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The performance of micro, small, and medium 
enterprises (MSMEs) is a crucial factor in supporting 
economic growth and business sustainability. 
However, the high level of competition demands that 
MSMEs have effective business management 
strategies. This study aims to analyze the influence of 
marketing competence, social communication, and 
competitive advantage on MSME performance. This 
study used a quantitative approach with a survey 
method with 30 MSMEs as respondents. Data were 
collected through questionnaires and analyzed using 
multiple linear regression analysis with the help of 
SPSS application. The results showed that marketing 
competence, social communication, and competitive 
advantage have a positive and significant effect on 
MSME performance both partially (t-test) and 
simultaneously (F-test). In addition, the results of the 
Model Summary analysis showed that the three 
independent variables have a fairly good ability to 
explain variations in MSME performance. These 
findings indicate that improving MSME performance 
requires strengthening marketing competence, 
effective social communication, and the development 
of sustainable competitive advantage. This study is 
expected to provide theoretical contributions to the 
development of MSME studies as well as practical 
implications for business actors and policymakers in 
designing MSME development strategies 
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INTRODUCTION 
The development of digital technology has brought about fundamental 

transformations in the global business landscape, including in the Micro, Small, 
and Medium Enterprises (MSMEs) sector (Banerjee, 2023). Digitalization not only 
impacts the production and distribution of goods and services but also 
significantly alters the marketing strategies used by businesses to reach 
consumers (Malchyk, 2022; Kobets, 2024). Changes in consumer behavior, 
increasingly integrated with digital technology, require MSMEs to adapt to more 
dynamic, interactive, and technology-based marketing models (Newton, 2025). 
In an increasingly intense and open business environment, the ability of MSMEs 
to utilize digital technology is a crucial factor in maintaining business continuity 
and improving performance (Hendrawan, 2024; Darius, 2025). Therefore, digital 
marketing is seen as a strategic instrument capable of increasing business 
visibility, expanding market reach, and driving sustainable MSME performance 
(Tanjung, 2024). 

However, the implementation of digital marketing in MSMEs still faces 
various obstacles, both internal and external. Limited financial resources, low 
levels of digital literacy and competency among business actors, and a lack of 
understanding of effective digital marketing strategies are major obstacles to 
optimizing the use of technology (Wiweko, 2025). Many MSMEs still rely on 
conventional marketing approaches, making them less responsive to the 
dynamics of the rapidly evolving digital market (Maulana, 2024; Rizkita, 2025). 
This situation indicates the need for alternative marketing approaches that are 
not solely oriented towards large promotional budgets, but rather emphasize 
aspects of creativity, innovation, and relational closeness with consumers. In this 
context, the digital guerrilla marketing strategy is a relevant and potential 
approach for MSMEs to implement. 

A guerrilla digital marketing strategy is a marketing approach that 
emphasizes creativity, the element of surprise, and unconventional use of digital 
media to create maximum marketing impact (Gündüzyeli, 2025; Mohan, 2025). 
This strategy is designed to generate high levels of consumer attention and 
engagement at a relatively low cost, making it suitable for the resource-
constrained characteristics of MSMEs. Through the use of social media, creative 
content, and viral campaigns, MSMEs can build brand awareness and create a 
unique and memorable business image for consumers (Utomo, 2023). Thus, 
guerrilla digital marketing serves not only as a promotional tool but also as a 
communication strategy capable of building long-term relationships between 
MSMEs and their consumers. 

 
LITERATURE REVIEW 

The success of implementing a guerrilla digital marketing strategy is 
greatly influenced by the level of marketing competency possessed by MSMEs. 
Competency-based marketing is a crucial factor in ensuring that every marketing 
activity is systematically designed and aligned with the characteristics of the 
target market. These competencies include analytical skills in understanding 
consumer behavior, creativity in developing marketing content, digital literacy 
in utilizing technology platforms, and strategic skills in crafting effective 
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marketing messages. Without adequate marketing competency support, the 
implementation of a guerrilla digital marketing strategy has the potential to not 
optimally contribute to improving MSME performance. In addition to marketing 
competency, social communication also plays a crucial role in supporting the 
effectiveness of a guerrilla digital marketing strategy (Kumar, 2024). Social 
communication enables MSMEs to build more intense, open, and sustainable 
interactions with consumers through various digital channels, such as social 
media and online communities. Through effective communication, MSMEs can 
create emotional connections, increase trust, and strengthen consumer loyalty to 
the brand (Ananda, 2022). In the context of digital marketing, social 
communication makes the marketing process dialogic and participatory, where 
consumers act not only as message recipients but also as part of the brand value 
formation process. 

