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Marketing management, digital Digital transformation has significantly changed the business
marketing, digital transformation, landscape, especially in the field of marketing. Marketing
marketing strategy, information management in the digital age demands a more dynamic, scalable,
technology and data-driven approach. This research aims to explore digital

marketing management strategies, challenges faced by business
people, and opportunities that can be leveraged to improve
marketing performance. Through literature studies and analysis of
the latest digital marketing trends, it was found that the use of social
media, content-based marketing, and the use of analytical data are
key factors in the success of digital marketing. This research
provides implications for companies in adapting marketing models
that are relevant to technological developments and digital
consumer behavior

L. INTRODUCTION

The development of digital technology has brought about major changes in consumer
behavior and the way companies execute marketing strategies. In this digital era, information
is easily accessible, interactions between brands and consumers have become more direct,
and competition is increasingly competitive. Therefore, marketing management is required
to be able to adapt and utilize technology to create added value for customers.

This study examines how marketing management strategies should change in the digital
age, as well as identify best practices that can be adopted by companies to maintain their
competitiveness.

This title reflects the current reality where digital transformation is profoundly
impacting all aspects of business, including marketing. Digitalization has changed the way
companies reach, interact, and retain customers

II. LITERATURE REVIEW

2.1. Marketing Management

According to Kotler & Keller (2016), marketing management is the process of planning and
executing the conception, pricing, promotion, and distribution of ideas, goods, and services
to create an exchange that satisfies the goals of individuals and organizations. Setianingrum,
Bisri, Fitra, & Widyastuti (2024)

2.2. The Digital Age and Marketing

The digital era is characterized by rapid advances in information and communication
technology. Digital marketing includes marketing activities that use digital channels such as
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social media, search engines, email marketing, and websites. Tarisa Aulia Ananda, Nabilla
Kusuma Dewi, & Mohamad Zein Saleh (2023)

2.3. Digital Marketing Strategy

Common strategies used in digital marketing include: Asrul, Putra, Rajab (2024/2025)

o Search Engine Optimization (SEO)

e Content Marketing

e Social Media Marketing

e Influencer Marketing

o Email Marketing

e Pay-Per-Click (PPC)

2.4. Consumer Transformation

Today's consumers are more active in seeking information before purchasing, are more

connected online, and prioritize experience over just products. Dwi Alinda, Riri Nurfazri,
Yuliana Tri Fadillah, Salsa Rakhelia (2023).

III. METHODOLOGY (Optional if the journal is based on literature studies)

This study uses a descriptive qualitative approach with a literature study method on
scientific journals, articles, and industry reports related to digital marketing management
practices.

IV. DISCUSSION

The digital age has fundamentally revolutionized the world of marketing. Companies
no longer rely solely on conventional methods, but must integrate digital technologies in
their marketing strategies to remain relevant and competitive. In the future, this
transformation will continue with the rapid development of technology such as artificial
intelligence (Al), big data analytics, augmented reality (AR), and marketing automation.

Future marketing strategies will focus on data-driven personalization, immersive
customer interaction, and the use of omnichannel marketing. Al will be used to structure
automated campaigns, predict consumer behavior, and create content in real-time. Customer
experience will also be the main pillar in distinguishing a brand in the midst of fierce
competition.

However, as opportunities arise, challenges become more complex. Data privacy and
security issues, technology adoption gaps between large companies and MSMEs, and
changes in social media algorithms and digital platforms will be significant obstacles.
Companies are also required to always be adaptive to very fast technological changes and
increasingly stringent digital regulations.

Nonetheless, there are many opportunities that can be leveraged, such as reaching the
global market through e-commerce, strengthening engagement through interactive content,
and leveraging technologies such as AR/VR to create new shopping experiences. Companies
that are able to innovate and adapt will gain a great competitive advantage.

For the academic world, the future of digital marketing management offers a lot of room
for new research, such as studies on the effectiveness of phygital strategies, ethics in the use
of Al for marketing, to the adaptation of digital marketing by MSMEs in developing
countries.

V. CONCLUSION
Marketing management in the digital age in the future will increasingly depend on the
use of advanced technology, intelligent data management, and a more personalized and
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ethical approach to consumers. Marketing strategies are no longer one-way, but based on
dynamic and real-time interactions.

Companies that want to survive and excel must be able to navigate technological and
regulatory challenges, while seizing the opportunities of digital developments. Meanwhile,
researchers and academics are expected to contribute in the form of theories, models, and
policy recommendations that can support business adaptation in this digital era.

With the right approach, digital marketing management becomes not only a promotional
tool, but also a core strategy for sustainable growth in the future.
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