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ABSTRACT: The rise of digital technologies has 
transformed the mobile phone retail landscape in Indonesia, 
particularly in regional cities such as Palu. This study 
investigates the competitive strategies employed by local 
smartphone retailers using Porter’s Five Forces framework. 
A qualitative case study methodology was applied, 
incorporating semi structured interviews, direct observations, 
and thematic analysis. Findings indicate that smartphones 
remain dominant despite emerging interest in substitute 
devices like smartwatches and tablets. Entry into the market 
is facilitated by e commerce and social media, although 
sustainability remains a challenge due to supply constraints 
and low profit margins. Supplier power is high, with retailers 
relying heavily on centralized distributors. Buyers exhibit 
increased price sensitivity and digital awareness, favoring 
promotions and flexible purchasing options. Competitive 
rivalry is marked by price competition and innovation in 
service delivery, particularly through social media marketing 
and after sales services. The study underscores the 
importance of strategic adaptability, customer engagement, 
and digital transformation in navigating a competitive retail 
environment. These findings offer empirical insight into 
localized market dynamics and provide recommendations for 
sustainable business practices among regional retailers. The 
research contributes to a broader understanding of how 
global strategic models can be adapted to emerging market 
contexts. 
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INTRODUCTION 

In recent years, the adoption of smartphones in Indonesia has accelerated rapidly, particularly in mid-

sized urban areas where digital infrastructure and socio economic dynamics are undergoing 

transformative changes. The integration of mobile technology into daily life is no longer confined to 

communication; it extends into commerce, education, entertainment, and social interaction. This 
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evolution reflects a broader digital transition across Southeast Asia, where smartphones function as 

essential tools for accessing information, conducting financial transactions, and participating in the 

digital economy (Wen & Tian, 2024). In cities such as Palu, this transformation is particularly notable, 

given the growing reliance on mobile connectivity and the integration of digital lifestyles into everyday 

routines. 

Smartphones in these urban environments are not just communication devices but have evolved into 

pivotal instruments for enhancing economic productivity and social connectivity. The literature has 

established that mobile phone use significantly correlates with increased economic activity, particularly 

in informal sectors and among small and medium enterprises (SMEs). In urban Indonesia, mobile 

phones facilitate online transactions, digital banking, and marketing via social media, enabling 

businesses to expand their reach and optimize operations (Tiwasing, 2021). Furthermore, these devices 

serve as tools for social cohesion by enabling continuous communication among users, thus reducing 

isolation and enhancing mental well-being, especially in rapidly urbanizing contexts (Okobi et al., 

2023). 

Nonetheless, this digital integration presents unique challenges, particularly in ensuring equitable 

access to technology and bridging the digital divide between more and less developed regions. The 

expansion of digital infrastructure in cities like Palu is seen as a strategic imperative to promote 

inclusive development and community resilience. Scholars argue that digital literacy and infrastructure 

are crucial in enabling urban populations to fully engage with and benefit from technological 

advancements (C. Fang et al., 2024; Li et al., 2022). Hence, understanding the landscape of smartphone 

usage and retail dynamics in secondary cities becomes essential to support evidence based 

policymaking and strategic business planning. 

Despite the transformative potential of mobile technology, mobile phone retailers face significant 

challenges in adapting to the evolving market. One of the most pressing issues is how these retailers 

can sustain their competitiveness in an environment increasingly shaped by digitalization, shifting 

consumer expectations, and intensified market competition. The central research problem lies in 

identifying the strategic approaches that mobile phone retailers in Palu employ to navigate this 

dynamic landscape and sustain long term business viability. 

Generally, businesses respond to such competitive environments by leveraging frameworks that help 

diagnose industry forces and inform strategy formulation. Among these, Porter’s Five Forces model 

remains one of the most influential tools for analyzing market structure and determining competitive 

intensity. The model's five dimensions threat of new entrants, bargaining power of suppliers, 

bargaining power of buyers, threat of substitutes, and industry rivalry provide a comprehensive view 

of the strategic pressures faced by firms. 

Empirical research on retail strategy in Southeast Asia has emphasized the importance of integrating 

digital marketing, enhancing customer engagement, and managing supply chain relationships. For 

instance, studies have demonstrated that location based advertising, influencer marketing, and bundled 

service promotions are effective tactics in retail environments characterized by price sensitive 
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consumers and high product turnover (Hossain et al., 2020; Zhu et al., 2017). These strategies are 

particularly relevant in mobile phone markets where consumers demand functionality, affordability, 

and after sales support. 

