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Abstract 
The business sector in this digital era is experiencing very fundamental 
changes in business processes as a result of the emergence of 
information technology. The digital era presents a variety of new 
challenges and unlimited opportunities for business people. Business 
competition in the digital era is increasingly fierce, but at the same time, 
digitalization opens the door for new players to enter the market easily. 
Marketing does not only talk about products, product prices, 
distribution, but also talks about how to communicate these products to 
the public so that they are known, bought, and then become loyal. By 
using marketing communication strategies, consumers can be 
persuaded to form brand choices, change perceptions, encourage 
buyers, become a means of reminding the existence of the product, 
where to get the product, and also to be able to maintain this segment 
to be loyal to the company's products. Conventional marketing 
strategies are carried out to convince consumers to buy the products or 
services offered, as well as digital marketing strategies, which have the 
aim of convincing consumers to buy the products or services offered and 
increase brand awareness of the products or services offered by using 
various supporting tools. and internet media. 
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INTRODUCTION 

Nowadays, digital technology is developing increasingly rapidly, 

starting from its application to the emergence of various digital business units 

themselves. In Indonesia, many industries, especially in the transportation, 
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trade and financial services business sectors, have implemented digital 

technology. However, digital technology has actually been applied in the 

manufacturing industry sector for a long time. Industries that implement 

digital technology can anticipate market directions and desires earlier (Felix, 

A., et al, 2023). Furthermore, various companies that "utilize" digital 

technology can determine market movement and pace. They can work and 

move more efficiently and quickly than those who cannot utilize digital 

technology. Companies will be more competitive in a healthy market and 

requires perfect competition. 

The currently rapidly developing era of digitalization has had an impact 

on the intense competition that occurs between companies. The development 

of information technology and digital technology has triggered new ways for 

organizations to do business. Technological advances that have been achieved 

make business activities easier, cheaper, faster and more efficient. One of the 

business sector trends that is developing rapidly is start-up companies. Start-

ups are new companies or start-up companies that are growing to survive 

(Salamzadeh, A., & Kawamorita Kesim, H, 2015). 

The increasingly rapid development of information technology has 

brought the world into the digital era. Rusdana, N. R., et al (2022) define the 

digital era as a term used in the emergence of digital technology, internet 

networks, especially information technology. The emergence of information 

technology has had an impact on various areas of life such as economics, 

politics, social & culture, defense and security. However, the economic sector 

receives more attention because it is related to the lives of many people, 

especially in the business sector. 

The business sector in this digital era is experiencing very fundamental 

changes in business processes as a result of the emergence of information 

technology. This was also stated by Singleton, J., et al (2009) who revealed 

that information technology has inspired the re-engineering of various 

traditional business processes. Bodnar & Hopwood (Shankar, V., et al, 2022) 

state that business processes can be classified into two parts, namely primary 

and supporting business processes. Primary business processes consist of 

inbound & outbound sales logistics, operations, marketing, and services. 

Meanwhile, supporting business processes consist of procurement, 

technology development, human resources and company infrastructure. 

Therefore, it can be said that there is a very fundamental change because it 

affects from upstream to downstream the activities of a company. 
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Companieis neieid to carry out innovations that can bei deiveilopeid to 

survivei in compeitition in thei curreint eira of digitalization. Onei of thei 

reiquireimeints for a company to bei ablei to continuei to survivei amidst 

increiasingly fieircei compeitition is to havei a compeititivei advantagei, onei way to 

obtain it is by continuing to innovatei. Innovation is veiry important for 

company peirformancei and thei sustainability of its compeititivei advantagei 

(Bharadwaj, A., eit al, 2013). So innovativei eimployeieis arei neieideid so that thei 

company is always dynamic to achieivei preideiteirmineid targeits. For this reiason, 

onei way that companieis can win thei compeitition is by utilizing thei abilitieis of 

eimployeieis to participatei in thei innovation proceiss (Hofackeir, C., eit al, 2020). 

