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Abstract:  

Digital marketing has become one of the most sought-after mediums by the general public and businesses 

today. This marketing method allows for an expanded market reach, faster communication, and ease in 

transaction processes. This research aims to investigate and describe the relationship between the level of 

creativity in a company's digital marketing strategy and its success in achieving marketing goals, such as 

increased website traffic, customer conversions, or product sales. This study adopts a qualitative approach, 

with data collected through interviews with respondents as the primary method. A literature review is also 

used to obtain theoretical or secondary data in this research. The literature review involves researching 

books, literature, and official documents relevant to the research topic. The research results indicate that 

creativity in digital marketing plays a crucial role in achieving marketing success. Entrepreneurs must 

possess entrepreneurial creativity that enables them to create or modify new ideas in running their 

businesses. The steps in digital marketing assist companies in promoting and marketing their products or 

services more effectively. Another advantage is the ability to convey information to consumers more 

rapidly and efficiently regarding geographical reach and communication methods. This research has 

significant implications for companies looking to enhance their digital marketing performance. Companies 

can develop more effective approaches to achieve their marketing objectives by understanding the 

importance of creativity in digital marketing strategies. Additionally, the results of this research can serve 

as a foundation for further studies in this field and contribute to a better understanding of the role of 

creativity in digital marketing success. 
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1. Introduction 

Digital marketing has peaked as the primary strategy for companies to succeed in an increasingly 

competitive and digital business environment [1,2]. Companies across various sectors are racing to leverage 

online platforms as effective marketing channels. Digital marketing encompasses various aspects, including 

social media, online advertising, web content, SEO (Search Engine Optimization), email marketing, digital 

analytics, and much more [3]. In an era where consumers are increasingly connected online, the factors 

influencing the success of digital marketing have become crucial to understand. Companies worldwide have 

transformed their interactions with customers and prospective clients. Digital marketing enables them to 

create more targeted campaigns, engage with audiences in real time, and measure their effectiveness more 

accurately. In their efforts to harness the full potential of digital marketing, companies invest significant 

resources in their marketing strategies. This includes meticulous campaign planning, high-quality content 

production, and advanced analytics tools to measure and analyze generated data. 

However, despite these significant efforts, not all companies achieve the same level of success in digital 

marketing. There is significant variation in outcomes among different companies. Some experience rapid 

growth in website traffic, customer conversions, and product sales, while others may face challenges and 

uncertainties in achieving their goals. These differences raise critical questions about what influences 
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variations in the success rates of digital marketing. In a competitive digital marketing environment, 

companies must compete to capture the attention of increasingly connected consumers online [4,5]. To 

achieve their marketing goals, they must create compelling messages, relevant content, and captivating user 

experiences. In this regard, creativity plays a vital role. 

Creativity is generating fresh ideas, unique campaigns, and engaging content. Creativity can mean the 

difference between forgettable ads and viral campaigns in digital marketing. The ability to think outside the 

box, create entertaining or inspirational content, and deliver messages in unconventional ways can make 

companies stand out amidst fierce competition [6]. Although there is recognition of the importance of 

creativity in digital marketing, there has not been much in-depth research on how creativity can concretely 

impact success in digital marketing.  

However, there is still a gap in understanding how creativity contributes to success in the digital marketing 

context. In other words, we have not fully comprehended how creative ideas, innovative content, and unique 

approaches can influence outcomes in the digital marketing environment. This gap in knowledge needs to be 

addressed to gain a more holistic understanding of the factors that affect success in digital marketing. 

This research is essential because it has the potential to provide a deeper understanding of the role of 

creativity in the context of digital marketing. By understanding the impact of creativity on digital marketing 

success, companies can allocate their resources more efficiently and design more effective marketing 

strategies. This research also has significant practical implications, as it can help companies identify areas 

where they need to enhance their creativity to achieve their marketing goals. 

In an ever-evolving digital era, this research can also provide valuable guidance to digital marketing 

practitioners in optimizing their efforts. By understanding how creativity can influence success in digital 

marketing, practitioners can develop more innovative strategies, design more engaging campaigns, and 

maximize the potential of online platforms. This research aims to investigate and describe the relationship 

between the level of creativity in a company's digital marketing strategy and its success in achieving 

marketing goals, such as increased website traffic, customer conversions, or product sales. This research will 

answer whether creativity manifested in digital marketing campaigns can be a critical factor in achieving 

success. 

 

2. Literature Review 

3.3 Creativity 

Weisberg (2006) highlights that creative thinking involves a cognitive process that fosters innovation, 

paralleling the mental activities used in daily life [7]. Such thinking is integral to the development of new, 

innovative products. In this context, a person exhibiting creativity is essentially an innovator. Expanding on 

this notion, [8] views creativity as a complex interplay where an individual communicates novel concepts 

derived from a mental ideation process. This process is often aimed at fulfilling specific needs and is 

influenced by environmental factors. Perkins (1988) provides a more nuanced understanding, describing 

creative thinking as revisiting, questioning, and reinterpreting existing ideas, which are then reassembled in 

novel ways [9]. The outcome of this process is original and relevant creations. Scarborough and Zimmerer 

(2000) define creativity as the capacity to develop new ideas, devise innovative solutions to problems, and 

identify and exploit opportunities [10]. Munandar (2009) adds that creativity involves forming new 

combinations using existing data, information, or elements [11]. These combinations, rooted in one's 

experiences and knowledge, create new creations. Creativity is categorized into two types: verbal and 

figural. Verbal creativity pertains to generating new combinations from available data, information, or 

elements, especially in problem-solving situations, and expressing these verbally. Figural creativity, in 

contrast, is about producing new ideas or concepts through visual representations like drawings. Creativity is 

defined as the ability of an individual to generate and evolve new ideas or concepts, with the ultimate goal of 

achieving specific objectives. This involves both the creation of entirely new concepts and the innovative 

rearrangement of existing knowledge and experiences. 

Three aspects put forward by [7] in creative thinking are input in the form of stimuli, process, ordinary 

thinking, and outcome, a creative product. Creative thinking using ordinary thinking means a complex 

activity involving various components. Characteristics of ordinary thinking include: (a) Human thoughts are 

interconnected and structured; (b). Human thoughts show continuity with the past, involving past 
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experiences; (c). Thinking involves bottom-up and top-down processes, emphasizing top-down processes 

because knowledge heavily influences human thought; (d). Human thought is sensitive to events or 

environmental conditions, as external events can provide information that can change patterns of thought and 

action. The outcome, in the form of a creative product, has several aspects: (a). The creative product is 

subjectively new. Its novelty is seen in something that has never been created or known by someone, even if 

the product already existed (unknown to that person); (b). The creative product is intentional. If the product 

is created unintentionally, it cannot be called a creative product. Intention occurs when someone thoroughly 

thinks about producing a product; (c). The creative product has value. 

