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Abstract  

This study aims to analyze how Solid Engineering SUMAS, a company that manufactures solid doors, implements digital 

marketing strategies and to assess how effective those measures are in enhancing brand strength and sales. The researcher 

adopts a qualitative approach with a case study method to directly experience the challenges and successes faced by the 

company when implementing internet-based marketing. Data was collected through in-depth interviews with five key 

informants, supplemented by participatory observation and an examination of internal documents. The results of the analysis 

show that the utilization of social media, search engine optimization, and various other digital platforms has succeeded in 

elevating product visibility while also expanding the market reach. Nevertheless, the company still struggles with consistency 

in content creation and relevance in managing its advertising budget. Furthermore, this study finds the need to strengthen SEO 

strategies and utilize analytics data to enhance the effectiveness of digital marketing sustainably. Based on these findings, this 

research proposes recommendations regarding the development of more creative content, exploration of new digital platforms, 

and investment in human resources and analytic tools for better long-term results. Thus, this study is expected to provide useful 

insights for other manufacturing companies that are designing and refining their digital marketing tactics. 
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1. Introduction  

Solid Engineering SUMAS, similar to numerous firms within the manufacturing sector, encounters considerable 

obstacles as it seeks to digitalise its marketing functions an adjustment that has become essential for preserving a 

competitive edge on the world stage. Moving away from established promotional tactics towards online channels 

such as social media, search-engine optimisation, e-commerce shops, and targeted email campaigns is rarely a 

seamless process; it necessitates extensive revisions of workflows and fresh ways of conversing with customers. 

For small and medium-sized enterprises the road is even bumpier, because they often grapple with steep 

implementation costs, limited in-house know-how, and a natural, if understandable, reluctance to abandon familiar 

routines. The Digital Manufacturing on a Shoestring initiative demonstrates that low-cost digital technologies such 

as consumer-grade sensors, video game controllers, and open-source software can help small and medium-sized 

enterprises (SMEs) surmount traditional technical and financial barriers [1]. When these tools are linked through 

shared digital platforms, they enable suppliers, designers, and customers to collaborate in real time, thereby 

streamlining workflows and accelerating decision-making [2]. Meanwhile, digital Product-Service Systems (PSS) 

are reshaping the product-life cycle; survey data show that a growing percentage of firms now rely on cloud 

computing and agile design software during the concept and prototyping phases [3]. The parallels with construction 

are clear: both industries rely on complex supply chains and on-site assembly, and both stand to gain from e-

commerce solutions, even if persisting issues such as a shortage of software skills and the perception of high front-

end costs slow widespread adoption [4]. Evidence from recent pilot projects also underscores that placing digital 

visual boards at the workface, rather than inside management offices, can significantly boost the practical utility 

of these tools [5]. Further, when lean-methods thinking is woven into the digital transition, firms receive a dual 

compass measuring waste and celebrating incremental gains that keeps the change both effective and sustainable 

[6]. For manufacturing players like Solid Engineering SUMAS, therefore, the road to digital marketing and 

operational expansion may be bumpy, yet the potential to widen market access and deepen customer engagement 

is unmistakably bright. 

The ongoing digital transformation within the manufacturing sector, largely propelled by the explosive growth of 

e-commerce and sophisticated digital marketing tools, has fundamentally reshaped both consumer habits and 
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corporate promotional tactics. As shoppers turn to online platforms for everything from initial product inquiries to 

real-time price checks and final purchase clicks, manufacturers are finding that seamless digital engagement is no 

longer optional; it is a central pillar of competitive strategy. The movement from traditional marketing toward 

predominantly digital channels has become increasingly visible over the past several years. Unlike earlier 

approaches, today’s digital platforms permit much finer audience segmentation, more direct messaging, and 

scalability that was previously unimaginable in manufacturing settings [7] [8]. Firms like Solid Engineering 