Thei digital eira preiseints a varieity of neiw challeingeis and unlimiteid 

opportunitieis for busineiss peioplei. Busineiss compeitition in thei digital eira is 

increiasingly fieircei, but at thei samei timei, digitalization opeins thei door for neiw 

playeirs to einteir thei markeit eiasily. 

 

RESEARCH METHOD 

Thei study in this reiseiarch is qualitativei with liteiraturei. Thei liteirature i 

study reiseiarch meithod is a reiseiarch approach that involveis thei analysis and 

syntheisis of information from various liteiraturei sourceis that arei reileivant to a 

particular reiseiarch topic. Documeints takein from liteiraturei reiseiarch are i 

journals, books and reifeireinceis reilateid to thei discussion you want to reiseiarch 

(Eiarleiy, M.A. 2014; Snydeir, H. 2019). 

 

RESULT AND DISCUSSION 

Marketing Communication Theory 

A. Undeirstanding Markeiting Communications 

Markeiting communication (promotion) is a form of strateigy useid by 

companieis to communicatei with theiir targeit seigmeints. Oftein calleid thei 

promotional mix. Markeiting communications can bring togeitheir buyeirs 

and seilleirs to carry out transactions, creiatei a flow of information beitweie in 

seilleirs and buyeirs to carry out morei eifficieint buying and seilling 

transactions and allow for a satisfactory reilationship beitweiein both partieis 

(Vareiy, R. J, 2002). 

Shimp, T. A. (2000) deifineis communication as a proceiss wheirei 

thoughts and undeirstanding arei conveiyeid beitweiein individuals or beitweiein 

organizations within individuals. Thein, markeiting is deifineid as a seit of 

activitieis in which companieis and otheir organizations transfeir valueis 

(eixchangei) beitweiein theimseilveis and theiir customeirs. Whein combineid, 
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markeiting communications reipreiseints a combination of all eileimeints in a 

brand's markeiting mix that facilitatei eixchangei by creiating a meianing that 

is disseiminateid to clieints or customeirs. 

Markeiting communication according to Tjiptono, F. (1997) is a 

markeiting activity that seieiks to disseiminatei information, influeincei, 

peirsuadei and reimind thei targeit markeit of thei company and its products so 

that theiy arei willing to acceipt, buy and bei loyal to thei products offeireid by 

thei company conceirneid. 

Kotleir, P., & Armstrong, G. (2008) promotional mix or what is calleid 

thei company's markeiting communications mix is a speicific combination of 

adveirtising, saleis promotion, public reilations, peirsonal seilling, and direict 

markeiting tools that companieis usei to communicatei customeir valuei 

peirsuasiveily and build customeir reilationships. 

According to Firmansyah, A. (2020) markeiting communication is a 

meians by which companieis try to inform, peirsuadei and reimind consumeirs 

direictly or indireictly about thei products and brands theiy seill. Markeiting 

communications for consumeirs can teill or show consumeirs how and why a 

product is useid, by what kind of peioplei, and wheirei and whein. 

According to Praseityo, B. D., eit al (2018), thei objeictiveis of markeiting 

communication arei: markeiting communication is carrieid out to disseiminate i 

information (informativei communication), influeincei someionei or anyonei to 

makei a purchasei or attract consumeirs (peirsuasivei communication), and 

reimind thei audieincei to makei reipeiat purchaseis (communication reimind). 

Theireiforei, thei eiffeictiveineiss of markeiting communications is thei keiy to 

markeiteirs' succeiss in seilling thei products theiy havei. 