According to [12], a creative product needs to have three aspects: (a). Fluency is the capacity of a person to 

produce many ideas given in a time frame relevant to the situation; (b). Flexibility is a person's flexibility in 

thinking, for example, creating many categories for the ideas already generated or thinking to find solutions 

in creating new ideas; (c). Originality is the uniqueness of an individual's ideas, differing from others. [11] 

outlined characteristics that must be present in a creative product: (a). Fluency refers to the number of ideas, 

concepts, or alternatives in solving problems, reflecting a person's understanding; (b). Flexibility refers to the 

production of ideas showing various possibilities and involving the ability to view various things from 

different perspectives and use different strategies or approaches; (c). Elaboration refers to enhancing an idea 

by making it more detailed, where additional details increase interest and understanding of the topic; (d). 

Originality refers to the production of unusual or unique ideas, also involving presenting information in a 

new way. Based on these aspects, the author concludes that creativity has four main aspects: Fluency, 

Flexibility, Elaboration, and Originality. 

 

3.4 Entrepreneurial Creativity 

The concept of entrepreneurial creativity has garnered scholarly attention, with several perspectives 

contributing to its definition and significance. Entrepreneurial creativity can be characterized as the capacity 

of entrepreneurs to amalgamate diverse elements to conceive novel products or services [13]. According to 

Baron (2000), entrepreneurs are inherently creators, whether it involves generating new ideas or crafting 

fresh opportunities for marketable products or services [14]. Fillis and Rentschler (2010) emphasize that 

creativity equips entrepreneurs with the means to exploit opportunities, thereby gaining a competitive edge 

for their businesses. In this context, creativity catalyzes capitalizing on market gaps and emerging as a 

frontrunner [15]. 

Furthermore, as delineated by Sarasvathy (2009), creativity is a cognitive process centered on uncovering 

new patterns or combinations of familiar ideas, routines, or mental models. This process not only fosters the 

emergence of entrepreneurship but also underscores the role of creative thinking in identifying and seizing 

opportunities. Kirzner (1999) defines entrepreneurial creativity as the psychological ability of an individual 

to discern valuable opportunities amidst uncertainty and translate them into prospective market ventures that 

yield entrepreneurial profit [16]. This definition underscores the connection between creativity and the 

ability to recognize and act on opportunities in dynamic market environments. 

Entrepreneurial creativity, as characterized by Della Corte, Aria, and Del Gaudio (2017), encompasses 

creating and capturing opportunities and recombining or innovatively utilizing a company's resources in 

novel and distinct ways [17]. This perspective highlights the versatility of entrepreneurial creativity in 

shaping the strategic direction of a business. Entrepreneurial creativity embodies the ability to conceive, 

modify, and combine existing elements to foster innovation and capitalize on emerging opportunities in the 

entrepreneurial landscape [18]. This multifaceted construct underscores the integral role of creativity in the 

entrepreneurial journey, from idea generation to market realization. 

 

3.5 Digital Marketing 

Digital marketing is pivotal in facilitating a company's efforts to promote and market its products or services 

[19]. It offers a range of advantages, including the potential to tap into previously inaccessible markets due 

to constraints related to time, communication methods, or geographical distances. According to [20], the 

process of designing an effective e-marketing strategy involves seven stages: 

 Situation Analysis: This initial phase involves conducting a comprehensive SWOT analysis to 

systematically identify various factors that influence the company's strategies. It maximizes strengths 
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and opportunities while aligning with the company's missions, objectives, strategies, and policies. 

SWOT analysis evaluates internal factors (Strengths and Weaknesses) alongside external factors 

(Opportunities and Threats) in the business environment. 

 Market Opportunity Analysis: This step provides a structured methodology for evaluating and analyzing 

market opportunities. It includes identifying unmet customer needs, specifying the target customer 

segments, assessing competitive advantages, evaluating the company's resources to create value 

propositions, gauging market readiness for technology adoption, defining specific opportunities, and 

assessing the attractiveness of these opportunities to customers. 

 E-marketing Planning Strategies: This encompasses vital strategies such as segmentation, targeting, 

differentiation, and positioning. These strategies are pivotal in shaping the company's position in the 

digital marketplace. 

 Objectives in E-marketing: Objectives in e-marketing are defined in tasks, quantifiable metrics, and 

timeframes. These objectives encompass a wide array of goals, including increasing market share, 

enhancing user engagement (e.g., comments on blogs or websites), boosting sales revenue, cost 

reduction (e.g., distribution or promotion costs), achieving brand-related objectives, expanding customer 

databases, fulfilling Customer Relationship Management (CRM) goals (e.g., improving customer 

satisfaction, purchase frequency, or referral rates), and optimizing supply chain management (e.g., 

enhancing coordination with members, adding partners, or optimizing inventory levels). 

 E-marketing Strategy: This phase involves the development of strategies related to the 4Ps of marketing 

(Product, Price, Place, and Promotion) and emphasizes relationship management to achieve the plan's 

objectives. It entails making informed decisions regarding the product or service offering, pricing 

strategies, distribution channels, and promotional efforts in the digital landscape. 

 

A company's strategic planning encompasses formulating effective and innovative strategies to attain its 

objectives. Marketers play a pivotal role in this process by selecting an appropriate marketing mix, often 

called the 4Ps (Product, Price, Place, Promotion), along with various management and supplemental 

strategies. These choices are then integrated into a detailed implementation plan. Additionally, the company 

ensures the establishment of an appropriate marketing organization structure, which includes staffing, 

departmental arrangements, application service providers, and external partners, to facilitate effective 

implementation. 

The advent of the internet has significantly altered the traditional dynamics of market exchanges, 

transitioning from a direct, face-to-face marketplace to a virtual, screen-to-face market space. This shift 

introduces a technological interface as the primary medium of exchange, changing the nature of customer 

interactions and relationships. In this digital transformation, the design of user interfaces, particularly for 

websites, becomes critically important. [21], outlined several critical elements in website design. These 

include: 

 Context: This pertains to the website's aesthetic appeal and functional utility. 

 Content: Content encompasses all forms of digital media on the site, such as audio, video, images, and 

text. 

 Community: This aspect refers to the relationships and interactions among website visitors or 

customers, often forged over shared interests or activities. 

 Customization involves the website's ability to adapt and personalize its features based on user 

preferences. 

 Communication: This includes various interactions between the company and its customers, categorized 

into Broadcast, Interactive, and Hybrid Dimensions. 

