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Abstract

This article aims to overview Small and Medium Enterprises (SMEs) to adopt the concept of
inbound marketing to be applied to their business. Article writing is obtained by studying
literature from a variety of reputable and reliable sources. The literature study results found
there are four phases in applying the concept of inbound marketing, namely Attracting
visitors, Converting visitors to leads, Closing Sales, and Reconverting customers to loyal
lifelong customers and brand promoters that are all possible to be applied by all SMEs. The
hope of writing this article is that more SMEs will be able to quickly adopt the concept of
inbound marketing that will make the marketing of SMEs products more effective and
efficient, especially during the Covid19 pandemic.
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Introduction

The development of internet users in Indonesia in the last ten years has experienced
significant growth. As of 2021, of Indonesia's 274.8 population, there are 202.6 million
internet users, which will grow by 15.5% from 2020. Meanwhile, 170 million Indonesians will
be active on social media by 2021, or 61.8% of Indonesia's population (Hootsuite, 2021).

The covid19 pandemic requires all world communities to maintain distance or social
distancing. This condition has forced various activities to be done in a very limited and not
accessible face-to-face. The world economy simultaneously experienced a slowdown
characterized by the economic growth of almost all countries experiencing a decline and
decreased business activity. This situation has encouraged businesses to change their
business patterns and activities in different ways. Maximum utilization of digital technology
for the sustainability of the business world. This condition gives the company a lot of
experience. At the same time, all retail companies have accelerated the digital transformation
that implies a "new player" in the online market (Erdmann & Ponzoa, 2021).
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The development of marketing strategies has undergone a significant evolution, the
existence of digital communication and social networks, the creation of marketing content
undergoes significant changes. In this era, there is a shift in approach to consumers made by
companies. Traditionally the marketing process is done aggressively through outbound
marketing; nowadays, inbound marketing practices have been widely applied as a new
concept in marketing. Outbound marketing is a marketing model that encourages marketing
messages to reach as many people as possible through various ways and media, such as
advertising, SMS blast, to telemarketing.

Outbound marketing is considered less effective and efficient because it targets as
many people as possible without considering the interest in their message goals to cause
people to feel disturbed, and in terms of costs are also very large. Outbound marketing is a
disruptive way people are distracted from interacting with products where traditional
marketers have a job pushing products to potential targets or customers (Opreana &
Vinerean, 2015).

This research hopes that this research can help SMEs start and consistently implement
inbound marketing as an effective and efficient marketing strategy. SMEs actors are the time
to carry out a low-cost and targeted marketing strategy to not waste too much time, effort,
and cost.

Related Literature

The idea behind inbound marketing is how to implement marketing strategies to
increase interest and entice people to visit the company's website rather than doing
promotions with ads that can be annoying (Bezhovski, 2015). Inbound marketing is
permission-based marketing because messages are focused on a target audience that has
previously permitted to communicate, while outbound marketing is distraction-based
marketing, considered a traditional model of product promotion, where people have to stop
what they are doing to pay attention to marketing messages or handle them in other ways
(Rancati et al., 2015).

Outbound marketing implements ads traditionally that have been very saturated
where hundreds of brands compete and compete to get customers' attention. When
advertising is over, it will be challenging to stand out from competition and growing
promotional costs (Lehnert et al., 2020). In contrast to Inbound marketing, which focuses on
creating and sharing content which is a marketing methodology to be discovered by prospects
through blogs, podcasts, eBooks, e-newsletters, website pages, search engine optimization
(SEOQ), social media marketing, and other forms of content marketing (Soegoto & Simbolon,
2018). Inbound Marketing is a combination of various digital elements that can attract
customers efficiently on marketing activities in the company (Bueno et al., 2018).

Inbound marketing is a collaboration of various digital marketing concepts that require
collaboration and intelligence to overcome challenges where in the future, competition
pressures will be higher (Sdnchez-Teba et al., 2020). In today's fast-paced market, the Internet
and social networks influence consumers' daily decisions. Due to the open-source nature of
the Internet and the billions of users joining the network every day, customers are currently
exposed to more information than ever before (Patel & Chugan, 2018).

The difference in activity between inbound marketing and outbound marketing is
shown in the table.1:
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Table 1
Activity differences between inbound marketing and outbound marketing
Inbound marketing Outbound marketing
Basic Permission-based/organic Interruption based
Purpose Create long-term relationships by Increased sales
reaching out and converting quality
consumers
Focus Discovered by potential Finding consumers
consumers.
Target Interested prospects Wide audience
Techniques Blog, website, e-book Print media ads
Search engine optimization (SEQ) TV and Radio Commercials
Webinars, Podcast Outdoor Advertising
Video on Youtube Exhibition
Social media (Instagram, Facebook, Email list/ Direct mailing
Twitter, Whatsapp, etc. . .
Direct advertising
Content marketing
Electronic Word-of-mouth (eWOM)
Cost Relatively low cost Requires a high-cost budget

Source: Opreana and Vinerean, (2015); Rancati et al., (2015)

The differences in the application of inbound marketing and outbound marketing
strategies, according to Sdnchez-Teba et al. (2020), are shown in table 2.

Table 2

Differences in the application of strategic inbound marketing and outbound marketing

Future

Past

Inbound marketing does not replace
conventional advertising but complements
it from the digital world.

Inbound marketing tries to create unique
valuable content

Companies with considerable resources
should not overlook the benefits of reaching
a wider audience through Outbound
marketing.