The synergy between competency-based marketing and social 
communication further contributes to the development of MSMEs' competitive 
advantage. Competitive advantage is a business's ability to offer superior value 
compared to competitors, whether through product differentiation, service 
quality, or customer experience. The implementation of creative and relevant 
guerrilla digital marketing strategies enables MSMEs to create unique features 
that are difficult for competitors to imitate. This superiority is reflected not only 
in the physical aspects of the product but also in the emotional value, brand 
image, and interaction experiences experienced by consumers. The competitive 
advantage formed through guerrilla digital marketing strategies is expected to 
positively impact MSME performance comprehensively. MSME performance 
reflects the level of achievement of business goals, which can be measured 
through increased sales, market share growth, profitability, and business 
sustainability (Tanjung, 2024). MSMEs with strong competitive advantages tend 
to be more adaptive to changes in the business environment and have greater 
competitiveness in the face of competitive pressures (Tanjung, 2024). Therefore, 
MSME performance is a key indicator in evaluating the effectiveness of 
implemented marketing strategies. Although various previous studies have 
examined the relationship between digital marketing and MSME performance, 
research that comprehensively integrates guerrilla digital marketing strategies 
with competency-based marketing, social communication, and competitive 
advantage is still relatively limited. Most previous studies tend to focus on the 
use of social media or digital technology in general, without exploring 
unconventional creative marketing approaches. This situation indicates a 
research gap that needs to be filled to enrich empirical and theoretical studies 
related to effective marketing strategies for MSMEs. Based on this background, 
this study is important to conduct to analyze the influence of guerrilla digital 
marketing strategies on MSME performance through competency-based 
marketing, social communication, and competitive advantage. This research is 
expected to provide theoretical contributions to the development of digital 
marketing literature in the MSME context, as well as practical contributions to 
business actors in formulating innovative, efficient, and sustainable marketing 
strategies. Furthermore, the results of this study are expected to serve as a 
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reference for stakeholders in supporting MSME development in the digital 
economy era. 

Ultimately, through a comprehensive understanding of the 
interrelationships between guerrilla digital marketing strategies, marketing 
competencies, social communication, and competitive advantage, MSMEs are 
expected to significantly and sustainably improve their business performance. 
This approach emphasizes that marketing success is determined not only by 
promotional activities but also by strengthening the internal capacity of business 
actors and building long-term social relationships. Thus, guerrilla digital 
marketing strategies can be positioned as a strategic alternative for MSMEs in 
facing challenges and capitalizing on opportunities in the digital economy era. 

 
METHODOLOGY 

This study uses a quantitative approach to analyze the influence of 
guerrilla digital marketing strategies on MSME performance through 
competency-based marketing, social communication, and competitive 
advantage. The study population comprised MSMEs that have implemented 
digital marketing. The sampling technique used purposive sampling based on 
specific criteria: MSMEs actively using digital media and having been in business 
for at least two years. Data were collected through a closed-ended questionnaire 
with a five-level Likert scale distributed online. The research variables included 
guerrilla digital marketing strategies, competency-based marketing, social 
communication, competitive advantage, and MSME performance, each 
measured against relevant indicators. The collected data were then processed 
using SPSS. 

Data analysis was conducted in stages, including descriptive analysis, 
validity and reliability tests, and classical assumption tests. Hypothesis testing 
was conducted using multiple linear regression analysis, with a t-test to 
determine partial effects and an F-test to determine simultaneous effects between 
variables. The significance level used was 5 percent (α = 0.05). The coefficient of 
determination (R²) was used to determine the contribution of the independent 
variables to MSME performance. 
 

