deep culinary value, the traditional 

cuisine of Kampung Adat Cireundeu has great 

economic potential, but its business actors face 

difficulties in marketing their products around 

the world. 

Traditional culinary businesses can 

benefit from the right digital marketing 

strategies, such as the use of social media, 

content campaigns, and digital educational 

media. However, problems such as limited 

knowledge and skills in digital technology and 

maintaining product quality while expanding the 

market must be overcome through training and 

mentoring, as well as strengthening the supply 

chain. 

This study provides information and 

practical advice for traditional culinary 

entrepreneurs in using digital marketing. 

Traditional culinary products from the Kampung 

Adat Cireundeu can be known more widely and 

accepted in the international market by using the 

right strategies and overcoming existing 

problems. It will also preserve cultural identity 

and increase entrepreneurial spirit.  

Based on the results of this study, here are 

some suggestions for traditional culinary 

business actors from Kampung Adat Cireundeu 

in utilizing digital marketing effectively. 

Traditional culinary businesses from Kampung 

Adat Cireundeu can take advantage of digital 

marketing by creating high-quality visual 

content that highlights the cultural value and 

uniqueness of their products, as well as 

incorporating cultural elements in their 

campaigns. They should focus on social media 

that resonates with their target audience such as 

Instagram and TikTok, and work with local 

influencers to increase visibility. In addition, it 

is very important to create digital resources 

to teach about local wisdom and how to make 

regional specialties, such as websites or 

videos. In addition, training on e-commerce 

and social media and collaboration with 

government agencies to improve business 

digital skills will be very beneficial. To 

ensure that products remain of high quality 

during delivery, quality control and a good 

supply chain are necessary. Finally, creating 

an attractive and search-engine-optimized e-

commerce website can increase sales and 

expand market reach. 
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