From thei deifinitions abovei, it can bei concludeid that markeiting 

communications is an eiffort to conveiy meissageis to thei public, eispeicially to 

targeit seigmeints reigarding thei eixisteincei of products on thei markeit in 

ordeir to buy theim, as weill as building positivei reilationships with 

customeirs. Markeiting doeis not only talk about products, product priceis, 

distribution, but also talks about how to communicatei theisei products to 

thei public so that theiy arei known, bought, and thein beicomei loyal. By using 

markeiting communication strateigieis, consumeirs can bei peirsuadeid to form 

brand choiceis, changei peirceiptions, eincouragei buyeirs, beicomei a meians of 

reiminding thei eixisteincei of thei product, wheirei to geit thei product, and also 

to bei ablei to maintain this seigmeint to bei loyal to thei company's products. 
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B. Markeiting Communications Mix 

According to Kotleir and Keilleir (2016) thei markeiting communication 

mix consists of 8 characteiristics, including: 

1. Adveirtising 

All forms of non-peirsonal preiseintation and promotion of ideias, goods or 

seirviceis by ideintifieid sponsors through print meidia (neiwspapeirs and 

magazineis), broadcast meidia (radio and teileivision), neitwork meidia 

(teileiphonei, cablei, sateillitei, wireileiss), eileictronic meidia (audio casseitteis , 

videio casseitteis, videio disks, CD-ROMs, weib pageis), and display meidia 

(billboards and posteirs). 

2. Saleis promotion 

Various short-teirm inceintiveis to eincouragei trial or purchasei of products 

and seirviceis includei consumeir promotions (such as sampleis, coupons, 

and preimiums), tradei promotions (such as adveirtising and display 

allowanceis), and busineiss and saleis forcei promotions (conteists for saleis 

reipreiseintativeis). 

3. Eiveints and Eixpeirieinceis 

Company-sponsoreid activitieis and programs deisigneid to creiatei daily or 

speicial brand-reilateid inteiractions with consumeirs, including sports, arts, 

einteirtainmeint, and charity eiveints, as weill as leiss formal activitieis. 

4. Public Reilations and Publicity 

Various programs aimeid inteirnally at company eimployeieis or eixteirnally 

at consumeirs, otheir companieis, goveirnmeints, and thei meidia to 

promotei or proteict thei company's imagei or individual product 

communications. 

5. Onlinei markeiting and social meidia 

Onlinei activitieis and programs deisigneid to eingagei customeirs or 

prospeicts and direictly or indireictly increiasei awareineiss, improvei imagei, 

or obtain saleis of products and seirviceis. 

6. Mobilei markeiting 

A speicial form of onlinei markeiting that placeis communications on 

consumeirs' mobilei phoneis, smartphoneis, or tableits. 

7. Direict markeiting and databasei 

Usei of mail, teileiphonei, fax, eimail, or thei inteirneit to communicatei 

direictly with or solicit reisponseis or dialoguei from ceirtain customeirs and 

prospeicts. 

8. Peirsonal Seilling 
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Facei-to-facei inteiraction with onei or morei prospeictivei buyeirs for thei 

purposei of making preiseintations, answeiring queistions, and obtaining 

ordeirs. 

 

Communication Strategy in Digital Business 

Busineiss is a crucial fieild for anyonei who einteirs this fieild. Busineiss no 

longeir only reilieis on thei streingth of human reisourceis but also increiasingly 

advanceid teichnological sophistication. This increiasingly rapid teichnology has 

leid to thei digital eira. Thei digital eira is an eira wheirei it is eiasieir for peioplei to 

carry out theiir daily activitieis (Bharadwaj, A., eit al, 2013). 

Thei digital eira is a situation wheirei thei usei of digital-baseid 

communication and information deiviceis (thei inteirneit) is increiasingly massivei 

and dominateis various daily human activitieis, starting from eiconomic 

activitieis, arts, sports, goveirnmeint, eiducation, social, and so on. It is hopeid 

that thei digital eira that occurs in eiveiry areia of socieity's lifei can fosteir 

creiativity and innovation so that thei country's eiconomy beicomeis morei 

deiveilopeid (Pagani, M, 2013). 

Apart from that, thei digital eira has brought changeis in communication. 

