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Abstract

Business transformation in the digital era has become an urgent need for companies that want to increase
their competitiveness. Technological advances have brought significant changes in marketing strategies,
enabling a smarter, more efficient, and responsive approach to market changes. This study aims to
analyze the role of technologies such as big data, Artificial Intelligence (Al), and marketing automation
in increasing the effectiveness of digital marketing. Using a literature study method, this study examines
various academic and industry sources to understand how companies can optimize technology in their
marketing strategies. The results of the study show that the success of business transformation depends
not only on the adoption of technology but also on the readiness of the organization and a culture of
innovation that supports change. Therefore, companies need to continue to develop digital capabilities
and adapt to technological trends to stay competitive in a dynamic market.
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1. Introduction

In the ever-evolving digital era, business transformation has become a necessity for
companies that want to remain relevant and competitive. Technological advancements have
changed the way companies operate, including in marketing strategies that increasingly rely on
digitalization. Companies that not only adopt new technologies but also adapt their marketing
strategies to market changes have a greater chance of surviving and growing. With digital
technology, businesses can be more responsive to customer needs and adapt to rapidly changing
market trends (Istiqgomah, 2023).

In the context of digital marketing, technology plays a crucial role in creating efficiency and
enhancing the effectiveness of marketing campaigns. Ardiansyah (2023) states that the utilization
of technologies such as big data, Artificial Intelligence (Al), and marketing automation has
significantly impacted how companies understand and reach their customers. Big data enables
companies to process vast amounts of information to identify consumer patterns and trends that
are useful in developing more targeted marketing strategies. Meanwhile, Al helps personalize
customer experiences through more accurate user behavior analysis, allowing companies to
deliver more relevant advertisements and product recommendations.

Additionally, marketing automation has become a key element in improving a company's
operational efficiency. With automated marketing software, companies can systematically and
efficiently manage various aspects of digital marketing, such as audience segmentation, email
marketing management, and advertising campaigns. This allows companies to save resources
while enhancing the consistency of their marketing strategies (Akbar, 2024). The implementation
of technology in digital marketing also enables companies to conduct real-time performance
analysis, allowing marketing strategies to be quickly adjusted based on market responses.
Business transformation in the digital era is not only about adopting technology but also about
how companies can optimize its use in innovative and adaptive marketing strategies. The success
of adopting this technology depends on organizational readiness, human resource skills, and a
culture of innovation that supports change. Therefore, it is essential for companies to continuously
develop their digital capabilities to seize opportunities and address challenges in the digital era
more effectively (Sholihin, 2024).

This study aims to analyze the impact of digital transformation on marketing strategies in the
modern business world. The primary focus of this research is to understand how technologies
such as big data, artificial intelligence (Al), and marketing automation can enhance effectiveness
and efficiency in reaching customers and creating more personalized experiences. Furthermore,
this study aims to identify the factors influencing the successful implementation of digital
technology in marketing strategies, including organizational readiness, human resource skills,
and a culture of innovation within companies. By understanding these aspects, this research is
expected to provide deeper insights for companies in developing more adaptive and technology-
based marketing strategies to improve competitiveness in the digital era. This study employs a
qualitative approach with a literature review method to examine various relevant sources related
to digital transformation and marketing strategies. Data is collected from academic journals,
books, and industry reports to gain a comprehensive understanding of the impact of technology
on business marketing.
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2. The Role of Technology in Digital Marketing Transformation

Business transformation in the digital era has become an urgent necessity for companies that
want to remain competitive in an increasingly dynamic market. The success of business
transformation does not only depend on adopting new technology but also on a flexible marketing
strategy capable of responding quickly to market changes. In this context, technology plays an
increasingly dominant role in shaping the landscape of modern digital marketing. Technology
has become a key factor in accelerating digital marketing transformation. According to
Ardiansyah (2023), technology not only enhances operational efficiency but also enables smarter
and more measurable marketing approaches. One of the main elements in digital marketing
transformation is the use of big data. Big data technology allows companies to collect and analyze
consumer data more deeply. By understanding consumer behavior patterns, preferences, and
needs, companies can develop more targeted marketing strategies. Data collected from various
sources, such as social media, online transactions, and customer interactions with digital
platforms, provides valuable insights that can be used to design more effective marketing
campaigns (Hafizh et al., 2024).

Besides big data, artificial intelligence (Al) also plays a crucial role in digital marketing. Al
enables better personalization in marketing through advanced data analysis. With the help of Al,
companies can target advertisements more accurately to the right audience based on search
history, shopping preferences, and previous interactions with a specific brand (Ali & Anwar,
2021). This not only enhances the effectiveness of marketing campaigns but also improves the
overall customer experience. Al is also used in chatbots and virtual assistants that provide real-
time customer service, helping answer questions and offering more relevant product
recommendations based on individual needs. Marketing process automation is also a crucial
factor in digital marketing efficiency (Shehadeh et al., 2023). Automation allows companies to
manage marketing campaigns more systematically and efficiently. By using marketing
automation software, companies can set audience segmentation, schedule email marketing
deliveries, and manage digital advertising campaigns without requiring much human
intervention. This automation not only saves time but also ensures that marketing strategies run
with high consistency, allowing businesses to reach their desired targets more effectively (Putra
et al., 2023).

3. Adaptation and Challenges in Digital Business Transformation

Business transformation in the digital era also demands that companies be more adaptive to
changing market trends. With technology, companies have access to more real-time data on
customer preferences and constantly shifting market conditions. This allows companies to adjust
their marketing strategies quickly and responsively. For instance, in the e-commerce industry, the
use of analytics technology enables companies to identify trending products and adjust their
marketing strategies based on existing market demand (Hasanah et al., 2024). The success of
business transformation in digital marketing also depends on the organization's readiness to adopt
technology. Companies need to have skilled human resources capable of managing digital
marketing technology and fostering an organizational culture that supports innovation. Training

26 | Economic and Business Horizon



Big Data in Digital Transformation of Corporate Marketing Strategy

and employee development in understanding new technologies are crucial steps to ensure that
companies can optimize the benefits of digital transformation.

