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Traditional markets have long served as the backbone of Indonesia's
grassroots economy, yet the rapid expansion of e-commerce now poses
a serious structural challenge to their continued existence. This study
examines the impact of e-commerce development on traditional traders,
the adaptation strategies they employ, and the obstacles they encounter
in adjusting to trade digitalization at Plaza Ratahan Market, Southeast
Minahasa Regency. A qualitative descriptive approach was used,
framed as a single case study of the market. Primary data were
collected through semi-structured interviews with twelve purposively
selected informants, comprising traders, market management, and
customers, supplemented by non-participant observation and
documentation, while secondary data were drawn from market
management records and relevant statistical reports. Data were
analyzed using the interactive model of Miles, Huberman, and Saldafa,
involving data condensation, data display, and conclusion
drawing/verification. The findings show that e-commerce development
has intensified business competition, altered consumer purchasing
behavior, reduced the number of customers, decreased traders' income,
and weakened social interaction between traders and customers. In
response, traders have adopted several adaptation strategies, including
improving service quality, maintaining product quality, using social
media for promotion, sustaining personal relationships with customers,
and adjusting prices competitively. However, this adaptation process
remains constrained by low digital literacy, limited capital, restricted
access to technology, and low trust in online transactions. The study
concludes that traditional traders at Plaza Ratahan Market continue to
actively adapt to e-commerce, relying on accumulated social capital
and rational, context-sensitive decision-making, even as structural
barriers to full digital transformation persist.
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Traditional markets in Indonesia have historically functioned as a central pillar of the people's
economy, serving not merely as sites of commodity exchange but as spaces of social interaction
embedded in local community life. Within this social ecosystem, the market reflects local economic
self-reliance, in which bargaining practices, inter-actor trust, and emotional ties have underpinned
market stability for decades, consistent with the view that networks of trust and reciprocity constitute a
distinct form of social capital available to individuals and groups embedded in a given social structure
(Coleman, 1988). In the digital era, however, the existence of traditional markets faces serious structural
challenges as consumption patterns shift toward online shopping platforms, or e-commerce. Massive
digital transformation has reshaped the landscape of global trade, including in Indonesia. Empirical
evidence from the 2020-2025 period points to a radical transformation in the consumption paradigm of
Indonesian society, driven by the rapid penetration of digital technology. Digital platforms now
dominate the trade sector, shifting shopping behavior from conventional face-to-face interaction toward
efficient virtual transactions, a shift increasingly explained through the psychological, social, and
technological mechanisms including personalization and trust-building that shape online purchasing
decisions (Hwang, 2024). This phenomenon has created tangible economic pressure for traditional
traders, particularly in non-food sectors such as clothing and electronics, which have experienced a
drastic decline in visitor volume and revenue, a pattern also documented among traditional clothing
traders adapting to digital-era competition in other Indonesian markets (H. M. Nasution et al., 2024).
The impact of this disruption extends beyond financial dimensions, also touching the psychological
dimension of traders who experience uncertainty about their future as their traditional market share
erodes.

The presence of e-commerce introduces a new economic logic grounded in algorithms,
logistical efficiency, and extreme price transparency an approach that contrasts sharply with the
traditional market's logic of personal proximity and social negotiation. Traditional traders now find
themselves caught in a kind of digital trap, forced to compete with global platforms possessing virtually
unlimited capital and technological resources. An inability to adapt quickly often results in the
economic marginalization of small traders who have long served as drivers of grassroots economic
activity. This structural mismatch is consistent with broader findings on the barriers Micro, Small, and
Medium Enterprises (MSMEs) face in adopting digital technology, including persistent gaps in
knowledge, skills, and financial resources for technological investment, identified as the most
significant barrier to technology adoption among MSMEs in developing economies (Loo et al., 2023;
Diaz-Arancibia et al., 2024).

Prior research on traditional traders in the era of online marketing shows that the development
of digital technology has transformed community trading patterns and pushed traditional traders to
adopt various strategies in order to remain competitive amid intensifying competition. Traditional
traders are required to adjust to technological development through improved service quality, use of
social media, and strengthened social relationships with customers as a means of sustaining their
businesses, a combination of strategies similarly documented among traders navigating the
transformation of the Usus Tax Market into a modern marketplace (Purba et al., 2024). These findings
indicate that e-commerce development functions not merely as a threat but as a challenge that demands
adaptive capacity from traditional traders a dynamic also evident at Plaza Ratahan Market, Southeast
Minahasa Regency, where the accelerating growth of e-commerce has altered consumer shopping
behavior and compelled traders to confront various challenges in sustaining their businesses.

