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UU No 28 tahun 2014 tentang Hak Cipta

Fungsi dan sifat hak cipta Pasal 4
Hak Cipta sebagaimana dimaksud dalam Pasal 3 huruf a
merupakan hak eksklusif yang terdiri atas hak moral dan hak
ekonomi.

Pembatasan Pelindungan Pasal 26

Ketentuan sebagaimana dimaksud dalam Pasal 23, Pasal 24, dan
Pasal 25 tdak berlaku terhadap:

i. penggunaan kutipan singkat Ciptaan dan/atau produk Hak Terkait
untuk pelaporan peristiwa aktual vang ditujukan hanya untuk
keperluan penyediaan informasi aktual;

ii. Penggandaan Ciptaan dan/atau produk Hak Terkait hanya untuk
kepentingan penelitian ilmu pengetahuan;

iii. Penggandaan Ciptaan dan/atau produk Hak Terkait hanya untuk
keperluan pengajaran, kecuali pertunjukan dan Fonogram yang telah
dilakukan Pengumuman sebagai bahan ajar; dan

iv. penggunaan untuk kepentingan pendidikan dan pengembangan ilmu
pengetahuan yang memungkinkan suatu Ciptaan dan/atau produk
Hak Terkait dapat digunakan tanpa izin Pelaku Pertunjukan,
Produser Fonogram, atau Lembaga Penyiaran.

Sanksi Pelanggaran Pasal 113

1. Setiap Orang yang dengan tanpa hak melakukan pelanggaran hak

ekonomi sebagaimana dimaksud dalam Pasal 9 ayat (1) huruf i untuk

Penggunaan Secara Komersial dipidana dengan pidana penjara paling

lama 1 (satu) tahun dan/atau pidana denda paling banyak

Rp100.000.000 (seratus juta rupiah).

Setiap Orang vang dengan tanpa hak dan/atau ranpa izin Pencipta

atau pemegang Hak Cipta melakukan pelanggaran hak ekonomi

Pencipta sebagaimana dimaksud dalam Pasal 9 ayat (1) huruf ¢, huruf

d, huruf f, dan/atau huruf h untuk Penggunaan Secara Komersial

dipidana dengan pidana penjara paling lama 3 (tiga) tahun dan/atau

pidana denda paling banyak Rp500.000.000,00 (lima ratus juta
rupiah).
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FOREWORD

Thank you, we pray for the presence of Allah SWT, because of His grace
and grace this collaborative book can be published, it is hoped that it will
reach the readers. This book was written by a number of Lecturers and
Practitioners from various Institutions according to their expertise and from
various regions in Indonesia.

It is hoped that the publication of this book can make a positive
contribution to science and of course provide a different nuance from other
similar books and complement each other in each discussion, namely in terms
of the concepts contained so that it is easy to understand. The systematics of
the book entitled "Marketing Management Strategy In The Digital Era"
consists of 6 chapters which are explained in detail as follows:

Chapter 1 Technology In The Discruption Era

Chapter 2 Digital Economy

Chapter 3 Digital Business Platforms

Chapter 4 Digital Marketing Management Concepts
Chapter 5 Digital Marketing And E-Marketing

Chapter 6 Digital Marketing Opportunities And Challenges

Finally, we would like to thank all those who supported the preparation
and publication of this book. Hopefully this book can be useful for all readers.

Director of Tahta Media
Dr. Uswatun Khasanah, M.Pd.I., CPHCEP

Vi
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CHAPTER 1
TECHNOLOGY IN THE

DISCRUPTION ERA

Dr. Muhammad Rakib, S.Pd., M.Si.
Universitas Negeri Makassar




A. INTRODUCTION

It should be realized that the Industrial Revolution 4.0, with all the
technological sophistication it has brought, has changed the nature of
competitiveness in modern times. Many new industries have emerged
as a result of technology, and they have a significant impact on the
global economy. This change then caused disruption in various
industrial sectors. When a new innovation enters the market and has a
disruptive impact that is strong enough to change the pre-existing
market structure, that is when the disruption period begins.
Disruption periods are marked by profound shifts that affect newer
business structures and processes.