 
Figure 1. Conceptual Framework 
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RESULTS 
Validity Test 
 

Tabel 1. Validity Test 
Variabel Item Corrected Item–

Total Correlation 
r-tabel (α 
= 0,05) 

Keterangan 

Competence 
Marketing (X1) 

X1.1 0,612 0,361 Valid 

X1.2 0,645 0,361 Valid 

X1.3 0,598 0,361 Valid 

X1.4 0,671 0,361 Valid 

Social 
Communication (X2) 

X2.1 0,587 0,361 Valid 

X2.2 0,621 0,361 Valid 

X2.3 0,603 0,361 Valid 

X2.4 0,648 0,361 Valid 

Competitive 
Advantage (X3) 

X3.1 0,664 0,361 Valid 

X3.2 0,689 0,361 Valid 

X3.3 0,702 0,361 Valid 

X3.4 0,675 0,361 Valid 

SMEs Performance 
(Y) 

Y1 0,631 0,361 Valid 

Y2 0,658 0,361 Valid 

Y3 0,684 0,361 Valid 

Y4 0,712 0,361 Valid 

Source: Data Processing Results, 2025 
 

Based on the results of the validity test using Corrected Item–Total 
Correlation with 30 respondents, the r-table value was obtained at 0.361. The test 
results indicate that all statement items in the variables of competence marketing, 
social communication, competitive advantage, and SMEs performance have a 
calculated r-value greater than the r-table. Thus, all research instrument items are 
declared valid and suitable for use in this research. 
Reliability Test 
 

Table 2. Reliability Test Results 

b Cronbach’s Alpha N of Items Keterangan 

Competence Marketing (X1) 0,806 4 Reliabel 

Social Communication (X2) 0,781 4 Reliabel 

Competitive Advantage (X3) 0,824 4 Reliabel 

SMEs Performance (Y) 0,809 4 Reliabel 

Source: Data Processing Results, 2025 
 

Based on the results of a reliability test using Cronbach's Alpha with 30 
respondents, the Cronbach's Alpha value for all research variables was greater 
than 0.70. This indicates that the research instrument has a good level of internal 
consistency. Therefore, all variables, including marketing competence, social 
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communication, competitive advantage, and SME performance, are deemed 
reliable and suitable for further analysis. 
Test T 
 

Tabel 3. Test T 

Model Unstandardized 
Coefficients 

 Standardized 
Coefficients 

t Sig. 

 B Std. 
Error 

Beta   

(Constant) 2,018 0,734 – 2,749 0,010 

Competence 
Marketing (X1) 

0,321 0,121 0,287 2,653 0,013 

Social 
Communication 
(X2) 

0,269 0,118 0,241 2,279 0,031 

Competitive 
Advantage (X3) 

0,354 0,109 0,389 3,248 0,003 

Source: Data Processing Results, 2025 
 

Based on the partial t-test results presented in Table 6, the marketing 
competence variable (X1) has a calculated t-value of 2.653 with a significance 
level of 0.013 (<0.05). This indicates that marketing competence has a positive 
and significant effect on MSME performance. Therefore, the hypothesis that 
marketing competence influences MSME performance is accepted. Furthermore, 
the social communication variable (X2) obtained a calculated t-value of 2.279 with 
a significance level of 0.031 (<0.05). These results indicate that social 
communication has a positive and significant effect on MSME performance. This 
means that the better the social communication skills of MSMEs, the higher their 
business performance. 

The t-test results also show that the competitive advantage variable (X3) 
has a calculated t-value of 3.248 with a significance level of 0.003 (<0.05). With 
the highest Standardized Coefficients (Beta) value, competitive advantage is the 
most dominant variable influencing MSME performance. Therefore, the 
hypothesis regarding the influence of competitive advantage on MSME 
performance is accepted. Based on the partial test results, it can be concluded that 
individually, marketing competence, social communication, and competitive 
advantage each have a significant influence on SME performance. 
Uji F 
 

Tabel 4. Uji F 
Model Sum of Squares df Mean Square F Sig. 

Regression 128,462 3 42,821 17,936 0,000 

Residual 62,038 26 2,386   

Total 190,500 29    

Source: Data Processing Results, 2025 
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Based on the results of the F-test (simultaneous) presented in Table 7, the 
calculated F-value was 17.936 with a significance level of 0.000 (<0.05). These 
results indicate that the regression model used in this study is significant and 
appropriate for explaining the relationship between variables. Thus, it can be 
concluded that the variables of competence marketing, social communication, 
and competitive advantage simultaneously have a significant effect on MSME 
performance. Therefore, the hypothesis stating that there is a simultaneous 
influence of the three independent variables on the dependent variable is 
accepted. 
Koefisien Determinasi  
 

Tabel 5. Koefisien Determinasi 
Model R R Square Adjusted R Square Std. Error of the Estimate 