 Connection: The website can facilitate seamless navigation between web pages or external sites, often 

via clickable text, images, or other interface elements. 

 Commerce: This feature encompasses the various aspects of online transactions, including registration, 

shopping cart management, security protocols, credit card processing, one-click shopping, affiliate 

ordering, product configuration technology, order tracking, and delivery options. 
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In strategic marketing planning, the crux lies in determining the anticipated investment outcomes. During the 

execution of such plans, marketers must keep a close eye on revenues and expenses to gauge the 

effectiveness of their strategies. The internet is a critical instrument in monitoring, providing detailed records 

of user interactions through clickstream data. For a well-rounded financial perspective, it is imperative to 

undertake calculations encompassing projected revenues, assessment of non-tangible advantages, potential 

cost reductions, and expenditures related to electronic marketing. These calculations are essential for 

formulating a budget that is accountable and reflective of the plan's financial scope. The efficacy of an 

electronic marketing strategy hinges significantly on ongoing assessment. This continual evaluation aligns 

with the plan's objectives, enabling timely adjustments and refinements. Such evaluations are not static but 

evolve in response to the dynamic nature of digital marketing and its outcomes. 

 

More and more business actors are utilizing social media as a marketing medium. Both newly established 

and developed businesses complement conventional marketing media with social media. According to [22], 

the benefits of using social media in business activities include: 

 Easy to learn information about customers. Through social media, detailed information about who the 

customers are, the language used, age range, and gender can be easily obtained. This information can aid 

the branding and promotion process to the right target consumers. With the right target consumers, it is 

expected to provide more benefits from the investment made. 

 Influential in determining target audiences. For instance, features like location or hashtags (#) on 

Instagram can make determining location easier. 

 It is easy to find new consumers and expand the target market. Social media, such as Instagram, helps 

small businesses find and seek potential consumers. To find consumers near the business location. In 

that case, searches based on the nearest location can be done with Instagram. The location feature can 

also find potential consumers near the business location. Then, hashtags (#) related to the business being 

run can be utilized to find consumers. Follow/like/comment on consumer posts to let them know about 

the marketed product/brand. 

 It is easy to receive feedback from consumers. For example, with a fan page on Facebook, consumers 

can directly give suggestions/critiques/questions in the comment column or send messages about 

products/services. The response given by consumers can be used as material for innovation/ 

improvement of products/services. 

 Developing the target market and always being able to follow competitors' steps. Social media can 

obtain important information from competitors, which can then be used to enhance marketing strategies. 

This way, it is possible to analyze techniques used by competitors and do better than what they are 

doing. It can also be used to see competitors' strengths and weaknesses. To do this, find competitors or 

predecessors in the same business industry and observe their techniques. Also, see who the competitors' 

followers are and pay attention to what they post and what they like. Thus, it can be used to develop 

content relevant to the target audience. 

 Increase website visitors and search engine ranking. One of the most significant advantages of social 

media for a business is increasing the number of website visitors. However, not only visits can be 

gained. If they find helpful information on the website, they will share it on social media. Although not 

significant, social media also provides positive signals to search engines, thus improving website 

ranking. 

 Information can be delivered faster. Just click the 'share' button on each social media used. Information 

will be conveyed in real time. The information posted on social media will immediately appear on 

followers' timelines, thus directly generating traffic to the website and even sales. This will undoubtedly 

be more effective if the social media account has sufficient followers. Even if not, it is still possible to 

consider using influencer services. 

 They are helping consumers to reach more easily. Social media can reach anyone who uses it, whether 

they are potential consumers or other businesses that also need a product/service. Smartphone users are 

increasing along with access to social media for a simple reason: it is more practical. Similarly, when 

searching for products/services, consumers always try to find information about a brand on social media. 

This is usually done before buying or using a product/service. Consumers do this to discover the brand's 
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reputation on social media, such as how many followers there are, what other consumers' comments are 

like, and information about the latest products. 

 They were bringing closer to consumers. Social media is a suitable medium for creating relationships 

with consumers. For example, social media helps travel agency businesses communicate with tourists. 

Relationships with consumers are built before, during, and after consumers use their services. 'Before' is 

when prospective tourists research tourist locations/services on social media. 'During' is when tourists 

are at the tourist location, and 'after' is when tourists have finished touring and posted their content 

during the vacation. Such communication is possible through social media today compared to 

conventional marketing. 

 Increase brand awareness and promotions with minimal cost. With minimal cost, social media helps a 

business increase brand awareness at almost no cost. The cost that is needed for this is time. Building a 

brand with social media at least requires effort, process, and not a short time. This is because it requires 

exciting and quality content. 

 

3. Research Method 

3.1 Research Approach 

This study adopts a phenomenological approach, a research paradigm used to respond to the challenges of 

gaining an in-depth understanding of social and human phenomena. The focus is on a profound 

understanding and explanation of phenomena related to online business practitioners in Makassar City. The 

applied approach is qualitative descriptive, allowing the researcher to delve into the qualitative aspects of 

these phenomena. Phenomenology is a crucial tool in comprehending the subjective world of humans [23]. 

This approach is highly suitable for this research because online business practitioners have unique and 

diverse experiences in running their businesses. In alignment with the phenomenological approach, this 

research aims to uncover essential aspects related to online business practitioners in Makassar City. The 

primary focus will be a deep understanding of how they operate their businesses, their challenges, and their 

expectations in online business. Thus, the qualitative descriptive method provides an appropriate framework 

for detailing and explaining this phenomenon through rich descriptive data collection. In this regard, the 

research adheres to descriptive principles, enabling the meticulous documentation and description of online 

business practitioners' subjective experiences and perspectives in Makassar City. 

 

3.2 Research Participants 

In this research process, we have involved three informants, each an online business practitioner in Makassar 

City. The informant selection process began with an initial survey to identify various types of online 

businesses in Makassar City. We carefully sought diverse business fields encompassing a broad spectrum, 

including e-commerce, online booking services, digital marketing, and more. After completing this 

identification, we conducted the informant selection process with careful consideration of various factors. 

Factors considered in the informant selection process included the type of businesses they manage, their 

backgrounds, their experiences, and the diversity in the products and services offered. The selection of three 

different informants is based on the principle that each informant can bring a unique and valuable insight 

into the phenomenon of online business in Makassar City. Involving informants from diverse backgrounds 

will allow this research to gain a more comprehensive and in-depth understanding of the researched 

phenomenon. Different experiences and perspectives from each informant will provide valuable diversity 

and depth in the data analysis process, enriching our understanding of online businesses in this region. 

 

3.3 Data Collection 

In the context of this research, the data collection method we employed was the interview technique. 