When information and digital technologies start to advance
quickly and reach a higher level, disruptive impacts start to become a
thing in Indonesia. For example, in business, one can find conflicts
between motorcycle taxis and online motorcycle taxis, conventional
taxis and online taxis, and various online marketplaces which have
sufficiently changed the buying and selling trend for some products
such as mobile phones, due to the emergence of new technology. The
impact of this disruptive era on numerous sectors, particularly the
business sector, cannot be understated.

A study conducted by the Harvard Business Review, shows that
the development of digital technology is an indicator of a new era of
disruption. The Disruption Era is a period of time in which changes
brought about by disturbances change the system and order of life in
society as a whole. Industry disruption has potential advantages and
disadvantages. On the one hand, this may be interesting and open up
new opportunities, but on the other hand it can also be a threat and
change the dynamics of existing competition.

The term "disruption" refers to a period of time marked by
significant inventions and changes that radically transform all
preexisting systems, orders, and environments into new ones. Due to
disruption, people still utilizing the old system or method cannot
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compete with those who have embraced the new system (technology).
This indicates that the reason for disruption is the quickening pace of
technology progress, which forces the need for new business
agreements or modifies market structures. In this article, a situation
referred to as disruptive a technology. Below is a detailed description
of more information.

B. DEFINITION OF DISCRUPTIVE TECHNOLOGY

Christensen coined the term "disruptive technology" or
"innovation," which refers to a new development as a result of
innovation that modifies the way, structure, and operations of business
and industry. Disruption is described as "change that renders earlier
products, services, and/or procedures ineffective" in the context of
technology and innovation. Hence, discontinuity is implied, meaning
that earlier technology and/or methods of operation are no longer
practical (Millar, Lockett and Ladd, 2018).

The first step is to define disruptive technology precisely.
According to this definition, it refers to "any improved or entirely new
technology that replaces and disrupts an existing technology, making
it obsolete. Hardware, software, networks, and combination
technologies are all affected by disruptive technology (Techopedia,
2019). Artificial intelligence, the Internet of Things, space colonization,
3D printing, medical innovations, high-speed transit, robotics,
blockchain, advanced virtual reality, and renewable energy are some
examples of disruptive technologies now used in the world (Cag,
2020). Big data, the Internet of Things (IoT), and artificial intelligence
(Al) are the only disruptive technologies that have been chosen for this
study because they are integrated technologies that are widely
employed by organizations worldwide and are thus pertinent to South
African SMEs (GetSmarter, 2019; Guedez, 2018).
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A. INTRODUCTION

The era of globalization and trade liberalization colored the new
millennium (21st century). In the context of globalization, the intensity
and scope of competition is very competitive and broad. Entering the
industrial revolution 4.0, digital technology is one of the main capital
needed by industry players to develop business lines. The presence of
industry 4.0 is proof that currently industrial development cannot be
separated from technological developments. The development of
information technology has had a significant impact on the Indonesian
economy. This development was able to create new highly dynamic
business models and economic actors, so as to be able to shift previous
traditional economic practices. This economic concept is known today
as the digital economy concept which continues to develop along with
advances in technology and communication. Gregory et al, (2015). The
digital economy was born and developed along with the increasingly
global use of information and communication technology.

Digitalization is the result of the evolution of technology, especially
information, which has changed almost all orders in business
(business) or the economy. Digital technology is growing rapidly all
over the world including Indonesia. These changes changed several
things and caused disruption. Disruption is the occurrence of very
basic or fundamental changes. Digitalization on a certain scale will
significantly increase work productivity. This is based on
telecommunication and information infrastructure, digital use by
consumers, as well as use for the business and government sectors
(Sayekti, 2018). The development of a digital-based economy starts
from the development of digital start-ups, e-commerce, fintech,
services (on-demand service) to logistics (Adiningsih, 2019). Global
developments that lead to the use of technology in all fields including
the economic sector must utilize digital technology in all aspects and
business activities. Indonesia is one of the countries that quickly adapts
to the digital economy.

