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Abstract. The advancement of digital technology has fundamentally altered the way companies
operate. Amidst this transformation, social media has emerged as one of the key forces driving
change. The aim of this research is to uncover the dominant role of social media as a primary
marketing tool in digital business strategies. The methodology of this research is a qualitative
literature review drawing data from Google Scholar from 2012 to 2024. The study findings
indicate that social media not only enables businesses to directly connect with their audience but
also facilitates deep interactions, strengthens brands, provides valuable insights, and fosters
beneficial collaborations. With its ability to create emotional connections, build strong brand
identities, and optimize consumer experiences, social media has become an inevitable force in the
modern marketing landscape.
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1. Introduction

The rapid evolution of digital technology has fundamentally reshaped the operational landscape for
companies worldwide. In this transformative era, social media stands out as a pivotal force driving profound
changes [1]. Platforms like Facebook, Instagram, Twitter, and LinkedIn have evolved into central hubs of online
interaction, boasting millions, if not billions, of users globally. Within the realm of business, social media
transcends mere communication channels; it has emerged as a potent marketing tool with vast potential for
reaching target audiences and fostering brand engagement [2].

Marketing, a longstanding cornerstone of business success, has undergone a significant transformation with
the advent of social media. Today, marketing encompasses more than merely conveying messages to
consumers; it involves direct interaction, relationship-building, and the cultivation of robust brand awareness.
Social media platforms offer businesses unprecedented opportunities to engage with their audience in real-time,
forging meaningful connections and nurturing brand loyalty through personalized interactions and immersive
storytelling [3]. This paradigm shift underscores the importance of not only reaching consumers but also
actively engaging with them, transforming traditional marketing strategies into dynamic, interactive experiences
that resonate deeply with today's digitally savvy consumers.

Research indicates a steady rise in the influence of social media on consumer purchasing decisions. A
multitude of consumers now heavily rely on reviews, recommendations, and information gleaned from social
media platforms before making purchasing decisions [4]. Consequently, establishing a robust and positive
presence on social media can prove pivotal in driving sales and fostering business growth. As consumers
increasingly turn to social media for guidance and validation, businesses must strategically position themselves
to capitalize on this trend by actively engaging with their target audience, curating compelling content, and
cultivating a trustworthy and relatable brand persona [5]. Embracing social media as a pivotal component of the
marketing strategy empowers businesses to not only influence purchasing decisions but also forge enduring
connections with consumers, laying the groundwork for sustained success and competitiveness in today's
dynamic marketplace.

In today's fiercely competitive business landscape, the effective harnessing of social media can serve as a
significant differentiator. Companies that excel in building and managing their presence across these platforms
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can gain a substantial competitive edge. By strategically leveraging social media, businesses can extend their
reach to a broader audience, engage directly with customers, and swiftly respond to market trends [6]. This
proactive approach not only enhances brand visibility and credibility but also fosters deeper connections with
consumers, ultimately driving customer loyalty and advocacy. Moreover, adept utilization of social media
facilitates real-time monitoring of industry dynamics, enabling businesses to adapt their strategies promptly and
stay ahead of the curve. Thus, integrating social media into the overall business strategy empowers enterprises
to not only survive but thrive in an ever-evolving marketplace, positioning them for sustained success and
growth amidst intense competition.

Despite the vast potential of social media in marketing, many companies encounter challenges in harnessing
it effectively. One of the primary hurdles is tracking and measuring the Return on Investment (ROI) of social
media marketing efforts. Determining the tangible impact of social media initiatives on business outcomes
remains a complex task for many organizations, requiring sophisticated analytics and attribution models to
accurately assess the return on investment [7]. Additionally, issues such as data security, online reputation
management, and the rapid evolution of platform algorithms pose significant obstacles to the success of social
media marketing endeavors. Ensuring the protection of sensitive customer information, maintaining a positive
brand image in the digital sphere, and keeping pace with the ever-changing landscape of social media algorithms
demand vigilant attention and strategic foresight from businesses. Overcoming these challenges necessitates a
holistic approach that integrates robust measurement practices, proactive risk mitigation strategies, and agile
adaptation to emerging trends and technologies. By addressing these hurdles head-on, companies can unlock the
full potential of social media as a powerful tool for driving brand awareness, engagement, and ultimately,
business growth.

In this context, it is crucial for researchers and business practitioners to comprehensively understand the
dominant role of social media as a primary marketing tool in digital business strategies. This research will
provide valuable insights into how companies can optimize the use of social media to achieve their marketing
objectives, strengthen customer relationships, and enhance their overall business performance.