SUMAS now find themselves in a position where the integration of these platforms from basic online transactions 

to complex, co-creative ecosystems involving suppliers, customers, and even competitors has become a necessity, 

not merely an option [2]. Techniques such as search engine optimisation and targeted social media outreach have 

radically reshaped how consumers perceive and engage with industrial brands, bringing the urgency of digital 

adoption into sharper focus [9]. At the same time, the rise of the direct-to-consumer model is prompting 

manufacturers to organise operations around centralised data and communications capabilities, a shift that 

enhances responsiveness while also streamlining costs [10]. E-commerce platforms further amplify this trend by 

delivering a low-friction entry point to global markets, thus widening customer access to products that were once 

available only through regional distributors [11] [12]. Yet, the advantages of digital marketing and online sales do 

not come without serious hurdles. Companies now wrestle with the intricate demands of real-time inventory 

management, automated fulfilment, and cybersecurity all of which require new operational blueprints and skilled 

personnel [13]. Therefore, a sustained focus on digital maturation is essential not only for enhancing marketing 

effectiveness but also for creating lasting customer value. The modern business environment demands that 

organisations continually harness emerging technologies and develop the requisite skills in order to safeguard their 

competitive edge [14]. Digital marketing is no exception to this principle. With artificial intelligence, machine 

learning and related innovations now embedded in everyday practice, the field is undergoing seismic change that 

promises to transform both e-commerce platforms and the way products, customers and advertisers relate to one 

another [15]. 

The COVID-19 pandemic has dramatically hastened the uptake of digital tools throughout many fields, 

manufacturing included, forcing firms such as Solid Engineering SUMAS to weave online marketing tactics into 

their core operations. The social restrictions imposed during the pandemic forced many businesses to move their 

day-to-day operations online, rapidly increasing dependency on e-commerce, social media, and a range of digital 

marketing tactics just to keep in touch with customers and remain financially afloat [16] [17]. This trend mirrors 

the broader shift in marketing theory, which has evolved from being largely product-centric (often labelled 

Marketing 1.0) to the current Marketing 5.0 framework that champions the integration of emerging technologies 

and data-driven policies [18]. In the case of small and medium-sized manufacturers, that digital metamorphosis 

has not been evenly felt across the various blocks of the Business Model Canvas; some segments have expanded 

considerably while others, oddly enough, have contracted since the pandemic’s peak [19]. Overall, the pace of 

digital adoption has hurried forward by at least two or three years for customer interfaces and supply-chain links, 

and for products that are fully digitised the leap has been closer to six years [20]. Yet simply switching to online 

marketing channels is only part of the story firms must also revise long-standing management structures and be 

genuinely willing to embrace newly available communication tools if they hope to succeed [21]. The crisis has 

thus underscored how vital digital platforms and collaborative ecosystems are for steering firms through turbulent 

market waters and consumer behaviours [2]. Nevertheless, significant room for improvement persists in fields 

such as big-data analytics, artificial intelligence, and the Internet of Things if the full advantages of digital 

marketing are to be realised [18]. For Solid Engineering SUMAS, successfully steering through these shifts hinges 

on their capacity to weave digital marketing into their broader strategic framework and to tackle the accompanying 

obstacles, thereby safeguarding their competitiveness amid a fast-changing online environment. 

Referring to the background that has been discussed previously, this study aims to map a number of challenges 

faced by Solid Engineering SUMAS as they endeavour to implement digital marketing strategies for their solid 

door products. Additionally, this research will analyse the relationship between the various digital marketing steps 

taken by the company and the apparent outcomes, both in terms of sales figures and in expanding into a wider 

market segment. Furthermore, this study will also explore the factors that can support or, conversely, hinder the 

success of digital marketing strategies in the context of the manufacturing industry, with a particular focus on Solid 

Engineering SUMAS. With a comprehensive analytical approach, it is hoped that the findings of this research can 

provide concrete practical recommendations, enabling the company to maximise the potential offered by digital 

channels.  