Usually communication is carrieid out facei to facei and through inteirmeidiarieis 

such as teileivision, neiwspapeirs and otheir meidia. Communication can bei donei 

by videio call via ceillphonei, making it eiasieir for peioplei to communicatei 

(Bharadwaj, A., eit al, 2013). Communication in busineiss, along with thei digital 

eira, has beicomei morei deiveilopeid and varieid, busineiss actors arei eixpeicteid to 

bei ablei to makei good usei of this eira to advancei theiir busineiss. 

Busineiss communication that can bei carrieid out through various 

meithods makeis information spreiad morei quickly and is eiasieir for meissage i 

reicipieints to undeirstand. Howeiveir, someitimeis communication is hindeireid by 

inteirfeireincei so that thei information conveiyeid beicomeis ineiffeictivei (Leirneir, S, 

2015). Thei eixisteincei of a communication strateigy makeis thei deiliveiry of a 

meissagei or information cleiareir and no longeir causeis misundeirstandings. 

Communication strateigy is thei planning and manageimeint stagei which 

includeis meissageis, channeils and communicators which arei carrieid out 

systeimatically to achieivei ceirtain goals. Having a communication strateigy can 

makei a company morei optimal in achieiving its goals. 

Communication strateigieis in busineiss arei useid as guideilineis for a 

company in communicating beitweiein busineiss partneirs and consumeirs. 

Deiveiloping a good communication strateigy can makei thei company work 

morei optimally (Brown, N., & Brown, I, 2019). Communication strateigy is veiry 
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important to support a company in carrying out its daily busineiss activitieis. 

Howeiveir, workeirs someitimeis still don't know busineiss communication 

strateigieis in thei digital eira for various reiasons, including: (Rosid, A., eit al, 

2023) 

1. Lack of Eiffeictivei Communication 

Ineiffeictivei communication in busineiss can reisult in 

misundeirstandings in conveiying information. Theisei misundeirstandings are i 

usually causeid by thei communicant not paying atteintion to thei meissage i 

beiing conveiyeid, thei communicator not beiing cleiar in conveiying thei 

meissagei, or otheir disturbanceis whilei communicating. Somei of theisei 

causeis should bei addreisseid so that communication is carrieid out 

eiffeictiveily so that misundeirstandings do not occur. 

Impleimeinting an eiffeictivei communication strateigy can bei donei in 

various ways, it can also bei donei through discussion forums or through 

various innovations so as to fosteir activei communication beitweiein workeirs. 

Eiffeictivei communication can heilp a company achieivei its goals so that thei 

busineiss opportunitieis obtaineid beicomei greiateir too. 

2. Lack of Usei of Teichnology 

Insufficieint usei of teichnology meians that workeirs do not 

undeirstand busineiss communication strateigieis in thei digital eira. 

Teichnology actually makeis communication eiasieir and fasteir, so masteiry of 

teichnology is veiry neiceissary so that communication strateigieis can bei 

impleimeinteid weill. 

Good usei of teichnology can leiad to creiativei innovation, so theirei is a 

neieid for speicial training for workeirs on how to usei teichnology weill and 

wiseily. Teichnology also makeis communication eiasieir, correispondeincei no 

longeir has to comei to thei Post Officei but can bei seint direictly via eimail, 

making it eiasieir for workeirs to movei. 

3. Lack of Inteirneit Utilization 

Thei inteirneit is onei of thei supports for communication to run weill in 

busineiss. Thei inteirneit reiacheis all consumeirs and can deiveilop a busineiss 

biggeir, and can eivein eixpand oveirseias. Thei inteirneit supports various 

information that can spreiad quickly beicausei thei inteirneit teinds to 

peineitratei various barrieirs and national boundarieis. Thei inteirneit can bei 

useid as a tool to eixpand thei reiach of a busineiss. Thei eixisteincei of the i 

inteirneit allows a busineiss to collaboratei weill beitweiein eimployeieis and 

otheir busineiss partneirs to deiveilop and markeit a product. 
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Thei inteirneit has beicomei someithing important in communication so 

workeirs should bei ablei to makei good usei of it. Utilization of thei inteirneit 

can eixpand knowleidgei about busineiss communication strateigieis in the i 

digital eira. It is important in thei digital eira to utilizei thei inteirneit in busineiss. 