1.1 Social Media

Social media refers to digital platforms that allow users to interact, share content, and connect with others
online. These platforms provide various features, including but not limited to social networking, photo and
video sharing, microblogging, discussion forums, and much more [8]. Through social media, users can create
personal or business profiles, follow other accounts or pages, react to content with "likes™" or other reactions, and
participate in various online communities [9]. Social media facilitates two-way communication, enabling users
to not only receive information but also contribute their own content [10]. This creates an interactive
environment where people can share experiences, opinions, and interests, connect with new individuals, and
expand their social networks. With the rapid growth of internet usage worldwide, social media has become a key
aspect of modern online life, influencing how people communicate, seek information, and even conduct
business.

1.2 Marketing Tools

Marketing tools refer to various strategies, techniques, or media used by companies to promote their
products or services to target markets. This encompasses a diverse array of methods designed to increase brand
awareness, attract consumer interest, and influence purchasing decisions. Marketing tools can include traditional
media such as print advertisements, television, and radio, as well as digital marketing methods like online ad
campaigns, email marketing, SEO (Search Engine Optimization), and social media marketing [11].
Additionally, marketing tools also encompass promotional activities such as discounts, contests, event
sponsorship, and others aimed at enhancing consumer engagement and driving sales conversions [12]. The
importance of marketing tools lies in their ability to effectively convey promotional messages to target
audiences, strengthen brand image, and create differentiation from competitors in the market [13]. With
advancing technology and changing consumer behaviors, companies continue to develop and adopt various new
marketing tools to remain relevant and competitive in an increasingly competitive market.

1.3 Digital Business

Digital business strategies refer to the plans and approaches used by companies to leverage digital
technology and online platforms in achieving their business objectives. This involves utilizing various digital
tools and platforms such as websites, social media, e-commerce, mobile applications, and other technologies to
enhance operational efficiency, expand market reach, increase customer engagement, and create value for the
company [14]. Digital business strategies are not limited to online marketing but also encompass aspects such as

pg. 364



Journal of Contemporary Administration and Management (ADMAN)
ISSN: 2988-0394 Print / 2988-3121 Online

Vol 2, Issue 1, April 2024, Page 363-370

DOI: https://doi.org/10.61100/adman.v2i1.137

digital product development, supply chain optimization, the use of data and analytics for decision-making, as
well as digital transformation in business models and internal processes [15]. With the proliferation of digital
technology and the increasingly connected online consumer behavior, digital business strategies are key to
remaining competitive and relevant in a continually evolving business environment [16]. By implementing the
right digital business strategies, companies can capitalize on opportunities in the digital world to achieve
sustainable growth and sustainable competitive advantages.

2. Method

The methodology of this research is a qualitative literature review that draws data from Google Scholar
from 2012 to 2024. A qualitative approach is used to gain an in-depth understanding of the dominant role of
social media as a primary marketing tool in digital business strategies, focusing on the analysis and
interpretation of academic texts, journal articles, and other scholarly publications relevant to the research topic.
Google Scholar is chosen as the primary data source because it provides access to various scholarly articles,
theses, and academic publications from various disciplines. Data will be collected by conducting searches using
relevant keywords such as "social media,” "marketing,” "digital business strategy,” and so on, then selecting
relevant articles based on predefined inclusion criteria. Data analysis will involve identifying patterns, findings,
and perspectives emerging from the collected literature, as well as conducting in-depth interpretation to develop
a comprehensive understanding of the research topic. This qualitative approach is expected to provide rich and
in-depth insights into the role of social media in digital business strategies and its implications for business
practices and further research in this field.

3. Result and Discussion

In the ever-evolving digital era, social media has assumed a central role in business marketing. This
research endeavor aims to delve deeply into the strategic significance of social media as a primary marketing
tool within digital business strategies. By exploring the multifaceted impact and evolving dynamics of social
media in the realm of business promotion, this study seeks to illuminate the intricate ways in which businesses
leverage these platforms to engage with their target audiences, foster brand visibility, and drive sales growth in
an increasingly competitive digital landscape. Through comprehensive analysis and case studies, this research
endeavor aims to provide a nuanced understanding of how businesses can harness the power of social media to
effectively navigate the complexities of contemporary marketing paradigms and achieve sustainable success in
the digital marketplace.

First and foremost, it's imperative to recognize that the phenomenon of social media has radically
transformed the marketing landscape. With the emergence of platforms such as Facebook, Instagram, Twitter,
LinkedIn, among others, businesses now have unprecedented access to connect directly with their audiences
[17]. The strategic significance of social media lies in its ability to reach millions, if not billions, of individuals
at a relatively low cost compared to traditional marketing methods. This shift has democratized marketing,
allowing businesses of all sizes to compete on a more level playing field and to engage with consumers in real-
time conversations that were previously unattainable [18]. Furthermore, social media offers a vast array of tools
and analytics that enable businesses to precisely target their messaging, personalize their interactions, and
measure the effectiveness of their campaigns with unprecedented granularity. As such, understanding and
harnessing the power of social media has become paramount for businesses seeking to thrive in today's digital
age, where connectivity, engagement, and authenticity are key drivers of success in the marketplace.