This research is becoming increasingly relevant as digital technology continues to dominate contemporary 

marketing practices. Manufacturing companies, represented by Solid Engineering SUMAS, are required to move 

quickly to remain competitive in an ever-changing market. Digital marketing presents significant opportunities for 
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producers to reach a global audience, launch products more effectively, and foster closer relationships with buyers. 

Against this backdrop, this study stems from the need to understand how companies can optimise their digital 

strategies, identify exploitable gaps, and overcome existing obstacles. Although some literature has discussed 

digital marketing in the retail or service sectors, studies focusing on the manufacturing sector, particularly 

regarding products such as solid doors, remain scarce. This gap aims to be bridged by highlighting the experiences 

of local companies and their steps in addressing digital challenges. This research also provides up-to-date 

information on post-pandemic digital marketing trends and applicable strategies relevant to the manufacturing 

world, thereby contributing new insights into our understanding of the innovative utilisation of digital marketing 

for manufactured products. 

Digital marketing has emerged as a central pillar of contemporary marketing management, especially within the 

manufacturing industry. Companies such as Solid Engineering SUMAS are now able to exploit a range of digital 

tools and platforms to strengthen their visibility in the marketplace and deepen their interactions with customers. 

In this context, the careful alignment of foundational marketing principles namely market segmentation, targeting, 

positioning, and the extended marketing mix becomes essential. Such integration not only informs the design of 

coherent online campaigns but also ensures that those campaigns resonate meaningfully with diverse audience 

segments, thereby maximising both reach and relevance. Social media, e-commerce, and search-engine 

optimisation now sit at the heart of most marketing blueprints, enabling firms to reach larger audiences while fine-

tuning their messages for distinct customer groups. Platforms like Facebook, Instagram, and LinkedIn allow 

marketers to speak directly to demographics that were once hard to identify, while robust SEO practices ensure 

that websites appear where prospective consumers are already searching for products [22] [23] [24]. 

Complementary tools such as Google Ads campaigns, targeted email newsletters, and well-crafted blog posts 

deepen that engagement by delivering relevant content at the moment the customer is likely to act whether that 

means completing a purchase, filling out a form, or sharing a post with friends [22] [24]. In the manufacturing 

arena, these techniques prove beneficial so long as firms can sustain an active online presence, direct advertising 

precisely, and converse with clients in a way that feels personal rather than generic [22] [25]. Yet many smaller 

manufacturers encounter real headwinds: tight marketing budgets, limited in-house technical know-how, and the 

elusive task of calculating a clear return on investment (ROI) for digital campaigns [26]. To move past these 

hurdles, organisations must stay abreast of evolving technology, invest in staff training when possible, and 

regularly assess the metrics that matter for their particular goals. To remain relevant in a rapidly changing 

marketplace, companies frequently revise their marketing plans and draw on a variety of online techniques, such 

as influencer partnerships and search engine marketing. By keeping a finger on the pulse of digital trends and 

adhering to emerging best practices, organisations like Solid Engineering SUMAS can secure an edge over rivals 

while solidifying their place in the market. Such strategic agility usually translates into stronger brand visibility 

and deeper consumer engagement. 

2. Research Methods 

This paper adopts a qualitative approach through case study methods to deeply analyse the implementation of 

digital marketing strategies undertaken by Solid Engineering SUMAS. A qualitative approach is chosen because 

the main objective of the research is to comprehensively understand the events, detect the obstacles that arise, and 

explore the dynamics that occur as the manufacturing company implements digital-based marketing. Through the 

case study, the author aims to explore in more detail and depth how companies in this sector specifically Solid 

Engineering SUMAS adapt and implement digital marketing in their daily activities. The expected outcome is a 

deeper understanding of the process of the company's shift towards digitisation, as well as an assessment of how 

effective these steps are in expanding market reach and driving product sales growth. 

The data collection in this research relies on three main approaches: in-depth interviews, participatory observation, 

and document analysis. The in-depth interviews are designed to engage five employees from Solid Engineering 

SUMAS who come from key divisions within the digital marketing chain. They consist of a marketing manager, 

members of the digital marketing team, a data analyst, a product manager, and a representative from the IT team. 