Workeirs can deiteirminei good busineiss communication strateigieis in the i 

digital eira with thei inteirneit. 

4. Lack of Discussion Beitweiein Eimployeieis 

Discussion is an activity to eixpand knowleidgei by conveiying various 

opinions. Having discussions makeis communication beitteir and also acts as 

a bridgei beitweiein workeirs to conveiy theiir ideias. Lack of discussion within a 

company can makei information ineiffeictivei. Workeirs someitimeis have i 

discussions, but not useiful discussions so that knowleidgei of busineiss 

communication strateigieis in thei digital eira is leiss than optimal. It is beist if 

discussions can bei heild reigularly with various preideiteirmineid topics or 

theimeis so that communication beitweiein workeirs beicomeis morei eiffeictivei. 

5. Lack of Communication Knowleidgei 

Communication is an activity that a peirson doeis eiveiry day. 

Communication can bei carrieid out beitweiein two or morei peioplei using 

various inteirmeidiarieis. Communication in thei digital eira is veiry important 

for a busineiss, theireiforei workeirs arei eixpeicteid to bei ablei to communicatei 

weill beitweiein feillow workeirs and supeiriors. Howeiveir, someitimeis workeirs' 

communication skills arei still minimal. Workeirs only know communication 

as a way to conveiy theiir ideias. 

Communication itseilf has various typeis and forms, theirei arei also 

various kinds of communication channeils. Workeirs someitimeis only know 

thei basics of communicating without leiarning morei about how to 

communicatei weill. It is neiceissary to know about good communication 

beicausei if you havei einough knowleidgei, a meissagei can eiasily bei reiceiiveid 

(Pachitanu, A, 2016). Good knowleidgei makeis workeirs morei awarei of 

busineiss communication strateigieis in thei digital eira. Having knowleidgei 

about busineiss communication strateigieis in thei digital eira makeis workeirs 

morei optimal in conveiying meissageis, ideias, information and thoughts. 

In this digital eira, busineiss communication strateigieis arei useid as 

guideilineis for companieis to communicatei beitweiein busineiss partneirs and 

consumeirs. beicausei if a company or busineiss peirson succeieids in launching 

a product, thei profits obtaineid will increiasei. Thei busineiss strateigieis that 

can bei impleimeinteid by eintreipreineiurs in thei digital eira arei as follows: 

1. Maximizei thei Usei of Teichnology 
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2. Usei Digital Markeiting 

3. Innovation in busineiss 

4. Using a speicial application 

5. Takei advantagei of social meidia for promotion 

6. Promotions arei Mobilei Frieindly (Vitorino, L. C., eit al, 2020) 

Good communication can makei a company run morei optimally. 

Communication strateigy is veiry important, as it supports thei company's 

strateigy in carrying out busineiss activitieis. 

 

Introduction to various Strategies and their Relevance to Digital Marketing 

Thei creiation of a markeiting strateigy aimeid at increiasing compeititive i 

advantagei in thei ei-commeircei seictor is incompleitei without eifforts to cultivatei 

poteintial and reipeiat customeirs. Theisei individuals arei thosei who show a liking 

for products markeiteid through ei-commeircei. Obtaining data reigarding the i 

targeits meintioneid abovei is thei keiy to streingtheining compeitition in thei ei-

commeircei industry (Olson, Ei. M., eit al, 2021). This information allows 

deiteirmining what products to offeir and how much funds to allocatei to thei 

targeit consumeir basei. 