Competition between e-commerce and traditional traders arises because each offers distinct
advantages. E-commerce excels in ease of access, time efficiency, a wider range of products, and
promotional programs such as discounts, cashback, and free shipping, advantages closely tied to the
trust-building mechanisms including transparent security measures and privacy assurances that shape
consumers' willingness to transact online (Singh et al., 2024; Soleimani, 2022). Traditional traders, on
the other hand, retain the advantage of direct interaction with customers, the opportunity for consumers
to inspect goods in person, and long-established social relationships and trust, an advantage consistent
with evidence that small firms leverage networks of trust and reciprocity to sustain business
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performance where formal competitive resources are limited (Cooke & Wills, 1999). These traditional-
market advantages, however, are often insufficient to counter the promotional appeal and transactional
convenience offered by e-commerce, contributing to declining customer numbers and business revenue
among traditional traders as consumers increasingly favor the practicality, time efficiency, and price
competitiveness of online shopping a dynamic in which even factors such as return-policy clarity and
perceived risk have been shown to shape consumer satisfaction with online shopping and, by extension,
consumer preference for online over offline channels (Hipolito et al., 2025). This shift in consumer
behavior places considerable pressure on traders to pursue adaptation strategies capable of sustaining
competitiveness amid ongoing digital technological change.

Although Plaza Ratahan Market underwent physical modernization beginning in 2017 rebuilt as
a grand "Plaza"-themed building symbolizing regional progress this architectural transformation now
confronts the far less visible challenge of digital modernization. Despite various interventions by the
Southeast Minahasa Regency Government through the Regional-Owned Market Enterprise (Perusahaan
Daerah Pasar), such as low-cost market operations, the competitive pricing and logistical convenience
offered by e-commerce remain an existential threat to traders. A striking contradiction thus emerges: a
modernized physical space struggling to compete with a virtual economy that transcends the geographic
boundaries of the Ratahan area. This phenomenon is further complicated by the geographic and social
characteristics of Southeast Minahasa Regency, where access to technology and digital literacy among
traders remains highly uneven some traders have begun experimenting with social media for marketing,
while many others continue to rely on conventional methods due to limited technical knowledge, a
pattern broadly consistent with digital-divide findings among MSMEs in developing regions, where
digital literacy and infrastructure access remain decisive constraints on technology adoption
(Rujitoningtyas et al., 2025; Trisninawati & Sartika, 2024).

The persistence and adaptation mechanisms developed by traders are widely regarded as
determinant factors for their economic survival, making this an especially relevant context for exploring
how trader agency responds to structural market change driven by technology. Prior studies elsewhere
in Indonesia similarly show that traditional traders are not entirely passive in the face of such change:
traders adapting to digitalization competition in Medan's Hongkong Market have been found to
combine price adjustment, social media promotion, and digital payment systems to sustain revenue (H.
M. Nasution et al., 2024), while a comparable case study of clothing traders at Petisah Market found
that friendly, personalized service remained an important competitive advantage even as some traders
began marketing through Shopee and Instagram alongside conventional methods (A. S. P. Nasution et
al., 2024). Related case studies from other Indonesian traditional markets facing digital-era competition
likewise document adaptation strategies combining service-quality improvement, price adjustment, and
selective social media use, underscoring that dual adaptation between offline and online practices is
increasingly recognized as key to traditional traders' survival in the digital era (Purba et al., 2024). Most
of this research, however, concentrates on urban markets with comparatively better technological
access, leaving a research gap regarding traditional traders in smaller, non-metropolitan markets such as
Plaza Ratahan, which is characterized by distinct social, economic, and digital-literacy conditions.