In the context of Indonesia, the literature reveals a gradual shift from traditional retail to omnichannel 

strategies. Retailers are increasingly combining physical storefronts with online platforms to broaden 

their market reach and provide seamless customer experiences (Wu et al., 2022). Moreover, 

promotional activities, such as installment payment plans and trade in programs, have been widely 

adopted to appeal to younger consumers and those with limited purchasing power (Verhagen et al., 

2021; Zhao et al., 2019). As such, these practices form part of a broader trend in which competitive 

advantage is no longer solely based on product pricing, but also on service quality, convenience, and 

brand perception. 

Despite these insights, there is limited empirical evidence that examines how such strategies are 

implemented in Indonesia’s secondary cities. While much attention has been given to major 

metropolitan areas like Jakarta or Surabaya, cities like Palu remain underexplored in the strategic 

management literature. This research gap is significant, as secondary cities represent important growth 

nodes within the national urban system. Understanding retail competition in these contexts is crucial, 

given their distinct market structures, consumer behaviors, and infrastructural constraints. 

In addition, there is a growing need to analyze how mobile phone retailers respond to the dual 

challenge of digital disruption and evolving consumer expectations in regions with uneven economic 

development. Existing studies have yet to fully explore how local entrepreneurs in cities like Palu 

leverage digital tools and strategic frameworks to maintain competitiveness. Moreover, the interplay 

between supplier dominance, buyer sophistication, and market entry barriers within such localized 

markets remains inadequately addressed in the literature. 

Against this backdrop, this study aims to analyze the competitive strategies adopted by mobile phone 

retailers in Palu using Porter’s Five Forces framework. The novelty of this study lies in its contextual 

focus on a mid-sized urban area outside Indonesia’s major commercial centers, providing localized 

insights into market dynamics and strategic responses. By employing qualitative methods, including 

semi structured interviews and case analysis, this research contributes to a more nuanced 

understanding of retail strategy formulation in emerging urban markets. 

The scope of this study encompasses key retail hubs within Palu, including Mall Tatura Palu, Pasar 

Masomba, and various online sellers based in the city. By examining how retailers address supplier 

dependency, buyer behavior, substitution threats, and inter retailer rivalry, the study offers a 

comprehensive picture of the competitive environment. In doing so, it seeks to generate practical 

recommendations for retailers and policymakers to support the growth and resilience of the mobile 

phone retail sector in similar urban settings. 
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METHOD 

This study adopts a qualitative case study approach to analyze the competitive strategies of mobile 

phone retailers in Palu City, Indonesia. The selection of a qualitative framework aligns with the study's 

goal of uncovering nuanced insights into local business practices, market dynamics, and competitive 

interactions as framed by Porter’s Five Forces model. As noted by Samanta & Aithal, 2023), the use 

of Porter’s framework in qualitative case studies within the retail sector allows for a comprehensive 

analysis of competitive dynamics, particularly when grounded in in depth engagement with industry 

stakeholders. The emphasis on understanding real world decision making processes within the retail 

environment makes qualitative methods especially case studies an appropriate choice for this research. 

The study focuses on prominent mobile phone sellers operating within key commercial zones in Palu, 

including Mall Tatura Palu, Pasar Masomba, and various online based sellers in surrounding districts. 

These locations were purposively selected to represent the diversity of retail models in the region, 

encompassing both traditional offline stores and digital first platforms. Informants were selected using 

purposive sampling based on their roles and relevance to the research questions. This included owners, 

senior staff, and active marketplace sellers with substantial experience in retailing mobile devices in 

Palu. By targeting individuals directly engaged in competitive practices, the study was able to capture 

context rich perspectives essential for analyzing strategy formation and operational adaptation in 

response to market pressures. 

Data collection relied heavily on semi structured interviews, which were designed to facilitate in depth 

discussions about each component of Porter’s Five Forces: threats from new entrants, the bargaining 

power of suppliers and buyers, threats from substitutes, and the intensity of competition among 

existing players. As Pacheco et al. (2023) suggest, open ended and flexible interview structures are 

instrumental in drawing out detailed narratives from participants, particularly in dynamic market 

settings. This method allowed respondents to share their experiences freely while enabling the 

researcher to probe further into emergent themes such as price competition, supply constraints, or 

shifts in consumer expectations. 