Interviews are a highly relevant and robust approach in phenomenological research because they allow the 

researcher to deeply immerse themselves in and understand individual experiences and views on the 

researched topic. This technique's importance is ensuring that the generated data contains the depth and 

complexity appropriate for the phenomenological approach. The interview process will be conducted with a 

high level of precision. We will design detailed and relevant questions that focus on the research topic. 

These questions will explore the informants' understanding of their experiences operating online businesses 
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in Makassar City. 

Furthermore, during the interview process, we will ensure that interactions with informants occur naturally 

and openly. This is essential to create an environment where informants feel comfortable speaking honestly 

and openly about their experiences and perspectives. The interview technique in this research will include 

the use of probing techniques. This technique allows the researcher to delve deeper into specific topics 

requiring clarification or further development. In this way, we will ensure that the data we collect is truly in-

depth and focused on the relevant aspects of the online business phenomenon in Makassar City. 

 

3.4 Data Reduction 

After successfully collecting interview data, the next crucial step in this research is data reduction. Data 

reduction is essential in phenomenological research to produce a focused, relevant, and in-depth dataset. The 

data reduction process will begin by identifying the most relevant and significant statements in line with our 

research topic, namely, the experiences of online business practitioners in Makassar City. We will carefully 

analyze all interview transcripts, highlighting statements that contain in-depth understanding, unique 

perspectives, and information directly related to the researched phenomenon. The importance of data 

reduction is to ensure that the analyzed data not only possesses depth but also high relevance. We will focus 

on the critical questions designed beforehand to explore the research topic, and statements that answer these 

questions will be emphasized in the reduction process. Furthermore, the reduced data will be organized and 

cataloged meticulously. We will classify statements based on themes that naturally emerge from the data, 

allowing us to present the data in a more structured and interpretable format. 

 

4. Result and Discussion 

Digital marketing has become an integral part of modern business strategy. Understanding and implementing 

digital marketing is a precious skill in an era where the internet has become the center of everyday life. 

However, it is essential to recognize that proficiency in using the internet is not the only aspect required for 

successful digital marketing. In this discussion, we will delve deeply into various aspects of digital 

marketing, ranging from creativity in content creation to social media as an effective tool for reaching target 

audiences and how consumer feedback can influence marketing strategies. Furthermore, we will explore 

target market development, the importance of having a website, the speed of information delivery, and how 

social media enables closer consumer interaction. Finally, we will discuss how digital marketing can help 

build brand awareness and promotion at minimal costs. 

Digital marketing encompasses many strategies and techniques designed to promote products or services 

through digital channels. One pivotal aspect of digital marketing is creating compelling and engaging 

content. Content creation within digital marketing is a multifaceted process that demands a delicate balance 

of creativity, relevance, and value to the target audience. High-quality content holds the potential to capture 

and maintain the attention of potential customers, eventually leading to valuable conversions. 

 

4.1 Digital Marketing Creativity 

To delve deeper into the significance of content creation in digital marketing, it is crucial to examine the role 

of content as the backbone of a successful digital marketing strategy. Content serves as the means through 

which businesses communicate their brand identity, convey their value proposition, and engage with their 

audience. It can take various forms, including blog posts, articles, videos, infographics, and social media 

posts. Each piece of content serves a specific purpose within the overall marketing strategy. 

Creativity is the driving force behind creating content that stands out in the digital landscape. It involves 

thinking outside the box, coming up with unique ideas, and presenting information in an engaging and 

visually appealing manner. Creative content grabs the audience's attention and fosters a deeper connection 

with the brand. In digital marketing, creativity in content creation is akin to the spark that ignites a brand's 

presence. As Susan Gunelius, a renowned marketing expert, notes in her book 'Content Marketing for 

Dummies,' creativity sets memorable content apart from the mundane, making it a critical element in 

establishing brand identity [24]. Content must be tailored to the needs and interests of the target audience. 

Understanding the audience's demographics, preferences, and pain points is essential in creating content that 
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resonates with them. Relevance ensures that the content addresses specific customer concerns and provides 

solutions or information they seek. In their book 'Digital Marketing: Strategy, Implementation and Practice,' 

authors Dave Chaffey and Fiona Ellis-Chadwick emphasize the importance of audience-centric content. 

They assert that understanding the 'digital persona' of the audience is fundamental to creating content that 

genuinely connects and drives engagement [25]. 

Content should provide genuine value to the audience. Whether educational, entertaining, informative, or 

inspiring, content must leave the audience with something valuable. Valuable content establishes trust, 

positions the brand as an authority in its niche, and encourages repeat visits and engagement. In 'Epic 

Content Marketing,' Joe Pulizzi underscores the value-driven approach to content creation. He suggests that 

content should be so valuable that people would be willing to pay. This approach attracts an audience and 

fosters long-term loyalty [26]. High-quality content is pivotal in the customer journey, from creating 

awareness and consideration to driving conversion and advocacy. Therefore, businesses must invest time and 

resources in crafting content that aligns with their digital marketing objectives. 

 

4.2 Digital Promotional Content 

Indeed, leveraging social media platforms is a pivotal component of digital marketing in today's 

interconnected world. Popular platforms such as Facebook, Twitter, Instagram, and LinkedIn offer 

businesses a unique opportunity to establish a more personal and interactive connection with their audience. 

Effective social media marketing transcends merely posting regular updates; it entails active engagement 

with followers, prompt responses to comments, and data analysis to fine-tune strategies for optimal results. 

Customers. This personalized interaction goes beyond traditional advertising, fostering a sense of 

community and trust. By promptly responding to comments, messages, and inquiries, brands demonstrate 

their commitment to customer satisfaction. In 'Jab, Jab, Jab, Right Hook,' Gary Vaynerchuk emphasizes the 

importance of personal engagement on social media. He suggests that businesses should focus on 'jabbing' 

(providing value) before delivering the 'right hook' (asking for a sale), making meaningful interactions a 

cornerstone of social media marketing [27]. 

Social media marketing thrives on delivering relevant and valuable content to the target audience. 

Understanding the preferences and interests of followers is crucial in tailoring content that resonates. 

Businesses can cultivate a loyal and engaged following by sharing content that addresses their needs or 

concerns. In their research article, 'Social Media Marketing: A Paradigm Shift in Business,' Mangold and 

Faulds highlight the significance of relevant content in social media marketing. They argue that content 

should align with the audience's interests to maximize engagement [28]. Social media platforms provide a 

wealth of data and analytics tools that enable businesses to measure the effectiveness of their campaigns. 