This study is theoretically anchored in economic sociology, drawing on Rational Choice
Theory, as articulated by J.S. Coleman, to understand how traders evaluate available resources and
constraints in shaping their decisions, and on Bourdieu's Theory of Social Capital as methodologically
elaborated by Eloire (2018), which emphasizes networks of relationships, trust, and reciprocal norms as
crucial assets for individuals and groups navigating social and economic challenges. Social capital
understood through dimensions of trust, networks, and reciprocity has been repeatedly shown to
enhance small-firm performance and resilience where formal market advantages are limited (Cooke &
Wills, 1999; Coleman, 1988). A complementary digital-era perspective is provided by Anthony
Giddens's Structuration Theory, which frames traders as agents operating within and reciprocally
reshaping the structural system of e-commerce, producing hybrid trading practices that combine
conventional and digital elements; this structurational lens has likewise been applied to explain uneven
technology adoption in developing-country contexts more broadly (Bhowmick, 2016). Taken together,
these perspectives support a concept of Digital Resilience, in which traders draw on limited resources,
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digital social capital, and a sense of digital agency to not only withstand digital disruption but adapt and
transform through it, consistent with evidence that digital transformation among SMEs is best
understood as a capability-building process shaped by entrepreneurial orientation and organizational
resilience strategy rather than a single technology purchase (Li et al., 2018; Sudirman et al., 2025;
Anatan & Nur, 2023), and that such capability, once developed, can also support broader circular-
economy and resource-efficiency objectives within local digital trade ecosystems (Kurniawan et al.,
2022). Even so, persistent barriers including low digital literacy, limited capital, weak infrastructure
access, and low trust in online transactions continue to constrain full-scale digital transformation among
traditional traders more broadly, a constraint mirrored in evidence that IoT-based inventory and
monitoring tools, while promising for perishable and small-scale retail operations, remain difficult for
resource-constrained micro-enterprises to adopt without external support (Maheshwari et al., 2021).

This research was conducted to fill this gap by analyzing, in greater depth, the impact of e-
commerce development, the adaptation strategies of traditional traders, and the obstacles they face in
the process of trade digitalization at Plaza Ratahan Market. Understanding these dynamics is essential
both for evaluating market-modernization policy which has thus far emphasized physical infrastructure
over traders' digital capacity building and for contributing empirically to the still-limited body of
qualitative research on trader adaptation strategies in non-metropolitan Indonesian markets.

Research Approach and Type

This study employed a qualitative approach with a descriptive case study design to gain an in-depth
understanding of the strategies traditional traders use to face e-commerce development at Plaza Ratahan
Market, Southeast Minahasa Regency. The qualitative approach was chosen because the research focus
lies in the depth rather than the quantity of data, allowing the researcher to explore the phenomenon of
digital disruption holistically by understanding the perspectives of traders, market management, and
relevant customers. A descriptive case study design was considered appropriate given its capacity to
capture the social, economic, and institutional complexity of the phenomenon through the combined
perspectives of traders as rational actors, market institution management, and the broader socio-cultural
context of Southeast Minahasa.

Research Location and Informants

The research was conducted at Plaza Ratahan Market, the primary economic center in Ratahan.
Informants comprised traditional traders active in the clothing and food sectors, management
representatives of the Regional-Owned Market Enterprise (PUD Pasar) of Southeast Minahasa, and
customers who either continued to patronize the traditional market or had partially shifted toward online
shopping. Informants were selected through purposive sampling based on criteria such as length of time
in business, type of commodity sold, and level of digital technology adoption. The number of
participants was determined based on the principle of data saturation; an initial target of twelve
informants was set, with the possibility of additional informants should data saturation not yet be
reached, consistent with sample sizes typically used in comparable qualitative studies of Indonesian
traditional markets.

Data Collection Techniques

This study combined primary and secondary data using a source-triangulation approach. Primary data
were collected through three main techniques: (1) semi-structured interviews, which allowed flexible
exploration of traders' perspectives while remaining anchored in an interview guide informed by
Rational Choice Theory and Social Capital Theory; (2) non-participant observation of trading activity at
Plaza Ratahan Market to understand trader—buyer interaction patterns and the use of digital devices in
daily trading; and (3) documentation, including photographs of market activity (with informant
consent), sales records where accessible, and official market-management documents. Secondary data
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were obtained from PUD Pasar reports, statistical publications of the Central Statistics Agency (BPS)
for Southeast Minahasa, prior research, and relevant scholarly articles.

Data Analysis

Data were analyzed continuously from the beginning of data collection through the conclusion of the
study, following the interactive analysis model of Miles, Huberman, and Saldafia, which comprises
three concurrent analytical flows: (1) data condensation, in which raw field data were selected,
simplified, and abstracted according to key themes such as social capital, rational choice, and
technology use; (2) data display, in which condensed information was organized into descriptive
narratives and matrices to clarify emerging patterns of adaptation strategy; and (3) conclusion drawing
and verification, in which preliminary interpretations formed throughout data collection were
continuously cross-checked against field data to ensure validity. To minimize bias, the study applied
source triangulation, member checking, and systematic reflective note-taking throughout the data
collection and analysis process.