1 0,821 0,674 0,636 1,544 

Source: Data Processing Results, 2025 
 

Based on the results of the multiple linear regression analysis presented in 
Table 8, a correlation coefficient (R) value of 0.821 was obtained, indicating a 
strong relationship between the variables of competence marketing, social 
communication, and competitive advantage with the performance of MSMEs 
(SMEs performance). The coefficient of determination (R Square) value of 0.674 
indicates that 67.4% of the variation in MSME performance can be explained by 
the three independent variables in this research model. Meanwhile, the 
remaining 32.6% is influenced by other factors outside the research model. 
Furthermore, the Adjusted R Square value of 0.636 indicates that after adjusting 
for the number of independent variables and the number of samples (n = 30), the 
regression model still has good ability to explain variations in MSME 
performance. Thus, the regression model used in this study can be stated as quite 
strong and worthy of further analysis. 

 
DISCUSSION 
The Effect of Marketing Competence on SMEs Performance 

The t-test results in this study indicate that marketing competence has a 
positive and significant effect on MSME performance, as indicated by a 
significance value below 0.05. This finding indicates that the better the marketing 
competence possessed by MSMEs, the higher the level of business performance 
achieved. Marketing competence in this study reflects the ability of MSMEs to 
plan marketing strategies, implement promotional activities, and continuously 
evaluate marketing effectiveness to achieve business goals. 

Marketing competence encompasses various important aspects, such as 
understanding consumer needs and behavior, the ability to determine market 
segmentation, targeting, and positioning, and skills in utilizing promotional 
media appropriate to product and consumer characteristics. MSMEs with strong 
marketing competence tend to be more responsive to changing market 
preferences and are able to flexibly adjust their marketing strategies (Hasyim, 
2025). This enables MSMEs to increase product appeal, expand market reach, and 
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maintain customer loyalty. The findings of this study align with strategic 
marketing theory, which states that successful business performance is 
significantly influenced by an organization's ability to create and deliver value to 
customers through effective marketing strategies (Sharabati, 2024). Marketing is 
not simply understood as the activity of selling products, but as a strategic 
process involving market analysis, value creation, and managing long-term 
customer relationships (Sintani, 2023). In the context of MSMEs, the 
implementation of strategic marketing becomes increasingly important given the 
limited resources available to business actors. 

In the face of limited capital, labor, and access to technology, marketing 
competence becomes a competitive advantage that MSMEs can rely on (Putra, 
2022). MSMEs with adequate marketing knowledge and skills tend to be more 
creative in exploiting market opportunities, including through the use of digital 
media and social relationship-based marketing. Therefore, marketing 
competence acts as an internal factor that can compensate for MSME resource 
limitations and drive sustainable business performance improvement. The 
results of this study are also consistent with various previous studies that 
indicate that marketing competence significantly influences the performance of 
small and medium enterprises (Olazo, 2023). These studies show that MSMEs 
with strong marketing capabilities tend to experience increased sales, market 
share growth, and higher profitability (Rasyid, 2023; Suherna, 2023). 
Furthermore, marketing competence also contributes to MSMEs' ability to 
maintain their business existence amidst increasingly fierce competition. 

Empirically, the significant influence of marketing competence on MSME 
performance indicates that marketing is a key determinant of business success 
(Khairi, 2024). MSMEs that are able to design appropriate marketing strategies, 
understand consumer preferences, and effectively communicate product value 
are more likely to build market trust (Rusdana, 2022; Lubis, 2025). This trust 
ultimately impacts sales volume, revenue stability, and business sustainability. 
Thus, the t-test results in this study strengthen empirical and theoretical evidence 
regarding the importance of marketing competence in improving MSME 
performance. These findings imply that MSMEs need to continuously improve 
their marketing competencies through training, mentoring, and the use of 
marketing technology. In addition, support from the government and 
stakeholders in strengthening the marketing capacity of MSMEs is a strategic 
step to encourage sustainable improvements in MSME performance and 
competitiveness. 
The Influence of Social Communication on SMEs Performance 