Digital users such as the public, business actors and even
government agencies must have infrastructure. Literacy and talent as
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well as the mindset of digital culture. In this case, we must be able to
use all communication networks, applications that are used, and even
the big data that we have, to use them wisely, comply with the law,
and intelligently filter existing information (Aprilia et al, 2021). The
digital economy provides a breadth of business transactions that no
longer have to meet in person. This is an option during the Covid-19
pandemic. The digital economy is growing at this time. The Covid-19
pandemic has changed the mindset and behavior of people in
interacting economically and socially Fadillah and Fasa, (2021).

Digital marketing is used to acquire consumers, build consumer
preferences, promote brands, build consumer loyalty and increase
sales which can increase profits. Digital marketing can assist
consumers in getting information about products and transactions via
the internet and sellers can track and fulfill the needs and wants of
potential buyers regardless of time and geography.

B. DIGITAL TRANSFORMATION

Digital transformation is the evolution of business, where
marketing, sales and customer service departments will develop into a
connected digital work environment in an effort to increase
operational efficiency, high profits, increase customer loyalty and
satisfaction. (Barantum: 2019). Looking at market trends and the
results of technology analysis and adoption, there are several things
that stand out in digital transformation. Cloud-based systems, largely
led by the CRM industry, are rapidly subverting on-premises systems
or systems that use servers or other on-premises hardware/software.
Masfiatun, et al, (2023) Digital economic development can be a solution
to drive productive economic sectors. One of the transformations of the
digital economy is doing business based on e-commerce.

One of the important factors in driving economic growth is
developments in technological innovation. In the 1990s economic
changes began to be associated with the internet which became the
basis for digital economic growth. With the emergence of affordable
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A. INTRODUCTION

In this day and age, conducting business online is extremely vital,
and all business owners should educate themselves in this area.
Because a company that does not wish to transition into the digital age
will not be able to compete successfully against the continuous
advancement of technology and the intense competition from other
companies. Many large corporations have failed because they failed to
respond quickly enough to changes in the marketplace. Fortunately,
today's new business owners don't have to go through the same level
of stress, as the vast majority of enterprises who enter the market also
have an internet presence.

The platform definition is still quite broad or linguistic and has
shifted to emphasize the online space, for professional or personal use.
In the world of information technology, a platform refers to any piece
of hardware or software that serves as a host for an application or
service. For instance, the components that make up an application
platform are computer hardware, an operating system, and a collection
of coordinating programs that make use of the instruction set for a
specific processor or CPU. When shopping for software, it is essential
to have a solid understanding of the various platforms that the product
was developed.

Digital platforms are connected companies that make it possible
for at least two different groups to do business with each other (Mishra
& Tripathi, 2020b). Usually, one group is a supplier and the other is a
consumer. Digital tools, technologies, and gadgets can help business
leaders and frontrunners change the way they think about their
business to create better understandings for customers, employees,
and ecosystem partners and cut costs (Hein et al., 2019). (Nambisan et
al., 2019) says that when businesses try to take advantage of these
opportunities, they have to do two main things: build a digital
platform and build a new working model. The sketchy ecology of
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digital platforms is shown in Fig. 1 (Hein et al., 2019, Nambisan et al.,
2019).

As the term implies, a digital business is a business that uses digital
tools or is a firm that has been digitized. In a broad sense, digital
business is any business that uses technological sophistication to
manufacture or market a product. Product sales for digital enterprises
are typically conducted online through the use of digital media,
particularly the Internet. However, this company is not confined to
selling things; it can also sell services. It can be classified as a digital
business if it makes use of technical instruments.

According to Danuri (2019:119), digital technology is an
information technology that places a premium on tasks that may be
completed on a computer or digitally rather than through human
effort. According to Musnaini, Suherman, Wijoyo, and Indrawan
(2020), digital technology is defined as a type of technology that does
not require the use of physical labor or human labor. On the other
hand, it is typically an automatic operating system that utilizes a
computerized or computer-readable format for the system. Kraus et
al. (2021) say that digitalization and the innovation it drives are
changing companies, institutions, and society as a whole.
Digitalization, which puts the focus on organizations, is causing
disruptive changes within firms and their immediate business setting,
making the current business model obsolete faster (Wirtz et al., 2022).