The outbound marketing methodology
focuses on high conversion rates and broad
brand exposure through advertising in print
and other media types. Outbound
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marketing can help generate trust among
potential visitors, as all traditional
methodologies will bring the goal closer to
potential visitors to achieve the higher level
of trust required after the pandemic

In SMEs, businesses that have budget constraints do not have to be all techniques of inbound

marketing applied. SMEs actors can choose only a few that suit the needs and conditions of

the company. It is necessary to carefully consider the selection of the proper techniques to
achieve the goal. Some methods that SMEs can use are:

1. Ablogis a website that contains unique content in the form of articles, videos, photos, and
links to other websites provided by the blog's author. MSME actors can create blogs at a
low cost, and nowadays, many website creation services at low cost such as WordPress,
can be used to create a variety of websites, from online stores to corporate websites.

2. Video on Youtube is a video-sharing website about what is easily accessible to anyone.
SMEs actors can create Youtube channels easily.

3. Social Media is a digital technology that utilizes an internet network that can be easily
operated to share news, images, videos, data, and location. SMEs actors can use social
media networks such as Instagram, Facebook, Whatsapp, Twitter, etc., as a tool in carrying
out their marketing strategies and activities.

4. Content marketing uses high-quality and relevant content to educate, engage, and acquire
target customers (Ramos, 2013). The true potential of content marketing lies in its ability
to provide conversion paths for prospects to follow their schedules and at their
convenience.

5. Podcasts are a broadcasting activity that utilizes Youtube channels to be watched by many
people. Podcasts are usually a casual chat by anyone with light to heavy themes. Celebrities
and influencers today do podcast activities for various purposes. SMEs actors can do
podcasts to build a brand, discuss products or entertain with insert promotion.

6. Search engine optimization (SEO) is a series of systematic processes to increase visits to
certain websites by utilizing algorithms. With only keywords, certain websites will appear
at the top or on the main page of search engines such as Google. SEO (Search Engine
Optimization) is based on the assumption that organic traffic (free traffic, no ads in the
media) of the site depends on its natural reference quality, so that search engines
(including Google) can find it and mainly list keywords correctly (Dakouan &
Benabdelouahed, 2019). The system must be paid within a specific time. SMEs who have a
sufficient budget can use SEO as a means for consumers to find their websites quickly.

7. Webinars are seminars, workshops, training, counseling activities by utilizing
teleconference applications. The Covid 19 pandemic where all the inhabitants of the earth
are required to keep their distance has made webinars popular and widely used by people
to do seminar activities, education, education, and others. SMEs actors can create
webinars with exciting themes of the potential constituency. This method is quite effective
and cheap.

Method and Measurement
Four stages of inbound marketing that SMEs and other businesses can apply:
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Converting
visitors to Closing sales
leads

Attracting

Reconverting

visitors customers

Fg 1. Source: (Woodard, 2016)

1. Attracting visitors, at this stage, the main focus of the business is attracting attention.
This stage is done to make prospective customers who have not known about the brand
so that they know. The attraction phase plays an essential role in the inbound marketing
methodology to attract a specific target audience. The content created must be
appropriate and reach many people Sanchez-Teba et al., (2020). Some practices that can
be used to attract the attention of prospective consumers are Content marketing, SEO,
Digital Advertising, and Social media marketing. This phase not only showcases the
product but, more importantly, is a high-value offering for consumers.

2. After successfully attracting the attention of potential consumers and becoming
followers, converting visitors to leads should turn them into leads, i.e., people who have
the potential to buy. Therefore, it is necessary to get their contact information, such as
email address, mobile number / Whatsapp, Instagram account, and the like. With contact
information, it will be an opportunity to contact potential customers personally. Not only
to build relationships but also to attract them to make purchases.

3. After successfully obtaining a contact number or social media account, closing sales can
be made by sending content or messages to make them interested in buying. In addition
to content or letters can also be given a purchase discount offer.

4. Reconverting customers to loyal lifelong customers and brand promoters, because
consumers who make purchases are interested in the business or products offered, then
inviting them to buy again will not be as difficult to pursue new consumers. Email
marketing can be done to build relationships with them by creating surveys to ensure
customer satisfaction. Good interaction will also open the opportunity to provide
information related to the advantages of the product and a way out for customers to
submit complaints or complaints about the products they have purchased. So, good
interaction will make customers feel satisfied and make them loyal.

The four stages of inbound marketing can be applied to various SMEs businesses in Indonesia.

The success of an inbound marketing strategy is strongly influenced by the willingness and

high willingness to implement it to achieve the goal truly. Many SMEs in Indonesia have not

been disciplined and focused on running their business operations. Attracting customers
through the Internet and social media today is quite heavy and challenging because almost
all SMEs have utilized social media to market their products. Creativity and continuous
innovation are needed in managing social media to continue to be a concern for customers.

Conclusion

The increasing growth of the internet and social media users in Indonesia opens up
great opportunities for businesses to conduct effective and low-cost marketing. SMEs now
realize that outbound marketing efforts alone are not enough to increase sales and generate
profitability. Therefore, inbound marketing techniques are needed to attract more leads and
foster better brand preferences. Inbound marketing relevant to the financial condition of
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MSMEs during the covidl9 pandemic, where inbound marketing is much more budget-
efficient for marketing.

To succeed in inbound marketing, SMEs and other small businesses need a disciplined
approach to content creation, adding marketing automation tools that can help them nurture
and print leads and optimize how these leads flow through the sales funnel for continued
business success and growth.

The results of this paper contributed significantly to the theory of science in the field
of marketing strategy, where the theories in inbound marketing are very following the era of
digitalization as it is today. Some marketing strategy theories are no longer relevant to the
development of the times. Industrial Revolution 4.0 demands readiness from all sectors to
digitize by utilizing the internet network. Including the field of marketing that has an essential
role in the development of the business. In the context of SMEs, inbound marketing is very
appropriate to be applied to the SMEs sector because in principle inbound marketing
emphasizes to be effective and efficient in marketing strategies.
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