Analyzing metrics such as engagement rates, click-through rates, and conversion rates allows marketers to 

refine their strategies. Data-driven optimization ensures that resources are allocated efficiently to activities 

that yield the best results. In 'Social Media Marketing All-in-One for Dummies,' Jan Zimmerman and 

Deborah Ng stress the importance of leveraging analytics to drive social media marketing decisions. They 

recommend using data to identify which content resonates most with the audience and adjusting strategies 

accordingly [29]. 

Effective social media marketing extends beyond broadcasting messages to actively participating in 

conversations, addressing customer concerns, and adapting strategies based on data-driven insights. It is an 

ongoing process that requires a deep understanding of the target audience and a commitment to delivering 

value through engaging content and interactions. Social media platforms provide businesses with a dynamic 

and interactive space to connect with their audience. Effective social media marketing entails personalized 

interactions, content relevance, and data-driven optimization. By embracing these principles, businesses can 

harness the power of social media to build brand loyalty, drive conversions, and achieve their digital 

marketing objectives. 

 

4.3 Effectively Determining Targets 

One of the compelling advantages of digital marketing is its cost-effectiveness in building brand awareness 

and promoting products or services. In contrast to traditional advertising methods, digital marketing offers 

precise targeting capabilities, minimizing resource wastage on disinterested audiences. Furthermore, various 
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online advertising platforms provide flexible budgeting options that can accommodate businesses of all 

sizes, making it an efficient and scalable approach to marketing. 

Digital marketing allows businesses to target specific demographics, interests, behaviors, and locations with 

a high degree of accuracy. This precise targeting ensures that marketing efforts are directed toward 

individuals who are more likely to be interested in the products or services offered. This reduces ad spend on 

irrelevant audiences and maximizes the return on investment (ROI). In their book 'Digital Marketing: 

Strategy, Implementation and Practice,' Chaffey and Ellis-Chadwick emphasize the power of audience 

segmentation in digital marketing. They state that precision in targeting is one of the critical advantages 

digital channels offer over traditional media [25]. Digital marketing provides robust analytics tools that 

enable businesses to track the performance of their campaigns in real time. Metrics such as click-through 

rates, conversion rates, and return on ad spend (ROAS) offer insights into the effectiveness of marketing 

efforts. This data-driven approach allows for continuous optimization, ensuring resources are allocated to 

strategies that deliver the best results. In 'Digital Marketing for Dummies,' Ryan Deiss highlights the 

importance of measuring key performance indicators (KPIs) in digital marketing. He recommends using data 

to make informed decisions and refine strategies for maximum impact [30]. 

Online advertising platforms offer flexibility in budget allocation. Businesses can set daily or monthly 

spending limits, adjust budgets as needed, and pause or stop campaigns anytime. This flexibility allows 

businesses to control their marketing expenditures and adapt to changing circumstances without being 

locked into long-term commitments. In 'Digital Marketing: A Practical Approach,' Alan Charlesworth 

discusses the budgeting flexibility of digital advertising platforms. He emphasizes how this adaptability suits 

businesses of all sizes, from startups to large enterprises [31]. Digital marketing often requires lower initial 

investments than traditional advertising methods such as television or print ads. With pay-per-click (PPC) 

advertising models, businesses only pay when users interact with their ads, further optimizing costs. This 

cost efficiency enables small businesses with limited budgets to compete on a level playing field with larger 

competitors. In 'Contagious: How to Build Word of Mouth in the Digital Age,' Jonah Berger explains how 

the cost-effectiveness of digital marketing makes it an attractive option for businesses. He emphasizes the 

role of shareable content in extending reach without a significant budget [32]. 

Digital marketing's cost-effectiveness, precise targeting, measurable results, and flexible budgeting options 

make it a desirable and efficient approach for building brand awareness and promoting products or services. 

By leveraging these advantages, businesses can optimize their marketing strategies, maximize ROI, and 

effectively compete in the digital landscape. Digital marketing is a multifaceted approach encompassing 

content creation, social media utilization, customer feedback integration, target market development, website 

optimization, speed of information delivery, interactive communication, and cost-effective brand building. 

By effectively understanding and implementing these aspects, businesses can thrive in the digital landscape 

and achieve their marketing objectives precisely and efficiently. 

 

4.4 Target Market 

One of the primary advantages of digital marketing is its ability to reach new consumers and expand the 

target market swiftly. Entrepreneurs can effectively achieve this in the dynamic online world through various 

strategies. This paper explores the key tactics to achieve efficient consumer outreach and market expansion 

in digital marketing. Ensuring that the information shared is always current and relevant is crucial. This 

encompasses details about products, services, pricing, and the latest promotions. Consumers actively seek 

the most up-to-date information, making it essential to provide current content to attract new attention. The 

strategic use of hashtags in social media posts enables easier discovery of content by consumers searching 

for specific topics or categories. Choosing hashtags relevant to business and industry and using them 

judiciously in content can significantly enhance business visibility, making it easier for consumers to find 

relevant content and effectively expanding the reach of the target market. 

Establishing communication groups, such as WhatsApp or other social media platforms, is an efficient way 

to share information with connected members. These groups can send product updates, share special offers, 

or facilitate direct interaction with new consumers. Such groups also serve as a space where consumers can 

share experiences and recommend the business to others, presenting new opportunities for expanding the 

customer base. Using social media wisely and strategically is critical to reaching a broader audience. This 

includes selecting the right platforms for business, identifying optimal posting times, and actively engaging 



Yuniarti, IJSRM Volume 12 Issue 03 March 2024                                                                EM-2024-6188 
 

with the audience. Furthermore, analyzing data to understand audience responses aids in refining marketing 

strategies. Thoughtful social media strategies, encompassing platform selection, optimal posting times, and 

audience response analysis, are vital for reaching a wider audience and deepening connections with 

consumers. 

By leveraging features such as hashtags, up-to-date information, and communication groups, companies can 

effectively reach new consumers and expand their target market. Real-time communication supported by 

social media allows businesses to interact with their audience dynamically and responsively. Integrating 

these elements into digital marketing strategies can maximize the potential to attract attention and broaden 

the customer base. 

 

4.5 Consumer Feedback 

Consumer feedback stands as a critical yet often underestimated component within the realm of digital 

marketing. The adept management and utilization of consumer feedback can substantially benefit companies. 

An imperative initial step involves the provision of easily accessible communication channels for 

consumers. These may include website comment sections, testimonials, or live chat services. According to a 

study [33], the ease consumers can communicate with a brand correlates with heightened engagement and 

loyalty. Initiating effective communication channels serves as the foundational step toward gaining profound 

insights into consumer needs. 