Given how important technology is becoming and how it affects
businesses, firms need to find gaps and new ways to look into things.
(Kraus et al., 2022) to do this, the firm must use an updated strategy to
guide the data curation and analysis process and make sure it is done
in an objective way. The role of digitalization in business and
management is to find out what's new state the goal of the study,
describe how it was done, and then present the results, (Snyder, 2019).
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A. INTRODUCTION

The Fourth Industrial Revolution, also called Industry 4.0 (I4), has
created a platform for creativity in many fields that have never been
seen before. Almosta quarter of a century has passed since the Internet
and the World Wide Web were first used for profit. Big tech companies
that didn't exist twenty years ago, like Google, Facebook, Amazon,
Alibaba, eBay, and Uber, are now driving forces in the global economy.
Between 22% and 27% of all internet, sales are now conducted on
mobile devices (Cristiano, A., Gianluca, O. & Guido, P. (2023). The
need of developing a "digital relationship" with customers has recently
come to the forefront of corporate strategy (Kannan & Hongshuang,
2017). Smartphones, smart products, the Internet of Things (IoT),
artificial intelligence (Al), and deep learning are just a few examples of
digital technology and devices that promise to drastically improve
customers' lives in the not-too-distant future. Digital marketing is the
component of marketing that uses the Internet and online-based
digital technologies such as desktop computers, mobile phones, and
other digital media and platforms to promote products and services.
Digital marketing, also called "online marketing," is any kind of
marketing that uses digital channels to reach customers. It includes all
online marketing strategies used through digital means to reach
business and marketing goals.

(Bilgin, 2018) People think that marketing activities on social media
can directly improve their brand equity, which includes brand
awareness, brand image, and brand loyalty. Bilgin says that companies
can make new marketing patterns by doing things like making their
own brand profiles, running online customer service, spreading
information about their products, and making special deals in a way
that is easy, cheap, and long-lasting. This finding is reaffirmed by Seo
& Park (2018) that marketing activities on social media have a
significant impact on building brand equity, and positive brand equity
will increase e-WOM and consumer commitment.
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The marketing concept is a set of strategies that companies use to
figure out what their customers want and then figure out how to give
it to them. This leads to more sales, more profit, and beating out the
competition. Companies all over the world use the idea of marketing
now, but that wasn't always the case. According to this idea, an
organization needs to meet the needs and wants of its customers in
order to reach its goals. So, marketing is the process of getting people
and keeping in touch with them, as well as matching their needs and
wants with the services or products an organization offers. This makes
sure that the organization will make money.

One big benefit of online marketing over traditional marketing is
that we can collect and analyze data in real time. Digital marketing
teams can reach their business and marketing goals by making choices
based on data. Kruger & Steyn (2019) say that the benefits of decades
of investment and progress in information technology and
telecommunications are now being felt by modern society.
Technological advances and new uses in areas like industrial robots
(which could become personal robots in the future), artificial
intelligence, big data, 3D printing, the Internet of Things (IoT),
biotechnology, blockchain, and others have brought back the question
of how the development and use of new technologies may put people
out of work.

B. DEFINITION OF MARKETING AND DIGITAL MARKETING

MANAGEMENT

Promoting a business to sell goods is the same thing as marketing.
Businesses now promote on the radio, in commercials, in print, and on
the internet to get the word out about their company and its goods.
Market research is another part of the marketing definition. This is the
process of gathering information that can be used to market goods and
services more precisely. When deciding how to sell a product, a
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A. INTRODUCTION

Effective marketing strategies are vital to the success of a business,
especially when there are so many choices for goods and services being
offered online (market space) and offline (market place). Businesses
often use modern technology to advertise their products and services
with techniques like digital marketing and e-marketing. Chaffey and
Ellis-Chadwick (2012) stated that digital marketing is achieving
marketing objectives through applying digital media, data and technology.
Knowing the differences between these marketing strategies can help
us increase the chances of success for our businesses and marketing
strategies, as well as marketing tactics. In this chapter, we discuss the
growth of e-marketing and digital marketing, including the definition
of each strategy, key differences between them and examples of how
we can use them.