The interview protocol was carefully developed to capture responses on various operational aspects 

including sourcing practices, marketing strategies, buyer interaction, pricing mechanisms, and 

adaptability to digital tools. During interviews, attention was also paid to how informants interpreted 

market trends such as the rise of smartwatches, increasing consumer sophistication, and the challenge 

of managing online reputations. To supplement primary data, researchers engaged in direct field 

observations at retail sites and monitored social media and marketplace listings to validate retailer 

practices and market behaviors described in the interviews. This triangulation of methods enhanced 

the credibility and depth of the dataset (Santoro et al., 2019; Zhang & Guo, 2023). 

Interviews were transcribed and analyzed thematically using qualitative content analysis. The coding 

process began with deductive categories derived from Porter’s framework, followed by inductive 

identification of emerging themes. For example, while analyzing supplier power, initial codes included 

"stock dependency," "price leverage," and "distribution center reliance," which then evolved into 
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broader thematic categories such as "supply chain vulnerability" and "logistical centralization." This 

combination of theory driven and data driven coding enabled a robust mapping of competitive 

dynamics and strategic practices at the ground level. The flexible structure of semi structured 

interviews also made it possible to capture previously unanticipated but analytically relevant 

phenomena, such as the use of live selling via TikTok or Instagram as a differentiator in a saturated 

market (McEachern et al., 2021). 

The trustworthiness of the data was reinforced through several strategies. First, prolonged engagement 

in the field ensured that data collection occurred over multiple interactions with the same informants, 

allowing for member validation and deeper rapport. Second, source triangulation between interviews, 

visual documentation, and market content analysis helped confirm patterns and inconsistencies in 

retailer behavior. Lastly, investigator triangulation was achieved by involving two researchers in the 

data coding process, ensuring inter coder reliability and reducing individual bias in thematic 

interpretation (Lan & Watkins, 2022). 

Given the localized scope of the study, attention was paid to contextualizing all findings within the 

socio economic environment of Palu. The city represents a growing urban node in eastern Indonesia, 

where digital infrastructure is advancing but not yet on par with major metropolitan regions. As such, 

the strategies developed by mobile phone retailers in Palu may reflect adaptations to infrastructural 

limitations, consumer purchasing power, and unique patterns of technology adoption. By focusing on 

these regional characteristics, the study contributes to a more geographically inclusive understanding 

of competitive strategy formulation in Indonesia's mobile retail sector. 

Ultimately, this methodology facilitated a holistic and grounded analysis of how mobile phone retailers 

in Palu navigate market competition. It illuminated the strategic behaviors that enable businesses to 

sustain operations amidst the pressures of supplier dependency, demanding consumers, substitute 

products, and digital disruption. The qualitative case study design, supported by semi structured 

interviews and thematic coding, proved essential for revealing the depth and diversity of competitive 

strategies in this context. In doing so, the research adheres to established best practices for applying 

Porter’s model in qualitative retail studies while offering novel insights from an under researched 

urban setting. 

 

RESULT AND DISCUSSION 

The results of this study are presented based on the analytical categories derived from Porter’s Five 

Forces framework. These findings are synthesized from qualitative data obtained through semi 

structured interviews, direct observation, and content analysis of retailer practices in Palu City. Each 

sub section below elaborates on one of Porter’s competitive forces as experienced by mobile phone 

retailers in the study area. 
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Threat of Substitutes 

Although alternative digital devices such as tablets and smartwatches are gaining traction in broader 

markets, their penetration in Palu remains limited. Informants consistently emphasized that 

smartphones continue to dominate due to their all in one functionality, particularly among urban 

dwellers who rely on them for communication, entertainment, education, and business. As noted by 

Manayath et al. (2024), smartwatches provide convenience in notifications and health tracking, yet 

their limited standalone functionality hinders their substitution potential. Similarly, while tablets offer 

superior media and productivity experiences (Xu, 2017), they lack the portability and communicative 

immediacy of smartphones (Finley & Soikkeli, 2018). 

Retailers noted a growing curiosity about smartwatches, especially among younger consumers and 

professionals, but stressed that these devices are more complementary than competitive. Interview 

excerpts underscore that smartwatches are seen as novelty or supplementary tools rather than 

replacements. The results thus affirm earlier research by Maharjan et al. (2022), who argue that 

substitution risk exists more in potential than in practice, particularly in non-metropolitan settings. 