Brief Profile of Plaza Ratahan Market

Plaza Ratahan Market is the first modern-concept traditional market established in Southeast
Minahasa Regency, North Sulawesi Province. The mega-project was initiated during the administration
of Regent James Sumendap, with total investment sourced from the Regional Revenue and Expenditure
Budget (APBD) reaching approximately IDR 30 billion. The three-story building was officially
inaugurated on 23 May 2017 by the Governor of North Sulawesi, coinciding with the 10th anniversary
of Southeast Minahasa Regency. Market management transitioned from direct technical control by the
Regional Office of Industry, Trade, Cooperatives, and Small and Medium Enterprises (2017-2020) to
full management by the Regional-Owned Enterprise, PD Pasar Kabupaten Minahasa Tenggara, from
February 2020 onward, with the aim of optimizing regional revenue and independent facility
maintenance. To adapt to market dynamics, the Plaza has since diversified its functions, adding a
children's play area and repurposing outdoor space as a culinary and night-market zone, in an effort to
strengthen its role as a hub of economic, social, and recreational activity for the Southeast Minahasa
community. Despite this modernization, occupancy remains uneven across floors: Floor 1 (26 kiosks),
dominated by high-demand staple-goods traders, remains relatively busy, while Floors 2 (36 kiosks) and
3 (10 kiosks) face persistent vacancy, prompting the local government's "free kiosk" policy offering
three months of rent-free occupancy with minimal administrative requirements to attract more traders to
the upper floors.

Impact of E-Commerce Development on Traditional Traders

Interviews with traders at Plaza Ratahan Market revealed that most informants were already
aware of e-commerce, having encountered it through smartphones, social media, television, and
repeated customer comparisons between market goods and products sold online. Traders understood e-
commerce as a trading system enabling transactions without a face-to-face meeting between buyer and
seller. As one informant explained, many people now shop through applications because it is easier and
can be done from home; another added that whereas people once came directly to the market to see
goods, many now search online first, with some completing the purchase there. These accounts show
that traders are keenly aware of shifting consumer behavior driven by digital technology, with ease of
access, greater product variety, and promotional offers drawing consumers toward online shopping, a
pattern consistent with evidence that personalization, trust-building mechanisms, and optimized user
experience are central drivers of the ongoing shift toward online purchasing (Hwang, 2024).

The most widely reported impact was intensified business competition: traders described how
buyers frequently compare in-store prices with online prices, forcing traders to adjust prices to remain
competitive, and how some customers leave without purchasing after checking prices online. This
reflects an increase in consumers' informational bargaining power, obtained more easily from multiple
sources regarding price, quality, and product variety, in turn requiring traditional traders to become
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more competitive in pricing and service quality a competitive pressure also documented among traders
in Medan's Hongkong Market, where price comparison with online platforms was likewise identified as
a central driver of adaptation (H. M. Nasution et al., 2024).

Traders also reported a decline in the number of customers visiting the market directly,
describing the market as noticeably quieter than in previous years, particularly among younger shoppers
who prefer mobile shopping. This decline in footfall was closely linked to falling revenue, especially for
goods readily available on e-commerce platforms such as clothing, accessories, household items, and
electronics several traders noted that stock which once sold quickly now takes considerably longer to
move, though they reported still being able to sustain their businesses despite lower sales volumes.
Beyond economic effects, the study found a marked decline in social interaction between traders and
customers. Where customers once visited the market simply to browse and converse, most now prefer to
order or purchase online, and while relationships with regular customers persist, they are described as
less close than before due to reduced face-to-face visits. This finding indicates that e-commerce
development affects not only economic activity but also the social relationships that have historically
defined the character of traditional markets.

Overall, the impact of e-commerce on Plaza Ratahan Market traders spans four interconnected
dimensions: intensified competition, changed consumer behavior, reduced customer numbers, decreased
trader income, and diminished social interaction. This constellation of impacts illustrates that traditional
traders face an increasingly complex set of challenges in sustaining their businesses amid the continued
growth of digital trade a pattern consistent with broader Indonesian evidence that e-commerce
disproportionately affects non-food traditional-market sectors such as clothing, electronics, and
household goods (H. M. Nasution et al., 2024; Purba et al., 2024).