The purpose of these meetings is to explore in detail how digital marketing strategies are implemented, the 

challenges they encounter on a daily basis, and their evaluations of the impact generated by these initiatives. In 

this way, the researcher hopes to gain concrete perspectives directly from the individuals involved. Participatory 

observation will provide the researcher with the opportunity to see digital marketing activities firsthand. The 

activities to be observed include the management of social media accounts, the execution of online advertising 

campaigns, as well as search engine optimisation (SEO) practices to attract audience attention. Through this 

observation, the researcher can capture the internal dynamics and work context of the company that are often not 

reflected in official reports or interviews alone. Documentation is equally important; materials such as analytical 
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reports, annual marketing plans, and other promotional materials will be analysed to assess how the company 

designs, implements, and measures the success of the strategies that have been applied. By combining these three 

methods, it is expected that the data obtained will be rich, triangulated, and comprehensive, providing a complete 

picture of the implementation of digital marketing at Solid Engineering SUMAS. This holistic approach is 

anticipated to explore not only what is being done, but also why, in a broader context. 

In this study, the researchers applied two complementary data analysis techniques, namely thematic analysis and 

narrative analysis. In the thematic analysis stage, the researchers began by examining the interview recordings and 

observation notes to discover common patterns. Several key issues noted include challenges in managing social 

media accounts, the success rate of digital advertising campaigns, as well as the variables that either encourage or 

hinder the implementation of digital marketing strategies. Each detected issue was then examined in greater depth 

to provide a more comprehensive portrayal of marketing practices in the field. Once these themes were thoroughly 

formulated, the researchers transitioned to narrative analysis to weave these facts into a cohesive story. By 

constructing a narrative, the findings were presented in a more intuitive format, making it easier for readers in the 

business environment to comprehend. The selection of Solid Engineering SUMAS as a case study was not 

incidental. This company has made serious efforts to integrate digital marketing into its strategic framework. 

Through interviews with five key individuals from different divisions namely marketing, production, and customer 

service the researchers hope to uncover deeper insights and diverse perspectives on the successes as well as the 

challenges faced in the adoption process. 

3.  Results and Discussions 

SUMAS has positioned its digital marketing plan around social media networks, particularly Instagram, Facebook, 

and LinkedIn. This orientation mirrors the trend seen among many small and medium enterprises that now turn to 

these platforms to enhance their visibility and deepen ties with clients. Social media marketing has become a 

cornerstone of contemporary brand-building, enabling firms to interact with their audiences almost instantly while 

creating a sense of social proof that shapes consumer attitudes and preferences. Research shows that when brands 

maintain an active, authentic voice online, they not only drive short-term purchasing intentions but also lay the 

groundwork for long-lasting customer loyalty [27] [28]. This insight is particularly evident in studies of small and 

medium-sized enterprises operating in diverse markets, including South Africa, where platforms such as Facebook 

and Instagram correlate strongly with measurable gains in customer engagement [29]. In these environments, 

campaigns that prioritise entertainment, interactivity, and a keen awareness of emerging trends tend to boost both 

brand image and general awareness, making them powerful levers for increasing purchase likelihood [28]. A 

practical illustration of this principle can be observed in Solid Engineering SUMAS, whose SEO-optimised 

website amplifies the visibility of their social media content and attracts organic traffic a tactic many growth-

oriented firms now pursue [30]. Their approach is further bolstered by targeted paid advertising through Google 

Ads, as well as coordinated email marketing campaigns, both of which are designed to convert engagement into 

sales [31]. Yet, even well-resourced strategies encounter headwinds; marketers routinely grapple with the 

challenge of quantifying a campaign’s true return on investment, and they must navigate growing demands for 

transparency in sponsored content to maintain consumer trust. Sustaining consumer trust and credibility remains 

a cornerstone of any effective digital marketing campaign [31]. In the case of Solid Engineering SUMAS, the 

company’s strategy largely adheres to contemporary industry standards, yet ongoing assessment and timely 

adaptation are imperative. Such vigilance not only counters the unavoidable fluctuations of the marketplace but 

also helps the firm to fully harness the opportunities that social media channels present [32] [33]. 