 

Threat of New Entrants 

The study found that barriers to market entry in Palu remain relatively high, especially in the offline 

retail segment. New entrants face financial constraints associated with physical store setup, inventory 

procurement, and licensing, as outlined in prior studies (Islami et al., 2019; Mohr & Batsakis, 2018). 

These obstacles are compounded by brand loyalty among local consumers, who tend to prefer 

established stores with reputations for reliability and after sales service. 

However, e commerce and digital platforms are eroding some of these barriers. Informants reported 

that new entrants frequently utilize marketplace platforms like Shopee and Tokopedia, adopting 

dropshipping or reseller models that reduce capital requirements. Social media is also used as a 

marketing lever to build customer bases and test market responsiveness with minimal overhead. These 

observations support Wang et al. (2020), who note that social media campaigns can rapidly generate 

visibility for new retail players. 

Still, interviewees expressed concerns about pricing pressure and supply chain access, indicating that 

while digital tools facilitate entry, they do not guarantee competitive sustainability. Newcomers often 

struggle with thin profit margins, delayed delivery times, and inconsistent product availability all of 

which limit their ability to scale. 

 

Bargaining Power of Suppliers 

The findings reveal a strong dependency on centralized suppliers, particularly those located in 

Makassar, Surabaya, and Jakarta. This geographical distance places local retailers at a disadvantage in 
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stock availability and pricing flexibility. Retailers reported that procurement delays, especially for new 

smartphone releases, constrain their ability to meet demand. 

Supply chain centralization, as Davis & Leider (2018) argue, can lower per unit costs but also reduce 

responsiveness. The interviews confirmed that stock shortages or distribution bottlenecks often 

hinder sales performance. Additionally, small retailers rely on intermediaries or regional distributors, 

further inflating acquisition costs. These dynamics validate the observations of He et al. (2022), who 

emphasize the risks of inflexible inventory systems in decentralized markets. 

Some informants noted efforts to negotiate better terms through informal consortia or long term 

purchasing relationships, although such strategies remain limited in effectiveness due to market 

fragmentation. Rana (2020) and Putera et al. (2024) highlight how diversified sourcing and strategic 

partnerships can mitigate supplier dominance, though these approaches are less developed in Palu’s 

retail landscape. 

 

Bargaining Power of Buyers 

Consumers in Palu exhibit increasing price sensitivity and digital awareness. Informants emphasized 

that customers often compare prices between physical and online stores before making purchases. 

Several respondents shared that installment payment options, bundling, and promotional offers 

strongly influence consumer decisions. 

As highlighted by Akküçük & Esmaeili (2016) and L. Wang et al. (2021), Indonesian urban buyers 

tend to value both price competitiveness and brand prestige. Retailers in Palu cater to this dual concern 

by emphasizing affordability without sacrificing brand appeal. Digital presence, particularly on 

marketplace platforms and social media, is a critical factor in shaping buyer perceptions. Consumers 

often seek peer reviews and influencer endorsements before deciding on a purchase (Lăzăroiu et al., 

2020). 

Bundled services and installment based promotions emerged as key strategic levers. These offerings 

increase consumer engagement by lowering financial barriers and enhancing perceived value, in line 

with findings by Frommeyer et al. (2023). Furthermore, these strategies foster a sense of immediacy 

and urgency, compelling buyers to act on limited time deals (Chen, Huy, et al., 2022). 

 

Industry Rivalry 

Competition among mobile phone retailers in Palu is intense, driven by price wars, promotional 

campaigns, and the convergence of offline and online sales channels. Brick and mortar retailers 

emphasized personalized service and after sales support as their key differentiators. Meanwhile, online 

retailers leverage lower overhead costs to offer aggressive pricing, creating a bifurcated competitive 

environment. 
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In response, many physical retailers have adopted hybrid strategies, combining in store service with 

digital outreach. Several informants discussed using Instagram and TikTok live sessions to showcase 

products and engage customers in real time. This aligns with broader industry trends described by 

Hossain et al. (2020) and Guo & Liu, 2019, who argue that social media marketing enhances brand 

visibility and consumer loyalty. 

Unique product offerings, such as exclusive bundles or extended warranties, were also highlighted as 

competitive tools. These strategies not only attract price sensitive consumers but also build trust and 

repeat patronage. As Chen et al. (2022) explain, experiential differentiation can offset the 

disadvantages of competing solely on price. 

Overall, the findings underscore a competitive environment in which innovation, adaptability, and 

customer engagement are pivotal. Retailers who fail to integrate digital tools and tailor their offerings 

to evolving consumer expectations risk marginalization. Conversely, those who embrace omnichannel 

strategies and maintain strong customer relationships are better positioned to thrive. 