Adaptation Strategies of Traditional Traders

Beyond experiencing the impacts described above, traders at Plaza Ratahan Market have
actively pursued several adaptation strategies to sustain their businesses. The most widely reported
strategy was improving service quality: traders described making deliberate efforts to be friendlier,
faster, and more responsive than before, viewing good service as an advantage that cannot be fully
replicated by online transactions. This reflects traders' recognition that emotional connection with
customers through friendliness, direct communication, and personalized service remains a central
strength of the traditional market in competing with e-commerce, consistent with findings that
interpersonal relationships between traders and customers are a key factor sustaining traditional-market
businesses, as similarly reported among Petisah Market clothing traders who identified friendly service
as an important source of competitive advantage over e-commerce and modern retail (A. S. P. Nasution
et al., 2024).

Maintaining product quality and availability was a second key strategy: traders emphasized
ensuring that goods sold were of good quality and readily available, on the understanding that
customers would return if the goods on offer met their needs and could be found without having to
search elsewhere. Product quality thus functions both as a customer-attraction factor and a loyalty-
retention strategy. A number of traders had also begun using digital technology, particularly social
media platforms such as WhatsApp and Facebook, to promote products sending photographs of new
stock to customers via WhatsApp or posting new arrivals on Facebook to attract attention. Although
still a relatively simple form of adaptation, this reflects an emerging, low-cost transformation process
aligning with evidence that traditional traders elsewhere are beginning to use social media as a
promotional channel precisely because it is perceived as easier to use than more complex marketplace
platforms, a pattern documented among Petisah Market traders who marketed goods through Shopee via
Instagram alongside conventional storefront sales (A. S. P. Nasution et al., 2024), and among traders at
the transformed Usus Tax Market who combined social media use with digital payment adoption to
remain competitive (Purba et al., 2024). In terms of Structuration Theory, these early steps toward
social media use indicate traders' growing effort to build capability in using digital technology to
support their businesses even as they remain constrained by the same structural conditions, consistent
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with structurational accounts of uneven technology adoption in developing-country contexts
(Bhowmick, 2016), even where that capability remains limited.

Traders also worked deliberately to sustain the social relationships and trust built with
customers over many years, an advantage rarely replicated by online transactions. Many longstanding
customers know traders personally and trust them more when purchasing directly, and being able to
physically examine and ask about goods was cited as a reason customers continue to visit. This
underscores the continuing importance of social capital expressed through trust, personal closeness, and
relational history in sustaining the viability of traditional trader businesses, and is consistent with
evidence that networks of trust and reciprocity constitute a distinct resource individuals can draw upon
in navigating economic challenges (Coleman, 1988; Eloire, 2018), and that such social capital
measurably enhances small-firm resilience and performance where formal competitive advantages are
limited (Cooke & Wills, 1999).

Finally, traders reported adjusting prices to remain competitive with online offerings,
sometimes offering discounts to regular customers to prevent them from shifting entirely to online
platforms, while acknowledging that they cannot always match online prices given differences in
business scale and distribution systems. Taken together, these five strategies improved service,
maintained product quality, social media promotion, sustained social relationships, and competitive
pricing demonstrate that traditional traders are not passive recipients of digital disruption but active
agents combining conventional strengths with incremental innovation, consistent with a Structuration
Theory perspective in which traders act simultaneously as agents shaped by, and reshaping, the e-
commerce system through hybrid trading practices (Bhowmick, 2016), and consistent with the broader
view that SME digital transformation is fundamentally a capability-building process rather than a single
technology adoption event (Li et al., 2018).

Obstacles to Adapting to Trade Digitalization

Despite these adaptation efforts, traders at Plaza Ratahan Market continue to face substantial
obstacles. The most frequently cited barrier was low digital technology proficiency: many traders,
particularly older traders, reported limited knowledge of how to sell through online applications,
marketplaces, or other digital platforms, viewing such technology as unfamiliar and difficult to master,
while acknowledging that younger traders tend to grasp it more quickly. This finding is consistent with
broader evidence identifying knowledge and skills gaps as the most significant barrier to digital
technology adoption among micro and small enterprises in developing regions (Diaz-Arancibia et al.,
2024; Loo et al., 2023), and with findings that structured, community-based digital literacy education is
often needed before MSME actors particularly women traders can translate digital tools into improved
marketing outcomes (Trisninawati & Sartika, 2024).