The evaluation of Solid Engineering SUMAS's digital marketing strategy reveals results that are not entirely 

uniform. One component that shows positive performance is the company's presence on social media. A member 

of the digital marketing team shared, “We get an excellent engagement rate on Instagram and Facebook; 

customers respond quickly to every post about our new products.” By leveraging attractive visual content and 

interactive elements, the company is able to build a closer relationship with consumers while also obtaining direct 

feedback on the products offered. However, the main challenge still lies in the effort to maintain content production 

consistency to keep it relevant and capture the audience's attention. “Sometimes we struggle to create engaging 

content that aligns with the latest trends because our team is small and work must be divided with other tasks,” 

continued another informant who is also involved in managing the accounts. This human resource constraint 

certainly impacts the company's ability to maintain a consistent frequency of active interactions on those platforms, 

which in turn can influence the long-term success of the strategy. 

The integration of search engine optimisation, or SEO, into the company's digital approach has yielded quite 

promising results. The website now appears on page one of searches for several key terms related to solid door 

products, a development that clearly boosts visibility while increasing digital traffic. A member of the IT team 
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stated, “After we completed a series of optimisations, the surge in visitors has been noticeable, especially for 

specific terms like ‘quality solid doors’. There were no instant results, but the benefits began to show after a few 

months.” Nevertheless, they are still facing difficulties in assessing how effective their SEO efforts truly are, 

primarily due to the frequently changing search engine algorithms which can potentially shift page rankings. This 

situation requires the company to continuously update and adjust each tactic to remain relevant and competitive. 

Additionally, several sources emphasised that the use of analytical tools needs to be strengthened so that evaluation 

and understanding of visitor behaviour can be conducted more thoroughly. “We have not fully harnessed the 

existing data to redefine our marketing strategy,” said a staff member from the marketing department. 

Although accompanied by various difficulties, the use of platforms such as Google Ads in paid marketing still 

presents utilities that cannot be overlooked. An advertising manager in a company asserts, “Google Ads tends to 

attract a flow of traffic that aligns with the target audience, but the soaring cost per click often drains the budget, 

especially when competition for certain keywords heats up.” To prevent this budget pressure from causing the 

strategy to fail, the advertising team regularly conducts A/B testing on various message variations ranging from 

titles, copy, to images in order to find the most efficient mix formula without sacrificing conversion rates. As a 

result, the remaining challenges revolve around two major axes: organising expenditure in such a way that 

receivables do not exceed revenue growth, and ensuring that the content appearing on the search screen remains 

relevant and appealing to the pre-defined user profile. 

The introduction of digital marketing techniques at Solid Engineering-SUMAS has noticeably influenced both 

their sales performance and their overall brand visibility. This observation is consistent with a growing body of 

research that highlights the positive outcomes that well-executed online marketing campaigns can produce. 

Powerful means of tailoring marketing messages to individual preferences, thereby deepening consumer 

engagement and driving conversion rates [34]. By analysing user behaviour and sentiment in real time, companies 

can present personalised offers and relevant content at precisely the moment a consumer is most receptive, a 

capability that traditional media cannot easily replicate. The dual application of user-generated content and 

influencer partnerships further amplifies this effect; research demonstrates that peers and trusted voices often sway 

potential buyers far more than brand-generated messages alone [35]. Content marketing, including blogs, podcasts, 

and video campaigns, supplements these efforts by educating customers and establishing thought leadership, 

which, in turn, fosters brand loyalty over the long term. When combined, these various online touchpoints create 

a cohesive customer journey that nurtures leads, answers questions pre-emptively, and ultimately reduces the 

perceived risk associated with a purchase. However, the effectiveness of digital marketing is not purely a numbers 

game. Cultural context, platform-specific etiquette, and shifting consumer norms all require marketers to remain 