The t-test results show that social communication has a positive and 
significant effect on MSME performance, as indicated by a significance value 
below 0.05. This finding indicates that MSMEs' ability to build effective social 
communication with customers, business partners, and the social environment 
plays a crucial role in improving business performance (Sutrisno, 2023; Aulia, 
2024). Good social communication enables intensive information exchange, 
builds trust, and strengthens long-term relationships that support business 
sustainability (Adiga, 2024). 
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Social communication in the context of MSMEs encompasses not only 
marketing communications but also informal, personal-based social interactions 
(Latifah, 2022). MSMEs that are able to establish open, empathetic, and 
responsive communication with customers tend to better understand market 
needs and expectations (Saad, 2022). This enables MSMEs to adapt products, 
services, and marketing strategies according to consumer preferences, ultimately 
impacting business performance. The findings of this study align with 
communication and social relations theory, which states that effective 
communication is the primary foundation for building trusting relationships 
between businesses and stakeholders (Tanwar, 2024). From a relationship 
marketing perspective, social communication serves as a means of creating 
emotional attachment and customer loyalty. MSMEs that maintain consistent 
social communication are more likely to retain customers and expand their 
business network through word-of-mouth recommendations (Jadmiko, 2025). 

In the digital era, the role of social communication is increasingly 
significant, with the increasing use of social media as a means of interaction 
between MSMEs and consumers. Social media allows MSMEs to communicate 
directly, quickly, and two-way with customers (Gulo, 2025). MSMEs that actively 
utilize social media to interact, respond to complaints, and build a positive 
business image tend to have higher levels of customer engagement, which 
contributes to improved business performance. The results of this study are also 
consistent with various previous studies that suggest that social communication 
significantly influences the performance of small and medium enterprises 
(Phokwane, 2023; Kallmuenzer, 2025). These studies indicate that MSMEs with 
strong social communication skills tend to have higher levels of customer loyalty, 
a stronger business reputation, and a broader business network. These factors 
directly and indirectly contribute to increased sales and business stability. 

Empirically, the significant influence of social communication on MSME 
performance demonstrates that social and relational aspects are inseparable from 
business success. MSMEs that are able to build harmonious social relationships 
with customers and business partners will more easily face the dynamics of 
competition and market changes. Strong social relationships also enable MSMEs 
to obtain moral support, market information, and collaboration opportunities 
that can enhance business competitiveness. Thus, the t-test results in this study 
strengthen the evidence that social communication is a strategic factor in 
improving MSME performance. These findings imply that MSMEs need to 
continuously develop their social communication skills, both through improving 
interpersonal communication skills and utilizing social media effectively. 
Furthermore, support from the government and MSME support institutions in 
the form of communication training and social media management is a crucial 
step to encourage improved MSME performance and sustainability. 
The Effect of Competitive Advantage on SMEs Performance 

The t-test results show that competitive advantage has a positive and 
significant effect on MSME performance, as indicated by a significance value 
below 0.05. This finding indicates that the ability of MSMEs to create and 
maintain competitive advantage plays a crucial role in improving business 
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performance. Competitive advantage enables MSMEs to offer higher value than 
competitors, whether through product differentiation, service quality, 
competitive pricing, or unique value propositions that are difficult to imitate 
(Utomo, 2022; Susanti, 2023). Competitive advantage, in the context of MSMEs, 
reflects a business actor's ability to optimally utilize internal resources and 
capabilities to create a superior market position. MSMEs that are able to 
effectively manage resources, including workforce skills, product innovation, 
and technology utilization, tend to have stronger competitiveness. This condition 
enables MSMEs to survive and thrive amidst increasingly fierce market 
competition. Business performance is determined by an organization's ability to 
develop valuable, rare, difficult-to-imitate, and non-substitutable resources 
(Saloko, 2023). From this perspective, sustainable competitive advantage will 
drive consistent improvements in business performance. For MSMEs, 
competitive advantage is a strategic factor determining long-term success. 

The concept of competitive advantage is also closely related to 
differentiation and cost leadership strategies. MSMEs that are able to produce 
products or services with unique characteristics, or offer more competitive prices 
without sacrificing quality, tend to be more likely to attract and retain customers. 
This advantage not only increases sales but also strengthens the business image 
and customer loyalty, which ultimately positively impacts MSME performance. 

The results of this study are consistent with various previous studies that 
found competitive advantage significantly influences the performance of small 
and medium enterprises (SMEs) (Febrizio, 2022; Tsiu, 2025). These studies 
indicate that MSMEs with a clear competitive advantage tend to have higher 
business growth rates, greater profitability, and greater resilience in the face of 
competitive pressures. Thus, competitive advantage is a key determinant of 
MSME performance. 