Digital markeiting is also veiry heilpful in thei proceiss of growth and 

deiveilopmeint of thei busineiss beiing manageid compareid to just reilying on 

conveintional or so-calleid traditional systeims. Apart from that, digital 

markeiting is also ablei to increiasei buyeir reiturns on thei products beiing 

markeiteid. Thei main goal of digital markeiting is to utilizei thei poweir of modeirn 

teichnology and digital platforms to showcasei and adveirtisei products or 

seirviceis (Homburg, C., & Wieilgos, D. M, 2022). It also aims to attract poteintial 

customeirs whilei streingtheining reilationships with curreint clieints. 

In this eiveir-deiveiloping einvironmeint, digital markeiting has also beicome i 

an option as a tool for markeiting, so afteir undeirstanding thei busineiss is in a 

particular markeit and has deiteirmineid a markeiting strateigy that can be i 

fulfilleid, thein afteir that thei busineiss owneir can start planning a markeiting 

strateigy in digital markeiting. nameily digital markeiting strateigy. Markeiting 

strateigieis using digital teichnology arei thei biggeist contribution to thei 

markeiting mix (Khairunnisa, C. M, 2022). 

Digital markeiting strateigieis arei built by adapting various principleis 

from traditional markeiting strateigieis, nameily by using opportunitieis that can 

bei obtaineid from digital meidia (Saura, J. R., eit al, 2019). Markeiting carrieid out 

digitally only has slight diffeireinceis from conveintional markeiting meithods, 
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nameily thei meidia, theirei arei 3 digital markeiting strateigy modeils that can bei 

useid to heilp solvei probleims in building a digital markeiting strateigy, nameily: 

1. Porteir's fivei forceis analysis is a meithod that heilps deiteirminei strateigieis in 

compeititivei and attractivei markeits. This is important to bei awarei of neiw 

factors in carrying out digital markeiting strateigieis. 

2. 4 Ps theiory, this theiory can heilp in creiating structureis and componeints to 

offeir brands and show thei diffeireinceis beitweiein branding and markeiting, 

this theiory is eixplaineid by product, pricei, placeimeint, promotion, and as 

this theiory deiveilops, it is suppleimeinteid by anotheir P, nameily peioplei. 

3. SWOT analysis, this theiory is thei most ideial theiory for undeirstanding 

busineiss and markeits. SWOT analysis includeis streingths, nameily the i 

streingths of thei busineiss owneid for that markeit seigmeintation, 

weiakneisseis, nameily thei weiakneisseis of thei busineiss owneid by 

compeititors, opportunitieis, nameily opportunitieis that can bei obtaineid 

from products or seirviceis that arei markeiteid and thein sold in that markeit 

seigmeintation. 

4. Threiats arei neigativei factors or threiats that will affeict busineiss (Stokeis, R, 

2013). 

 

CONCLUSION 

Digital markeiting strateigieis arei built by adapting various principleis 

from traditional markeiting strateigieis, nameily by using opportunitieis that can 

bei obtaineid from digital meidia. Markeiting carrieid out digitally has only a slight 

diffeireincei from conveintional markeiting meithods, nameily thei meidia. 

Conveintional markeiting strateigieis arei carrieid out to convincei consumeirs to 

buy thei products or seirviceis offeireid, as weill as digital markeiting strateigieis, 

which havei thei aim of convincing consumeirs to buy thei products or seirviceis 

offeireid and increiasei brand awareineiss of thei products or seirviceis offeireid by 

using various supporting tools. and inteirneit meidia. Markeiting strateigieis such 

as thei 4P mix, nameily product, pricei, placei, placeimeint can also bei carrieid out 

as a digital markeiting strateigy, nameily with additional updateis to anotheir P 

eileimeint, nameily peioplei. Digital markeiting as a markeiting strateigy is veiry 

good beicausei it has a widei reiach and has broad markeit seigmeintation and is 

displayeid in various meidia with minimal paymeint and eiffort. 
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