When confronted with feedback, viewing it as an invaluable learning opportunity is paramount. Instead of 

shying away from criticism, companies should openly accept it. Forbes underscores that companies willing 

to embrace criticism and actively strive for improvement have the potential to forge stronger customer 

relationships. Criticism is a window to areas ripe for growth, with responsiveness as the key to continuous 

innovation and improvement [34]. Consumer feedback should seamlessly weave into the fabric of the 

improvement process. Identifying recurring issues and diligently implementing pertinent improvements is 

crucial. This may encompass refining products, elevating customer service standards, or optimizing 

marketing strategies. Integrating consumer feedback into the continuous improvement cycle enhances 

operational efficiency and customer satisfaction. Using consumer feedback as a compass for improvement 

represents a strategic, long-term investment in business sustainability [35]. 

Building enduring relationships necessitates effective communication and prompt responses to consumer 

inquiries. This fosters consumer loyalty and makes them feel valued and heard. Prompt responses to 

customer inquiries can increase customer retention by 10-20%. Rapid response should be perceived not 

merely as a task but as the foundational pillar of sustained customer relationships [36]. Positive testimonials 

from satisfied consumers emerge as powerful marketing assets. Disseminating positive consumer 

experiences provides social proof to potential customers and cultivates trust in the brand or product. Nielsen 

asserts that positive testimonials can elevate the trust of potential customers by a significant 72%. 

Testimonials are the most persuasive in marketing, constructing trust, and propelling purchasing decisions 

[37]. 

Consumer feedback represents an invaluable wellspring of information for companies, propelling continuous 

innovation, elevating product or service quality, and cementing robust consumer relationships. By treating 

feedback with earnest consideration and responding with efficacy, companies can fashion an environment 

where consumers feel genuinely valued, thereby exerting a tangible impact on the developmental trajectory 

of the business. 

 

4.6 Increase Website Visitors 

Having a website is a crucial component of a successful digital marketing strategy. A website provides a 

platform to offer comprehensive information about products or services. It creates a robust professional 

impression on consumers. The website should offer informative and relevant content. This includes 

descriptions of products or services, contact information, user guides, testimonials, and supporting content 

that adds value to visitors. High-quality content makes the website a valuable source of information for 

visitors [38]. Utilizing SEO techniques on a website is vital to improving visibility in search engines like 

Google. This involves using relevant keywords, optimizing site structure, and creating content aligned with 

search trends. Ranking higher in search results can attract more visitors searching for the products or 

services offered. 
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Including links to the website through social media and online advertising is an effective way to direct traffic 

to the site. Can promote posts and links on social media and use paid advertising to reach a broader 

audience. This also helps build brand awareness online [39]. A website provides the ability to track and 

measure performance. Use web analytics tools like Google Analytics to monitor site traffic, visitor behavior, 

and conversions. This offers valuable insights to help fine-tune marketing strategies [40]. A website can be a 

tool for building strong customer relationships. It can provide features such as contact forms, online 

customer service, or a blog allowing direct visitor interaction. This creates opportunities for providing 

excellent customer service [41]. 

Having a well-designed website is a valuable asset in digital marketing. It is a powerful platform for 

conveying information about products or services, creating a professional impression, and reaching more 

consumers. A website can become a central element in a successful marketing strategy with relevant content, 

effective SEO techniques, social media utilization, performance measurement, and customer relationship 

building. 

 

4.7 Quickly Convey Information 

The speed of delivering information is a significant advantage of digital marketing. Online businesses can 

communicate with consumers instantly, allowing companies to appear more responsive and reliable. Digital 

marketing lets companies quickly share information about their products or services with an online audience. 

Within minutes, can post updates on new products, customer reviews, or special offers to an audience 

through social media, email, or website. 

Companies can disseminate real-time news or promotions through social media and other online marketing 

tools. This may include sudden event announcements, limited-time offers, or other critical updates. 

Consumers can receive this information immediately after they share it [42]. Responsive to customer 

questions or comments is vital to building a solid relationship with an audience. In digital marketing, you 

can quickly respond to questions or comments through online chat, email, or other communication 

platforms. This shows that the company cares and is ready to support [43]. Many websites use live chat to 

respond immediately to visitors browsing the website. This gives consumers instant answers to their 

questions, enhancing conversion opportunities. Mobile applications and websites often use instant 

notifications to inform users about updates or special offers. These notifications can grab consumers' 

attention and trigger further actions [44,45]. The speed of delivering information is one of the aspects that 

make digital marketing so effective. It allows companies to stay connected with their consumers at all times 

and provide quick and efficient responses. By leveraging this speed effectively, companies can build a 

responsive and reliable image in the eyes of consumers. 

 

4.8 Easier to Reach 

Social media has transformed the way consumers interact with businesses. It allows consumers to reach out 

to businesses and find the products or services they seek. Furthermore, they can quickly delve deeper into 

investigating businesses. The following are several ways consumers can leverage social media to search for, 

evaluate, and interact with businesses. Consumers can quickly discover businesses by typing relevant 

keywords into search engines or social media platforms. This enables them to find their needed products or 

services [46] quickly. Comments and testimonials from previous consumers are valuable sources of 

information. Consumers can read about others' experiences with the same product or service, helping them 

assess the quality and assurance offered by the business [47] 

Many social media platforms and business websites feature review features, allowing consumers to provide 

product or service feedback. Reading reviews from previous consumers enables prospective buyers to gain a 

better understanding of the experiences they might have [48]. The chat or direct messaging facilities on 

social media allow consumers to communicate directly with producers or business representatives. They can 

ask questions, seek clarification, or express their concerns promptly [49]. Consumers can follow businesses 

of interest on social media platforms. This allows them to stay up-to-date about the latest products or 

promotions and become part of the online community associated with that business [43]. 

The presence of businesses on social media enables consumers to make more informed purchasing decisions. 

They can use the available information and interact directly with businesses before deciding. This increases 

trust and makes consumers feel more engaged with the brand or product they consider purchasing. 
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4.9 Closer to Consumers 

Direct chat and communication facilities provided by social media platforms enable manufacturers to 

interact more closely with consumers. This direct interaction allows manufacturers to meet consumers' needs 

and desires better while building solid relationships. The following are several ways in which manufacturers 

can leverage closer interactions with consumers through social media: 

Manufacturers can enhance consumer trust by providing precise and timely responses to consumer inquiries 

and concerns. Responsiveness and efficient communication make the impression that manufacturers care and 

are ready to provide support. Direct interaction with consumers allows manufacturers to build closer and 

more personal relationships. This can involve discussions about products or services, sharing stories or 

experiences, or even expressing gratitude to consumers for their support [50]. Responding to consumer 

comments and reviews politely and professionally is crucial. Even in the presence of criticism or negative 

feedback, responding effectively can help address issues and demonstrate a commitment to improvement 

[51]. 