A second major obstacle was limited business capital. Several traders explained that developing
an online presence requires additional costs better devices, internet access, online promotion, and
improved packaging which are difficult to justify when available capital is already devoted to
purchasing merchandise for daily operations. This financial constraint leads many traders to continue
relying on conventional trading methods, echoing evidence that resource and financing constraints
remain a persistent barrier to MSME technology adoption more broadly (Loo et al., 2023). Limited
internet access and inadequate supporting devices constituted a third obstacle: some traders reported
unstable internet connectivity and a lack of suitable devices for running online sales applications,
reflecting broader digital-infrastructure gaps documented among small enterprises in developing regions
(Diaz-Arancibia et al., 2024), and consistent with evidence that rural banking-led digital literacy
initiatives in Indonesia have had to address similarly limited access to technology and adequate training
before rural MSMEs could adopt digital tools (Rujitoningtyas et al., 2025).

A fourth obstacle concerned low trust in online transaction systems: some traders remained
hesitant to sell online due to fears of fraud, transaction errors, or delivery problems, describing in-
person market transactions as safer because buyer and seller meet face-to-face. This finding aligns
closely with the broader e-commerce literature, which consistently identifies trust as a critical
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determinant of both consumer and seller willingness to engage in digital transactions, given the
heightened information asymmetry and uncertainty inherent to online exchanges compared with face-to-
face trade (Singh et al., 2024; Soleimani, 2022), and with evidence that consumer satisfaction with
online transactions is itself shaped by trust and perceived risk, factors that traders' own hesitancy
mirrors from the seller's side (Hipolito et al., 2025).

Finally, informants expressed a clear need for external support from government and market
management, particularly training and mentoring to help them understand digital technology use in
business. Traders expressed hope for structured training programs and assistance to help them keep pace
with technological change. These findings indicate that human-resource capacity building through
training on social media, marketplace platforms, digital marketing, and online transaction management
is essential to strengthening traders' skills and confidence in using technology to support their
businesses, and reinforce the view that digital resilience depends not only on individual willingness to
change but on the availability of resources, environmental support, and opportunities to acquire relevant
knowledge and skills, consistent with evidence that entrepreneurial competencies and organizational
resilience strategies mediate SMEs' ability to translate digital tools into sustained performance gains
(Sudirman et al., 2025; Anatan & Nur, 2023).

Overall, the obstacles identified low digital literacy, limited capital, restricted access to
technology, and low trust in online transactions demonstrate that successful adaptation to e-commerce
requires collaboration among traders, government, and market management to create an enabling
environment for digital transformation, including training, mentoring, improved technology access, and
trader-empowerment programs designed to help traditional traders remain competitive amid the rapid
growth of digital trade.

This study examined the impact of e-commerce development on traditional traders, their
adaptation strategies, and the obstacles they face at Plaza Ratahan Market, Southeast Minahasa
Regency. The findings show that e-commerce development has generated significant impacts, including
intensified business competition, changed consumer behavior, reduced customer numbers, declining
trader income, and weakened social interaction between traders and customers evidence that the
digitalization of trade has reshaped community trading patterns from conventional systems toward
increasingly digital-based ones. In response, traditional traders have pursued several adaptation
strategies to sustain their businesses, including improving service quality, maintaining product quality
and availability, using social media such as WhatsApp and Facebook for promotion, sustaining social
relationships and customer trust, and adjusting prices to remain competitive demonstrating that traders
are not merely affected by e-commerce development but are actively working to adjust to an
increasingly digital business environment. Nonetheless, the adaptation process continues to face
substantial obstacles, most notably low digital literacy, limited business capital, restricted access to
internet connectivity and technological devices, and low trust in online transactions, which together
prevent some traders from optimally leveraging digital technology to grow their businesses. Overall,
this study concludes that e-commerce development represents both a challenge and an opportunity for
traditional traders at Plaza Ratahan Market, and that traders' capacity to adapt to technological change is
a decisive factor in sustaining the existence and continuity of their businesses amid an increasingly
modern, digitally based trading environment. Based on these conclusions, traditional traders are
encouraged to continue strengthening their use of digital technology and social media for promotion
while preserving the service quality, product quality, and personal relationships that remain their core
competitive advantage; local government and market management are encouraged to expand training,
mentoring, and digital infrastructure support for traders; the community is encouraged to continue
supporting traditional markets as spaces of both economic activity and socially and culturally
meaningful interaction; and future research is encouraged to extend this inquiry to a broader range of
locations and commodity types, and to examine the longer-term effects of digitalization on the
sustainability of traditional trader businesses.
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