These results contribute empirical insight into the dynamics of mobile phone retail in an emerging 

urban market, highlighting how Porter’s Five Forces manifest in localized Indonesian contexts. The 

data suggest that while foundational industry structures persist, digital transformation and shifting 

consumer behaviors are redefining how competitive advantage is built and sustained. 

The findings from this study shed light on the multifaceted dynamics that characterize the competitive 

landscape of mobile phone retailing in Palu, a mid sized urban center in Eastern Indonesia. By 

organizing the discussion around Porter’s Five Forces, this section examines each force in detail and 

explores how strategic responses align with or diverge from broader trends in the retail and technology 

literature. 

 

Substitution Threats and Complementarity of Digital Devices 

The data affirm that smartphones remain the primary mobile technology for consumers in Palu, 

consistent with findings by Hirskyj Douglas et al. (2019) and B. Maharjan et al. (2019). Although 

smartwatches and tablets are gaining recognition, especially among younger users, they are perceived 

more as complements than direct substitutes. This supports the view of Vollenwyder et al. (2020) that 

wearable and tablet devices enhance user experience rather than replace smartphones. In line with 

Manayath et al. (2024), local consumers value the multifunctionality and portability of smartphones, 

making them indispensable for communication, commerce, and entertainment. 

This preference is further reinforced by the limited local penetration of digital health and productivity 

apps designed for wearable or tablet use. Retailers in Palu noted that smartwatches, while novel, are 

largely seen as secondary devices. Therefore, substitution threats are still latent and context dependent, 

echoing the findings of (Lin et al., 2017) on user perception and limited functional overlap. 

Nonetheless, retailers should monitor this emerging trend, as technological innovation and price drops 

may shift consumer behavior over time. 
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Entry Barriers and the Evolving Role of Digital Platforms 

The study reveals that while traditional barriers to entry including capital investment, brand 

recognition, and supply chain access remain formidable, digital platforms are opening alternative paths 

for market penetration. These findings align with Shin (2020) and N. Wang et al. (2020), who argue 

that e commerce and social media are democratizing entry into consumer markets. Informants in Palu 

confirmed that dropshipping and reseller models are popular among new entrants who lack the 

resources to operate physical storefronts. 

However, competitive sustainability remains an issue. Without direct control over logistics or 

inventory, many newcomers face challenges related to fulfillment delays and inconsistent stock levels. 

This limits their ability to match the service standards of established offline competitors. Therefore, 

while digital platforms facilitate access, they do not ensure long term viability without robust 

operational support a nuance that mirrors Islami et al. (2019) on the enduring relevance of traditional 

retail advantages. 

 

Supplier Power and Supply Chain Dependency 

The concentration of suppliers in Indonesia’s western cities creates logistical constraints for Palu based 

retailers, reinforcing the findings of Davis & Leider (2018) on centralized supply chain vulnerabilities. 

Delays in stock replenishment and reliance on regional distributors inflate procurement costs, which 

in turn erode competitive pricing. 

Retailers have adopted informal strategies to mitigate this power asymmetry, such as cultivating long 

term relationships or joining informal purchasing alliances. This reflects the relevance of Rana (2020) 

and Putera et al. (2024), who argue that relationship based negotiation and diversified sourcing are key 

to rebalancing power in supplier dependent sectors. Yet, the study also indicates that such practices 

are still nascent in Palu, suggesting a need for institutionalized collaboration frameworks to formalize 

these efforts and enhance their impact. 

 

Buyer Power and Shifting Consumer Expectations 

Consistent with J. Fang & Liu (2020) and L. Wang et al. (2021), the results underscore growing buyer 

power fueled by increased digital literacy, price sensitivity, and demand for value added services. 

Retailers in Palu must navigate a consumer base that is informed, skeptical, and responsive to 

promotions. This supports the argument by Lăzăroiu et al. (2020) that digital information sources, 

including peer reviews and influencer content, are increasingly shaping purchasing behavior. 

In this context, the strategic use of bundled promotions and installment payment plans has emerged 

as an effective tool to attract and retain consumers. Frommeyer et al. (2023) and Chen, Yan, et al. 

(2022) highlight the psychological impact of affordability focused promotions, which was echoed by 

retailers in this study who reported spikes in sales tied to such campaigns. The growing prevalence of 
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digitally mediated purchasing decisions suggests that future competitiveness will hinge on retailers' 

ability to align their offers with evolving consumer value systems. 