Collecting Consumer Input: Direct communication also enables manufacturers to gather valuable input. 

Consumers often have valuable ideas and insights on how products or services can be enhanced. Collecting 

this input can be instrumental in product or service development [52]. By interacting directly with 

consumers, manufacturers can gauge their level of satisfaction. This can assist in assessing how well 

products or services meet consumer expectations and identifying areas for improvement (Brown, 2018). 

Direct interaction with consumers through social media effectively builds solid relationships and 

understands their needs. It also aids in creating a positive brand image and enhancing consumer loyalty. 

Manufacturers can create a better and more satisfying customer experience by listening and responding 

effectively to consumers. 

 

4.10 Brand Awareness and Minimal Cost Promotion 

Social media enables entrepreneurs to build their product or service image without incurring significant costs 

associated with traditional advertising. Companies can create brand awareness and promotion with minimal 

expenditure through a practical approach. Crafting engaging promotional content that meets consumer needs 

is paramount. This content can be images, videos, text, or a combination of these elements. Visual content 

such as images and videos often effectively capture consumer attention. Ensure the content is relevant to a 

target audience [53]. Gathering feedback from consumers is a crucial step. Please pay attention to their 

comments, reviews, and responses to content or products. This can provide valuable insights into what 

works and needs improvement [39]. 

Can adapt or enhance promotional content based on the feedback analysis. This may involve changes in 

design, messaging, or audience targeting. Being responsive to consumer input is vital to improving the 

effectiveness of campaigns [36,54]. Utilize social media analytics tools to track the performance of 

campaigns. It can measure engagement levels, click-through rates, conversions, and other metrics. This helps 

assess the extent to which campaigns are successful and identify areas for improvement [55]. Maintaining 

consistency in brand awareness and promotion on social media is vital. A consistent posting schedule and a 

substantial brand identity aid in easy brand recognition by the audience [56] 

With a thoughtful and creative approach, entrepreneurs can maximize the potential of social media to build 

brand image, enhance brand awareness, and execute cost-effective promotions without the need for 

substantial investments in traditional advertising. This enables companies to engage directly with consumers 

and listen to their feedback for continuous improvement in marketing strategy. 

 

5. Conclusion 

In an era characterized by widespread smartphone penetration and extensive use of social media, digital 

marketing has emerged as an effective tool for entrepreneurs. Its primary benefits include reducing 

operational costs, increasing profits, and maintaining good consumer relationships. Digital marketing 

reduces a company's operational costs by leveraging efficient digital platforms. Companies can reach a 

broader audience with lower costs than traditional marketing methods. This benefits not only the companies 

but also consumers by offering operational efficiency. Social media, a crucial component of digital 

marketing, offers boundless opportunities for entrepreneurs. They can build the image of products or 
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services with engaging content and respond to consumer curiosity. Creativity in marketing campaigns 

enables companies to capture the attention of potential customers. The use of social media also enables 

companies to maintain good communication with consumers, contributing to customer loyalty and repeat 

purchases. In an era where reputation and public interaction play significant roles, social media is valuable in 

preserving a company's image. The increased use of digital marketing is expected to enhance overall product 

marketing and increase sales targets. Recognizing the potential and benefits of digital marketing, companies 

can design more effective strategies to reach their target audiences. Thus, digital marketing has proven to be 

an effective tool to reduce operational costs, increase profits, and maintain positive relationships with 

consumers in today's digital era. This positively impacts companies and consumers, making it a valuable 

asset in the continually evolving business world. 

 

References 

 

1.  Aldrich DF. Mastering the digital marketplace: practical strategies for competitiveness in the new 

economy. John Wiley & Sons; 1999.  

2.  Kingsnorth S. Digital marketing strategy: an integrated approach to online marketing. Kogan Page 

Publishers; 2022.  

3.  Ryan D. Understanding digital marketing: marketing strategies for engaging the digital generation. 

Kogan Page Publishers; 2016.  

4.  Kierzkowski A, McQuade S, Waitman R, Zeisser M. Marketing to the digital consumer. mckinsey Q. 

1996;(3):4.  

5.  Leeflang PSH, Verhoef PC, Dahlström P, Freundt T. Challenges and solutions for marketing in a 

digital era. Eur Manag J. 2014;32(1):1–12.  

6.  Van Looy A. Online advertising and viral campaigns. In: Social Media Management: Using Social 

Media as a Business Instrument. Springer; 2022. p. 69–96.  

7.  Weisberg RW. Creativity: Understanding innovation in problem solving, science, invention, and the 

arts. John Wiley & Sons; 2006.  

8.  Rhodes M. An analysis of creativity. Phi delta kappan. 1961;42(7):305–10.  

9.  Perkins DN. Creativity and the quest for mechanism. Psychol Hum thought. 1988;309–36.  

10.  Scarborough NM, Zimmerer T. Cases in small business management and entrepreneurship. Prentice 

Hall; 2000.  

11.  Munandar U. Pengembangan Kreativitas Anak Berbakat. Jakarta: Rineka Cipta; 2009.  

12.  Guilford JP. Fundamental statistics in psychology and education. 1950;  

13.  Mcmullan RWE, Kenworthy TP. Creativity and entrepreneurial performance. Springer; 2016.  

14.  Baron RA. Psychological perspectives on entrepreneurship: Cognitive and social factors in 

entrepreneurs’ success. Curr Dir Psychol Sci. 2000;9(1):15–8.  

15.  Fillis IAN, Rentschler R. The role of creativity in entrepreneurship. J enterprising Cult. 

2010;18(01):49–81.  

16.  Kirzner IM. Creativity and/or alertness: A reconsideration of the Schumpeterian entrepreneur. Rev 

Austrian Econ. 1999;11(1–2):5–17.  

17.  Della Corte V, Aria M, Del Gaudio G. Smart, open, user innovation and competitive advantage: A 

model for museums and heritage sites. Museum Manag Curatorsh. 2017;32(1):50–79.  

18.  Rakib M, Tawe A, Azis M, Syam A, Sanusi DA. Determinants of entrepreneurial intention: Empirical 

study of student entrepreneurs. Acad Entrep J. 2020;26(3):1–12.  