TRADITIONAL VS DIGITAL MARKETING

TRADITIONAL DIGITAL
Includes: Includes marking efforts anchored on electronic
devices such as:
*» Print Media (newspaper and magazine ads,
newsletters, brochures and other printed material) * Websites
* Broadcast media (such as TV and radio ads) * Social networking sites
+» Direct mail (including fliers, post cards, catalogues) |+ Content marketing
* Telemarketing * Banner ads
* Google ads
» Video marketing
* Proven techniques with high success rate » Cost-efficient methods of marketing
* Long-standing initiatives that the public already * Unprecedented audience reach
understands * Allows direct response from intended audience
« Metrics for measuring success

D:

EED
wes | 50
@ =

Figure 5.1: Traditional Vs. Digital Marketing
Source: digitalschoolofmarketing.co.za
Figure 5.1 explains that in the past traditional marketing system
was more dominant, but due to advancement of technology and the
development of Internet of Things (IOT) trading using digital
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marketing is boundary less and now becomes a lot easier, inevitably
more efficient in time and energy and which can be done remotely.

These are four similar terms: Digital marketing, Internet
marketing, Online marketing, Electronic-marketing (not to be
confused with email marketing). These are all broad terms that are
sometimes used relatively interchangeably. The question is why
should we have them all if they mean the same thing and may have
the same impact too? As it turns out, there are subtle nuances in some
of the phrases. Online marketing and internet marketing are similar
enough, but digital marketing and e-marketing are two really different
sectors of marketing. There is absolutely some overlap, but there are
some differences among them, too. We might wondering what those
differences are and how to use the terms correctly? This chapter will
address the differences between digital marketing and e-marketing so
we can comprehend the terms fully.

B. WHAT IS E-MARKETING?

E-marketing refers to electronic marketing techniques that aim to
engage with customers for better brand recognition and higher profits.
This technique typically uses platforms like social media or blogs that
allow for communication with their target audience rather than those
that are static (traditional marketing) and not targeted, like a billboard
next to a trans-Java toll road. Instead, marketers want to narrow their
audience using online analytics and interact with them more intensely
through social media, emails and blogs. Since e-marketing uses
technology to advertise, it is considered a subset of digital marketing
that focuses on the internet instead of all digital platforms.

E-marketing encompasses a variety of channels to reach a broad
audience, including websites, television, radio, mobile, short
messaging services (SMS), and social media. E-marketing presupposes
a broad audience, a democratic medium accessible to all. Transmission

Digital Marketing And E-Marketing | 81



REFERENCES

Chaffey, Dave., & Ellis-Chadwick, Fiona., 2012, Digital Marketing:
Strategy, Implementation and Practice, 6t Edition, Pearson,
New York.

https:/ /www.educba.com/emarketing-vs-digital-marketing/
retrieved on 1 May 2023.

https:/ /www.indeed.com/ career-advice/ career-
development/emarketing-vs-digital-marketing retrieved on 5

May 2023.

https:/ /www.simplilearn.com/ traditional-marketing-vs-digital-
marketing-article retrieved on 15 May 2023.

https:/ /www.statista.com/outlook/dmo/digital-
advertising/indonesia retrieved on 1 June 2023.

https:/ /www.wordstream.com/blog/ws/2022/04/19/digital-
marketing-statistics retrieved on 1 June 2023.