One key aspect of the dominant role of social media in digital business strategies is its ability to foster deep
interaction between brands and consumers. Through posts, comments, and direct messages, businesses can
cultivate more personal and engaged relationships with their audience. This opens up opportunities to receive
direct feedback, understand consumer preferences, and swiftly respond to changing trends or market needs. By
actively participating in conversations and actively listening to their audience, businesses can gain valuable
insights into consumer sentiment, desires, and pain points, allowing them to tailor their products, services, and
marketing strategies accordingly [19]. Moreover, the interactive nature of social media enables brands to
humanize their image, build trust, and establish a sense of community with their followers, ultimately fostering
long-term loyalty and advocacy. As such, leveraging social media as a platform for meaningful interaction is
essential for businesses aiming to stay relevant, responsive, and connected in today's digitally driven
marketplace.
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Furthermore, social media also empowers businesses to create compelling content and distribute it rapidly
to a wide audience. By leveraging creative images, videos, and text, businesses can capture consumer attention
and cultivate a strong brand awareness. Moreover, with increasingly sophisticated algorithms, social media
platforms are capable of identifying and targeting the right audience based on their demographics, interests, and
online behaviors, thereby enhancing the effectiveness of marketing campaigns. This targeted approach allows
businesses to optimize their advertising spend by reaching those most likely to engage with their content and
convert into customers. Additionally, the viral nature of social media enables content to be shared and amplified
organically, extending its reach far beyond the initial audience [20]. This not only enhances brand visibility but
also fosters engagement and dialogue among consumers, further solidifying brand loyalty and advocacy. As
such, the ability to create and disseminate captivating content on social media is paramount for businesses
looking to stay competitive and resonate with their target audience in today's dynamic digital landscape.

Beyond serving as a tool for building brand awareness, social media also plays a pivotal role in driving
conversions and sales. Through features such as direct links to e-commerce websites, "shop now" buttons, and
conversion-optimized advertisements, businesses can direct traffic directly to their sales channels. Furthermore,
the integration of various payment features allows consumers to make purchases quickly and easily, making
social media an integral part of the conversion journey [21]. By leveraging these functionalities, businesses can
streamline the path to purchase, reduce friction in the buying process, and capitalize on impulse buying
behaviors among consumers. Additionally, social media platforms offer robust analytics tools that enable
businesses to track and measure the effectiveness of their conversion-focused initiatives, allowing for
continuous optimization and refinement of their strategies. As such, social media not only facilitates brand
discovery and engagement but also serves as a powerful driver of revenue generation and business growth in the
digital age.

It is undeniable that social media also enables businesses to significantly expand their geographical reach.
With the widespread use of these global platforms, small businesses can access global markets at relatively
affordable costs. This opens the door to greater expansion opportunities, allowing businesses to compete on a
scale that was previously unimaginable [22]. By leveraging social media's borderless nature, businesses can
transcend physical boundaries and tap into diverse consumer demographics across the globe. This not only
broadens their customer base but also diversifies their revenue streams, mitigating risks associated with
overreliance on local markets. Furthermore, social media facilitates cross-cultural communication and
engagement, enabling businesses to tailor their marketing messages and offerings to suit the preferences and
needs of different international audiences [23]. As a result, social media serves as a powerful enabler of global
growth and market penetration for businesses of all sizes, leveling the playing field and democratizing access to
international markets.

Nevertheless, it is important to remember that the strategic significance of social media in business
marketing does not come without its challenges. The intense competition in the digital space necessitates mature
and creative strategies to stand out amidst the crowd [24]. Moreover, changes in algorithms and platform
policies can impact the visibility of content and campaign performance, requiring businesses to remain flexible
and responsive to these changes. As such, staying abreast of the latest trends, technologies, and best practices in
social media marketing is essential for businesses seeking to maintain their competitive edge and maximize their
return on investment [25]. Additionally, businesses must continually innovate and experiment with new
approaches to content creation, distribution, and engagement to keep their audience captivated and interested.
By embracing these challenges as opportunities for growth and adaptation, businesses can navigate the
complexities of the digital landscape with confidence and resilience, ensuring sustained success in their
marketing endeavors.

In essence, social media has become a cornerstone in digital business marketing strategies. With its ability
to connect, engage, and convert audiences directly, social media presents unparalleled opportunities for
businesses to expand their reach, build a strong brand, and achieve success in the ever-evolving digital era.
Therefore, smart and strategic utilization of social media is not just a necessity but a mandate for businesses
looking to remain relevant and competitive in today's market [26]. Leveraging social media effectively enables
businesses to tap into vast pools of potential customers, cultivate meaningful relationships with their audience,
and drive tangible results that impact their bottom line [27]. By embracing social media as a central component
of their marketing arsenal, businesses can navigate the dynamic digital landscape with confidence and
adaptability, positioning themselves for sustained growth and prosperity in the digital age.