Empirically, the significant influence of competitive advantage on MSME 
performance demonstrates that business success is determined not only by 
operational capabilities but also by an appropriate competitive strategy. MSMEs 
that are able to consistently formulate and implement competitive advantage 
strategies will be more adaptive to changes in the business environment and 
market dynamics. This adaptability is a crucial factor in maintaining business 
stability and sustainability. Therefore, the t-test results in this study strengthen 
theoretical and empirical evidence regarding the importance of competitive 
advantage in improving MSME performance. These findings imply that MSMEs 
need to continuously develop competitive advantages through innovation, 
improving product and service quality, and optimally utilizing resources. 
Furthermore, support from the government and MSME support institutions in 
strengthening competitiveness is a strategic step to encourage continued 
improvement in MSME performance and sustainability. 
The Effect of Marketing Competence, Social Communication, and Competitive 
Advantage on SMEs Performance 

The F-test results show that marketing competence, social communication, 
and competitive advantage simultaneously have a positive and significant effect 
on MSME performance, as indicated by a significance value less than 0.05. This 
finding indicates that these three variables collectively contribute significantly to 
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explaining variations in MSME performance. Therefore, MSME performance 
cannot be understood in isolation but rather as the result of the interaction of 
various complementary internal factors. Conceptually, marketing competence 
plays a role in ensuring that MSME products and services reach the right market 
through effective marketing strategies (Yuwono, 2025). Marketing competence 
enables MSMEs to understand consumer needs, determine market segmentation, 
and develop appropriate promotional strategies. However, the effectiveness of 
these marketing strategies will be optimal if supported by strong social 
communication skills and a clear competitive advantage. 

Social communication serves as a link between MSMEs and their external 
environment, including customers, business partners, and social communities 
(Rijal, 2024). Effective social communication enables the building of trusting 
relationships, customer loyalty, and a positive business reputation. Within the 
context of simultaneous influence, social communication strengthens the impact 
of competence marketing by ensuring that marketing messages are well-received 
and understood by consumers. Meanwhile, competitive advantage is a strategic 
factor determining the position of MSMEs in the competitive marketplace. 
Competitive advantage enables MSMEs to offer differentiated and superior value 
compared to competitors. When competitive advantage is combined with 
effective marketing and social communication competencies, MSMEs are better 
able to retain customers, increase sales, and sustainably expand market share. 

The findings of this study align with various strategic management and 
marketing theories, which state that business performance is the result of synergy 
between internal capabilities and competitive strategy. The resource-based 
perspective emphasizes the importance of utilizing internal resources in an 
integrated manner to create a sustainable competitive advantage. In this context, 
competence marketing and social communication can be viewed as internal 
capabilities, while competitive advantage is the strategic outcome of managing 
these capabilities. The significant F-test results are also supported by the 
coefficient of determination, which indicates that a relatively large proportion of 
the variation in MSME performance can be explained by the three variables. This 
indicates that the research model used has good ability to explain the 
phenomenon of MSME performance. Thus, simultaneously strengthening 
marketing competence, social communication, and competitive advantage is an 
effective approach to improving MSME performance. Therefore, the F-test results 
in this study strengthen empirical evidence that improving MSME performance 
requires a comprehensive and integrated approach. MSME actors are not only 
required to improve marketing competence, but also need to build effective social 
communication and develop sustainable competitive advantages. These findings 
imply that MSME development programs should be designed holistically, 
encompassing aspects of marketing, communication, and competitive strategy to 
encourage sustainable improvements in MSME performance and 
competitiveness. 

 
 
 
CONCLUSIONS AND RECOMMENDATIONS 
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Based on the research results, it can be concluded that marketing 
competence, social communication, and competitive advantage have a positive 
and significant effect on MSME performance, both partially and simultaneously. 
This finding indicates that improving MSME performance is greatly influenced 
by the ability of business actors to manage marketing strategies effectively, build 
good social communication with customers and business partners, and create 
and maintain sustainable competitive advantages. These results provide 
theoretical implications by strengthening strategic marketing theory, social 
communication theory, and competitive advantage theory in the context of 
MSMEs, as well as practical implications for MSME actors and policy makers to 
develop integrated MSME capacity building programs, including improving 
marketing competence, communication skills, and competitive strategies to 
encourage improved performance and long-term sustainability of MSMEs. 
  
FURTHER STUDY 

This research still has limitations, so it is necessary to conduct further 
research related to the topic of Guerrilla Digital Marketing Strategy for MSME 
Performance through Competency-Based Marketing, Social Communication, 
and Competitive Advantage in order to perfect this research and increase insight 
for readers. 
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