 

Competitive Rivalry and Strategic Differentiation 

The high level of industry rivalry in Palu reflects a competitive convergence of traditional and digital 

retail formats. While price remains a central battleground, retailers are increasingly differentiating 

themselves through service innovation, digital presence, and experiential engagement an observation 

consistent with Hossain et al. (2020) and Guo & Liu (2019). 

Social media marketing has become a cornerstone strategy. The integration of Instagram and TikTok 

for live demonstrations, customer Q&As, and promotional campaigns demonstrates a shift toward 

real time, interactive consumer engagement. (Aityassine et al., 2022) emphasize the emotional 

connection fostered by personalized and gamified digital marketing, a point that resonates with this 

study’s finding that interactive content enhances loyalty and purchase intent. 

Moreover, retailers who leverage content marketing such as tutorials, user guides, and comparison 

videos further establish authority and trust within the community, reinforcing the conclusions of 

Purwanto et al. (2022). This trend toward value driven marketing is particularly important in markets 

like Palu, where competition is high but consumer sophistication is still developing. 

In addition, after sales service has emerged as a strategic differentiator. Wahjudi et al. (2018) and Aslam 

& Farhat (2020) suggest that warranty support, repair services, and accessible customer care not only 

enhance satisfaction but also serve as indirect marketing tools. In Palu, retailers with strong after sales 

reputations reported higher customer retention and positive word of mouth, validating the centrality 

of service quality in building durable market positions. 

Beyond transactional interactions, after sales engagement also enables feedback collection, which can 

inform inventory planning, staff training, and service adjustments. This iterative feedback loop, as 

discussed by Liu et al. (2024), underscores the evolving role of customer service from reactive to 

proactive business development. 

Finally, the discussion highlights the potential for regional retailers to develop more sustainable and 

resilient models. Incorporating elements of sustainable entrepreneurship, such as ethical sourcing and 

recycling programs, can serve both environmental and strategic goals (Kimura, 2021; Pour et al., 2021). 

Circular economy models like trade in schemes not only reduce reliance on new inventory but also 

foster brand loyalty through eco conscious consumer engagement. These insights point to an emerging 

opportunity for Palu retailers to differentiate through purpose driven business practices, especially as 

consumer awareness of sustainability grows. 

By embedding sustainability, technological agility, and customer centric practices into their strategic 

architecture, smartphone retailers in Palu can better navigate the dual challenges of competitive rivalry 
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and market volatility. This aligns with broader recommendations by Gurnani et al. (2022) and Rady & 

Elsbayee (2019) regarding the integration of CRM and data analytics into small scale retail operations. 

Taken together, these dimensions illustrate that while the core elements of Porter’s Five Forces remain 

relevant, their manifestation in Palu’s mobile phone retail sector is uniquely shaped by regional 

infrastructure, consumer demographics, and digital adoption trends. The interplay between global 

strategic frameworks and local operational realities defines the evolving character of competition in 

this emerging urban context. 

 

CONCLUSION 

This study has examined the competitive strategies of mobile phone retailers in Palu, Indonesia, 

through the lens of Porter’s Five Forces framework. The findings reveal a complex interplay of market 

forces in a region that is experiencing rapid digital adoption while still grappling with infrastructural 

limitations and economic constraints. Substitution threats remain minimal, with smartphones retaining 

primacy due to their versatility and utility. While entry barriers are easing due to digital platforms, 

sustainability for new entrants is constrained by limited logistics control and thin margins. Supplier 

dominance continues to challenge profitability, especially for smaller retailers dependent on 

centralized distribution systems. Buyer power has intensified with increasing digital literacy and price 

sensitivity, prompting retailers to adopt promotions, installment plans, and bundled offerings to retain 

competitiveness. Industry rivalry is high, prompting firms to differentiate through social media 

engagement, after sales service, and personalized marketing. These dynamics collectively underscore 

the need for strategic agility and localized innovation. The study contributes to the literature by 

providing grounded insights into retail competition in Indonesia's secondary cities, which are often 

overlooked in broader economic analyses. It highlights the significance of integrating digital marketing, 

customer centric strategies, and sustainable practices to build resilient retail models. Future research 

should explore longitudinal changes in these dynamics and expand comparative analyses to other 

regional cities to assess the generalizability of these findings. 
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