19.  Chaffey D, Ellis-Chadwick F. Digital marketing. Pearson uk; 2019.  

20.  Frost R, Strauss J. E-marketing. Routledge; 2016.  

21.  Rayport JF, Jaworski BJ. Introduction to e-commerce. McGraw-Hill, Inc.; 2003.  

22.  Kenrianto I. Bisnis Online Revolution. Gramedia Pustaka Utama; 2016.  

23.  Husserl E, Moran D. Ideas: General introduction to pure phenomenology. Routledge; 2012.  

24.  Gunelius S. Content marketing for dummies. John Wiley & Sons; 2011.  

25.  Chaffey D, Ellis-Chadwick F, Mayer R, Johnston K. Internet marketing: strategy, implementation and 

practice. Pearson education; 2009.  



Yuniarti, IJSRM Volume 12 Issue 03 March 2024                                                                EM-2024-6192 
 

26.  Pulizzi J. Epic content marketing. McGraw-Hill Publishing; 2013.  

27.  Vaynerchuk G, Hopkinson J. Jab, jab, jab, right hook: How to tell your story in a noisy social world. 

Harper Business New York; 2013.  

28.  Mangold WG, Faulds DJ. Social media: The new hybrid element of the promotion mix. Bus Horiz. 

2009;52(4):357–65.  

29.  Zimmerman J, Ng D. Social media marketing all-in-one for dummies. John Wiley & Sons; 2015.  

30.  Deiss R, Henneberry R. Digital marketing for dummies. John Wiley & Sons; 2020.  

31.  Charlesworth A. Digital marketing: A practical approach. Routledge; 2014.  

32.  Berger J. Contagious: How to build word of mouth in the digital age. Simon and Schuster; 2013.  

33.  Narayandas D. Building loyalty in business markets. Harv Bus Rev. 2005;83(9):131–9.  

34.  Expert Panel, Forbes Communications Council. 10 Ways Your Company Can Benefit From 

Encouraging Criticism [Internet]. Forbes. 2020 [cited 2024 Jan 10]. Available from: 

https://www.forbes.com/sites/forbescommunicationscouncil/2020/01/24/10-ways-your-company-can-

benefit-from-encouraging-criticism/?sh=3e9ab5195dc0 

35.  Kaplan RB, Murdock L, Ostroff F. Core process redesign. McKinsey Q. 1991;(2):27–44.  

36.  Hennig-Thurau T. Relationship marketing: Gaining competitive advantage through customer 

satisfaction and customer retention. Springer Science & Business Media; 2000.  

37.  Baker K. The Ultimate Guide to Customer Reviews and Testimonials [Internet]. 

https://blog.hubspot.com/. 2022 [cited 2024 Jan 10]. Available from: 

https://blog.hubspot.com/service/customer-reviews-testimonials 

38.  Chaffey D, Smith PR. eMarketing eXcellence: Planning and optimizing your digital marketing. 

Routledge; 2013.  

39.  Brown TJ, Mowen JC, Donavan DT, Licata JW. The customer orientation of service workers: 

Personality trait effects on self-and supervisor performance ratings. J Mark Res. 2002;39(1):110–9.  

40.  Croll A, Power S. Complete Web Monitoring: Watching your visitors, performance, communities, 

and competitors. “ O’Reilly Media, Inc.”; 2009.  

41.  Wang F, Head M. How can the web help build customer relationships?: an empirical study on e-

tailing. Inf Manag. 2007;44(2):115–29.  

42.  Chaffey D, Smith PR. Digital marketing excellence: planning, optimizing and integrating online 

marketing. Taylor & Francis; 2022.  

43.  Weber L. Marketing to the social web: How digital customer communities build your business. John 

Wiley & Sons; 2009.  

44.  Scott DM. The new rules of marketing and PR: How to use social media, online video, mobile 

applications, blogs, news releases, and viral marketing to reach buyers directly. John Wiley & Sons; 

2015.  

45.  Kim SJ, Wang RJH, Malthouse EC. The effects of adopting and using a brand’s mobile application on 

customers’ subsequent purchase behavior. J Interact Mark. 2015;31(1):28–41.  

46.  Halligan B, Shah D. Inbound marketing: get found using Google, social media, and blogs. John Wiley 

& Sons; 2009.  

47.  Zeithaml VA, Parasuraman A, Berry LL. Delivering quality service: Balancing customer perceptions 

and expectations. Simon and Schuster; 1990.  

48.  Park DH, Lee J, Han I. The effect of online consumer reviews on consumer purchasing intention: The 

moderating role of involvement. Int J Electron Commer. 2007;11(4):125–48.  

49.  Williams J, Chinn SJ. Meeting relationship-marketing goals through social media: A conceptual 

model for sport marketers. Int J Sport Commun. 2010;3(4):422–37.  

50.  Fournier S. Consumers and their brands: Developing relationship theory in consumer research. J 

Consum Res. 1998;24(4):343–73.  

51.  Nambisan S, Baron RA. Interactions in virtual customer environments: Implications for product 

support and customer relationship management. J Interact Mark. 2007;21(2):42–62.  

52.  Yadav NB. Harnessing Customer Feedback for Product Recommendations: An Aspect-Level 

Sentiment Analysis Framework. Human-Centric Intell Syst. 2023;3(2):57–67.  

53.  Danaher PJ, Danaher TS, Smith MS, Loaiza-Maya R. Advertising effectiveness for multiple retailer-

brands in a multimedia and multichannel environment. J Mark Res. 2020;57(3):445–67.  



Yuniarti, IJSRM Volume 12 Issue 03 March 2024                                                                EM-2024-6193 
 

54.  Guèvremont A. Improving consumers’ eating habits: what if a brand could make a difference? J 

Consum Mark. 2019;36(7):885–900.  

55.  Anderson E. Social media marketing: game theory and the emergence of collaboration. Springer 

Science & Business Media; 2010.  

56.  Langaro D, Rita P, de Fátima Salgueiro M. Do social networking sites contribute for building brands? 

Evaluating the impact of users’ participation on brand awareness and brand attitude. J Mark Commun. 

2018;24(2):146–68.  

 

Author Profile 

 

Yuniarti, a doctoral candidate at the Department of Economic Education, Postgraduate Program, 

Universitas Negeri Makassar, Makassar, South Sulawesi, Indonesia, has a keen interest in enhancing the 

effectiveness of digital marketing through the application of creative content. 

 

Muhammad Aziz, is a distinguished of the Department of Economic Education, Universitas Negeri 

Makassar, Makassar, South Sulawesi 90222, Indonesia. He has expertise and experience in curriculum 

development, economic research, and innovative learning. 

 

Hamsu Abdul Gani, is a distinguished of the Department of Engineering Vocational Education, 

Postgraduate Program, Universitas Negeri Makassar, South Sulawesi 90222, Indonesia. He is renowned for 

his expertise in curriculum development, technical education, and research in engineering pedagogy. 

 

 