Business transformation in the digital era brings significant challenges and opportunities for
companies. Success in undergoing this transformation depends on the company’s ability to adopt
technology with the right strategy, build an innovative culture, and prioritize customer experience
(Maria et al., 2024). Through the utilization of big data, artificial intelligence, and marketing
automation, companies can enhance their competitiveness and remain relevant in an ever-
changing market. However, to achieve long-term success, companies also need to consider data
security factors, differentiated marketing strategies, and sustainability in their business
operations. With a holistic approach, digital transformation is not just a necessity but also an
opportunity for companies to grow and achieve greater success in the digital era.

4. Conclusion

Digital marketing communication continues to evolve significantly in line with technological
advancements and changes in consumer behavior. Companies that can adopt the latest
technologies and understand their consumers' preferences can enhance the effectiveness of their
marketing campaigns. Trends such as marketing personalization and location- and time-based
marketing have increasingly become widely used strategies to reach audiences in a more relevant
and targeted manner. Additionally, social media and artificial intelligence also play a crucial role
in shaping how businesses interact with customers. With the right strategy, companies can not
only increase sales but also build long-term loyalty with their consumers. Marketing
personalization, for example, allows businesses to deliver more relevant messages to consumers
based on their preferences, thereby increasing the likelihood of conversion.

Furthermore, this study emphasizes that companies must continuously adapt to the dynamic
digital landscape. The increasing competition in the digital world requires businesses to develop
more innovative, data-driven, and market-responsive marketing strategies. By optimizing
technologies such as big data analytics and marketing automation, companies can create better
customer experiences and build stronger brand loyalty. Adaptation to new technologies also
enables businesses to be more efficient in targeting and reaching their potential customers. For
instance, the use of artificial intelligence technology in data analysis can help companies better
understand customer purchasing patterns, allowing them to offer products or services that better
match market needs.

This study also highlights the importance of transparency and sustainability in digital
marketing communication. Consumers today are increasingly aware of social and environmental
issues, so companies that implement ethical and sustainable business practices tend to gain greater
trust from customers. Therefore, honest, open marketing strategies that support social values will
be a key factor in determining a brand’s long-term success. Moreover, the integration of
marketing with technologies such as blockchain can help create better transparency in supply
chains and business operations, thereby increasing customer trust in the brand. Digital marketing
communication is an ever-evolving aspect that requires continuous innovation. By understanding
trends and applying the right strategies, companies can enhance their competitiveness and ensure
business sustainability in the digital era. Therefore, investment in technology, data analytics, and
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adaptive marketing approaches will be the key to success in facing future challenges and
opportunities.

References

Akbar, Z. (2024). Transformasi Strategi Pemasaran di Era Digital: Pendekatan Systematic
Literatur Review. Humanitis: Jurnal Homaniora, Sosial dan Bisnis, 2(12), 1721-1226.

Ali, B. J., & Anwar, G. (2021). Business strategy: The influence of Strategic Competitiveness on
competitive advantage. International Journal of Electrical, Electronics and Computers, 6(2),
1-10.

Ardiansyah, W. M. (2023). Peran Teknologi dalam Transformasi Ekonomi dan Bisnis di Era
Digital. JMEB Jurnal Manajemen Ekonomi & Bisnis, 1(1), 12-16.

Hafizh, M. F., Hani, R. D., Kholishah, A. N., & Prawira, I. F. A. (2024). Strategi Transformasi
Digital Di Era Industri 4.0: Blueprint Bisnis, Penerapan Teknologi, Dan Peran Kritis
Pemerintah Dalam Meningkatkan Daya Saing Bisnis Food and Beverage (F&B). Ekonomi &
Bisnis, 23(1), 1-8.

Hasanah, E. U., Andika, A., Syamsiro, M., & Wahyudi, D. (2024). Meningkatkan daya saing
UKM CV Ragil Jaya Craft melalui optimalisasi pemasaran media sosial. Selaparang: Jurnal
Pengabdian Masyarakat Berkemajuan, 8(2), 1208-1219.

Istigomah, N. H. (2023). Transformasi Pemasaran Tradisional ke e-Marketing: Tinjauan Literatur
tentang Dampak Penggunaan Teknologi Digital terhadap Daya Saing Pemasaran
Bisnis. Jurnal Ekonomi Syariah Darussalam, 4(2), 72-87.

Maria, V., Aziz, A. F., & Rahmawati, D. (2024). Meningkatkan daya saing UMKM lokal melalui
strategi pemasaran digital di era digital. Optimal Jurnal Ekonomi Dan Manajemen, 4(2), 208-
220.

Putra, T. W. A., Solechan, A., & Hartono, B. (2023). Transformasi digital pada UMKM dalam
meningkatkan daya saing pasar. Jurnal Informatika Upgris, 9(1), 7-12.

Shehadeh, M., Almohtaseb, A., Aldehayyat, J., & Abu-AlSondos, I. A. (2023). Digital
transformation and competitive advantage in the service sector: a moderated-mediation
model. Sustainability, 15(3), 2077.

Sholihin, U. (2024). Meningkatkan Daya Saing Pasar UMKM Melalui Transformasi
Digital. Digital Bisnis: Jurnal Publikasi limu Manajemen dan E-Commerce, 3(2), 100-114.

28 | Economic and Business Horizon