agile and receptive to feedback. Case studies from markets as varied as Southeast Asia and Europe underline the 

necessity of ongoing A/B testing, localised messaging, and real-time analytics, lest campaigns fall flat or, worse, 

provoke a negative backlash [36] [37]. In an environment characterised by algorithm changes and viral trends, 

success hinges on the ability to pivot quickly while keeping brand integrity intact. Thus, the contemporary marketer 

must blend creative intuition with technical expertise, employing tools such as search engine optimisation and pay-

per-click advertising alongside machine-learning algorithms to sculpt campaigns that are as data-driven as they 

are human-centred. Only then can organisations fully harness the expansive reach and dynamic interactivity that 

digital marketing platforms offer. The experience of Solid Engineering with its SUMAS product illustrates a wider 

shift currently reshaping digital marketing. By cultivating a thoughtful online presence and regularly engaging 

with audiences, firms are discovering that they can enhance brand visibility while also fostering deeper consumer 

interaction. When these elements come together, the outcome is often a noticeable uptick in both sales performance 

and long-term brand loyalty. Research supports this observation: recent studies identify targeted digital outreach 

as a key trend capable of further fine-tuning marketing initiatives and enriching consumer experiences. 

The research summarised across the reviewed articles highlights how central Search Engine Optimisation remains 

for improving a site’s visibility and thereby drawing in additional users. Such increased visibility is no longer an 

ancillary consideration for organisations; it has become a core requirement if they wish to preserve a meaningful 

advantage in today’s crowded online environment. SEO is not something you set and forget; it is an ongoing 

endeavour that must be tweaked regularly to keep pace with shifting search engine rules, a point recently 

underscored by a member of the IT team who stressed that continuous management is essential for maintaining a 

site’s visibility [38]. Web architecture has evolved from the mostly static pages of Web 1.0 to the interactive and 

user-driven environment of Web 3.0, and that shift has made it all the more important for SEO tactics to be applied 

consistently if a site is to secure favourable positions on search results pages [39]. Research shows that targeted 

on-page optimisations things like properly formatted meta tags, clear heading hierarchies, and logical content 

structure can drive significant increases in visitor numbers, as the experience of Binaniaga Indonesia University’s 

site recently demonstrated [40]. Yet the influence of SEO reaches far beyond simple traffic counts; it is a 
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cornerstone of online brand strategy that allows small and medium enterprises to punch above their weight and 

compete effectively by broadening both presence and potential audience [41] [42]. Its adaptability is further 

evident across sectors as diverse as journalism and e-commerce, where carefully executed SEO campaigns 

consistently fuel deeper consumer engagement and higher conversion rates. Recent studies have highlighted that 

search engine optimisation particularly its various dimensions plays a decisive role in shaping purchase choices 

among consumers [43] [44]. Within Malaysia’s small and medium-sized enterprises, two specific SEO dimensions 

have emerged as especially influential: a firm’s relative competitiveness in search rankings and the cumulative 

experience it has in managing online platforms. When these factors are judiciously leveraged, they can 

substantially lower overall marketing expenditures while simultaneously broadening the customer base [45]. Given 

the volatile nature of digital markets, experts now argue that organisations must habitually review and refresh their 

SEO approaches. Such diligence is no longer optional, but a core requirement for maintaining both relevance and 

competitive edge [46]. 

For companies especially small and medium-sized enterprises (SMEs) and the broader category often referred to 

as micro, small, and medium enterprises (MSMEs) the impact of digital marketing hinges on having 

knowledgeable personnel who can harness online platforms and data-analysis tools. When a team understands how 

to operate these resources, the firm can reach its intended audience more effectively and cultivate a strong digital 

footprint, both of which are vital for remaining competitive in today’s online marketplace [47]. Business-analytics 

applications further boost marketing initiatives by revealing patterns in consumer behaviour. Such insights help 

managers make better decisions and create campaigns that speak directly to customer needs and interests [48]. 

