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Abstract

This study employed a mixed-methods research approach with the objective of examining internal and
external factors related to the utilization of marketing communication innovations, and to propose strategic
options for community enterprises to leverage such innovations in creating business opportunities. The
guantitative phase of the study used a questionnaire as a data collection tool, distributed to 402 community
enterprises across the country. A probability sampling method was employed. The findings revealed that: 1)
Strengths of community enterprises include their commitment to using social media to communicate product
and organizational messages, as well as their support for personnel to develop digital marketing skills; 2)
Weaknesses include a lack of personnel with expertise in marketing technologies, the absence of clear

budgeting and performance evaluation systems, and an underdeveloped organizational image that reflects
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innovation; 3) Opportunities conducive to development include government support for Al adoption, access to
low-cost technology, and increasing consumer receptiveness to digital channels; and 4) Threats that must be
carefully addressed include rapid technological changes, advanced communication tools used by competitors,
and risks of imitation on social media platforms. The development of strategic alternatives was further explored
through qualitative research using focus group discussions with 15 key informants. As a result, four strategic
options were identified: 1) strategies for developing internal skills and organizational structure, 2) strategies for
creating differentiated content and branding, 3) strategies for leveraging external opportunities, andd) strategies
for managing risks related to technology and competition. The findings of this study can be applied to strategic
planning for marketing communication in community enterprises, enabling them to compete and grow

sustainably in the digital era.
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