96 | Digital Marketing And E-Marketing


https://www.educba.com/emarketing-vs-digital-marketing/
https://www.indeed.com/career-advice/career-development/emarketing-vs-digital-marketing
https://www.indeed.com/career-advice/career-development/emarketing-vs-digital-marketing
https://www.simplilearn.com/traditional-marketing-vs-digital-marketing-article
https://www.simplilearn.com/traditional-marketing-vs-digital-marketing-article
https://www.statista.com/outlook/dmo/digital-advertising/indonesia
https://www.statista.com/outlook/dmo/digital-advertising/indonesia
https://www.wordstream.com/blog/ws/2022/04/19/digital-marketing-statistics
https://www.wordstream.com/blog/ws/2022/04/19/digital-marketing-statistics

AUTHOR PROFILE

| Dr. Adi Nurmahdi, MBA

Academician of Universitas Mercu Buana
(UMB) Jakarta, experienced practitioner
for management consulting, advisor and
trainer at private and state owned
enterprises for subjects of Organizational
Development, Feasibility Study, HRM &
Marketing. Former founder & CEO BMS
Consultindo, and currently founder &
CEO Elite Management Consulting, and
owner of Elite Café - Bekasi.

Previously had careers in bank and financial services industry.
Research & teaching interests include: strategic management,
marketing management, HRM, and economics. Graduated Doctoral in
Management and Business (DMB) Universitas Padjadajaran (2007),
obatained scholarship from a prominent national entrepreneur H.
Probosutedjo - Mercu Buana Group by funding study in the UK for 7
years (1985-1992) at: Lansdowne College - London for O and A-Levels,
University of East Anglia - Norwich for BA (Honours) in Economics,
and University of Stirling - UK for MBA in General Management.
Interests travelling, cooking and networking, living in Jatibening,
Bekasi, West Java, Indonesia.

Digital Marketing And E-Marketing | 97



CHAPTER 6
DIGITAL MARKETING
OPPORTUNITIES AND

CHALLENGES

H. Rukun Santoso, S.E., M.M., M.Si.
Universitas Islam Jakarta




A. INTRODUCTION

Marketing is a strategic process that involves identifying, reaching,
and fulfilling the needs and wants of consumers in a way that is
profitable for the company. The purpose of marketing is to create
added value for consumers, build strong relationships with them and
achieve profitable results for the company.

Marketing involves various aspects, including market research,
product development, pricing, distribution, and promotion. In the
current digital era, marketing also includes the previously mentioned
aspects of digital marketing.

Digital marketing refers to a marketing strategy that uses digital
platforms and online technologies to promote a product, service or
brand to its targeted audience. In the ever-evolving digital age, digital
marketing has become an essential component for many companies in
achieving their business goals.

Digital marketing involves using a variety of channels and
methods, including social media, search engines, websites, email,
online advertising, digital content and many more. The aim is to reach
the target audience effectively, build brand awareness, increase sales
and create stronger relationships between companies and consumers.
Some important aspects of digital marketing include:

1. Search Engine Optimization (SEO)

This involves techniques and strategies to improve the ranking of

a company's website in the organic search results of search engines

such as Google. The company can reach more potential visitors, by

having a higher ranking.
2. Online Advertisement

This involves paying to display the company's advertisement on

various online platforms, such as display advertisement, video

advertisement, and paid search advertisement. Companies can
target relevant audiences and implement more specific targeting
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strategies to increase the effectiveness of their advertising

campaigns.
3. Social Media

Social media has become a very popular platform for digital

marketing. Companies can use platforms such as Facebook,

Instagram, Twitter, and LinkedIn to interact with audiences, share

relevant content, promote products or services and build a

community of followers.
4. Digital Content

High-quality content has become very important in digital

marketing. This involves creating and distributing informative,

engaging, and relevant content, such as blog articles, info graphics,

videos, podcasts, and more. Good content can grab visitors'

attention, increase engagement and build trust with the audience
5. Digital Analytics

One of the main advantages of digital marketing is its ability to
collect data and analyze campaign performance in-depth. Using
digital analytics tools, companies can track and measure metrics
such as website traffic, conversions, user engagement, and
retention rates. This analysis helps companies understand the
effectiveness of their marketing strategies and make necessary
improvements.

Digital marketing continues to evolve along with technological
developments and changes in consumer behavior. Companies that
properly adopt digital marketing can take advantage of the
opportunities that exist to reach audiences more effectively, increase
their brand presence and achieve better business results.

B. DEVELOPMENT OF DIGITAL MARKETING
The development of digital marketing has experienced a rapid and
significant evolution in recent years. The development of digital
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