Still, many firms encounter practical obstacles; tight budgets and limited staff often leave little time or money for 

developing high-quality content. Resource limitations continue to constrain the ability of marketing departments 

to produce persuasive digital content, primarily because staff often juggle multiple responsibilities and lack 

dedicated time to refine their efforts [47]. In tandem with this, the challenge of allocating advertising budgets 

effectively cannot be overlooked; when financial resources fall short, campaigns risk being underfunded and, 

consequently, underperforming. Research indicates that offering structured training in digital marketing equips 

teams with the necessary competencies covering key areas such as social media outreach, search engine 

optimisation, and targeted content development which in turn boosts a firm's market competitiveness [49]. Further, 

deploying a digital marketing utilisation index provides managers with a concrete tool for assessing performance, 

directing attention towards innovation, technology adoption, and the broader goal of digital transformation [50]. 

Therefore, although the digital landscape brims with growth opportunities, businesses must first surmount these 

internal limitations to unlock its full value. 

In general, the analysis results show that the digital marketing approach applied by Solid Engineering SUMAS 

has helped the company achieve most of the established targets. Although the progress is satisfactory, not all 

indicators are functioning optimally. Therefore, the company is advised to continue monitoring and adopting new 

innovations that emerge in the marketing technology landscape. Additionally, strengthening analytical capacity 

becomes key to digging deeper into the data from the campaigns and assessing when and where strategies need to 

be adjusted. Finally, budget and resource allocation must be planned more measurably so that each digital initiative 

can contribute maximally to increasing sales and strengthening brand image in the coming years. 

4.  Conclusion 

This study shows that Solid Engineering SUMAS has greatly benefited from the implementation of digital 

marketing that they carry out. Through a series of strategies, including the use of social media, search engine 

optimisation (SEO), and online advertising, awareness of their brand and market reach of their solid door products 

have increased quite rapidly. Nevertheless, the company is not without challenges, namely the difficulty in 

maintaining consistency in producing engaging and relevant content amidst a rapidly changing audience. The 

success of their marketing is particularly evident in their ability to interact directly with consumers through social 

media, supported by the effectiveness of SEO that strengthens the visibility of their official website. Paid 

advertising, such as Google Ads, has also yielded positive results by attracting visitors who match the target 

market. However, budget management for advertising remains a challenge, especially in maintaining campaign 

performance over the long term. In addition, the limitations in team size and time allocated for digital marketing 

add complexity to the tasks, as well as the need for a deeper understanding of analytics so that existing strategies 

can continue to be improved and adjusted to market conditions. If Solid Engineering SUMAS wants its digital 

marketing strategy to be more effective in the coming years, it needs to make several improvements that support 

the overall company goals. Firstly, search engine optimisation or SEO must be enhanced so that the website pages 

remain at the top of search results. This will be more successful if the company focuses on specific key phrases, 

especially those directly related to the solid door products they offer. In addition to SEO, showcasing products on 
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emerging platforms like TikTok and YouTube should also be considered. The young audience on both channels 

becomes increasingly relevant to the manufacturing market segment. Therefore, the content produced needs to be 

varied and creative; the use of short videos, tutorials, or engaging infographics should be taken into account as 

trends develop. Furthermore, the use of analytical tools must also be maximised. By evaluating visitor data and 

conversion rates in depth, the company can understand what really works and what does not. For any organisation 

looking to update or build its digital initiatives, the first step should include an audit of the existing strategy, 

selection of appropriate platforms, and adjustment of content to align with the audience's character. Quality digital 

marketing requires more than just engaging content or regular posts. One key to its success lies in the allocation 

of resources. When an organisation budgets carefully, both in terms of finances and time, for various digital 

platforms, the results are usually much more stable. Additionally, equally important are the human skills behind 

the machines. Therefore, investing in team training to ensure they are proficient with the latest technologies and 

analytical tools will ensure that all data collected can be interpreted and utilised correctly. The combination of 

these two strategies, resource allocation and individual capability development, forms a strong foundation for 

creating a digital marketing approach that is not only effective but also sustainable in the long term. 
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