Furthermore, it is worth noting that social media also plays a pivotal role in strengthening overall brand
presence. By providing a platform for businesses to share their stories, values, and missions, social media
enables brands to build a strong and compelling identity among their audience. Through consistency in
messaging and visuals, businesses can create a cohesive and easily recognizable brand image, which serves as a
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crucial foundation for fostering long-term consumer loyalty [28]. Moreover, social media offers opportunities
for brands to humanize their image, engage in meaningful conversations, and showcase their authenticity,
thereby forging deeper connections with their audience [29]. By leveraging the storytelling capabilities of social
media, brands can evoke emotions, resonate with their followers, and differentiate themselves from competitors
in a crowded marketplace. Additionally, the interactive nature of social media allows brands to solicit feedback,
address customer concerns, and demonstrate their commitment to customer satisfaction, further enhancing their
reputation and credibility. As such, social media serves as a powerful tool for brands to not only amplify their
reach and influence but also to cultivate a compelling brand identity that resonates with consumers on a deeper
level.

Furthermore, the strategic significance of social media also lies in its ability to provide valuable insights to
businesses. Through in-depth data analysis, businesses can monitor the performance of their campaigns,
understand consumer behavior, and identify emerging market trends. This information enables businesses to
make more timely and data-driven decisions, as well as continually optimize their marketing strategies to
achieve better results. By harnessing the power of social media analytics tools, businesses can gain a
comprehensive understanding of their audience demographics, preferences, and engagement patterns. This, in
turn, allows for more targeted and personalized marketing efforts that resonate with consumers on a deeper
level. Additionally, social media data analytics empower businesses to track the effectiveness of their
messaging, content, and advertising efforts, enabling them to refine their tactics and allocate resources more
efficiently [30]. By leveraging these insights, businesses can stay ahead of the curve, adapt to changing market
dynamics, and capitalize on new opportunities for growth and expansion. In essence, social media serves as a
rich source of actionable intelligence that fuels informed decision-making and drives continuous improvement
in business performance.

Moreover, social media also provides an ideal platform for collaborating with influencers and other
strategic partners. By harnessing the influence and extensive networks of influencers, businesses can enhance
their visibility, expand their audience reach, and strengthen their brand authority [31], [32]. Collaborations of
this nature can also assist businesses in penetrating new markets and reaching audience segments that were
previously challenging to access. Partnering with influencers allows businesses to tap into their loyal fan base,
leverage their credibility, and capitalize on their ability to create authentic and engaging content. This not only
amplifies brand messaging but also fosters deeper connections with consumers, driving increased brand affinity
and loyalty. Additionally, strategic partnerships with complementary brands or organizations can unlock
synergies, broaden market reach, and drive mutual business growth. By joining forces with like-minded entities,
businesses can pool resources, share expertise, and explore new avenues for innovation and market expansion.
In essence, leveraging social media for collaborative opportunities enables businesses to tap into the collective
power of influencers and strategic partners, unlocking new avenues for growth, and cementing their position as
industry leaders in the digital landscape.

However, when executing marketing strategies through social media, it's important to remember that
content quality remains paramount. High-quality and relevant content will capture audience attention and trigger
greater interaction [33]. Therefore, businesses should prioritize creating content that is informative, entertaining,
or inspiring, capable of building emotional connections with the audience and fostering sustained engagement.
Investing in content creation that resonates with the target audience's interests, preferences, and needs is key to
maintaining relevance and driving meaningful interactions on social media platforms. Additionally, businesses
should leverage various content formats such as videos, images, infographics, and interactive elements to cater
to diverse audience preferences and consumption habits. By delivering compelling and valuable content
consistently, businesses can establish themselves as trusted authorities in their respective industries, cultivate
brand loyalty, and ultimately drive conversions and business growth. Hence, while social media offers vast
opportunities for reaching and engaging with audiences, the quality of content remains the cornerstone of a
successful marketing strategy in the digital landscape.

Furthermore, it is important to consider the integration of social media into a broader marketing strategy.
Social media should not be viewed as a standalone entity but rather as an integral part of a holistic marketing
strategy that encompasses various channels and communication methods. By integrating social media with other
marketing efforts such as email campaigns, online advertisements, and other promotional activities, businesses
can create a consistent and comprehensive brand experience for their consumers [34]. This approach ensures
that messaging is cohesive across all touchpoints, reinforcing brand identity and values while maximizing reach
and impact. Moreover, integrating social media with other marketing channels allows for cross-promotion and
amplification of messaging, enhancing brand visibility and engagement. Additionally, leveraging data and
insights from social media interactions can inform and optimize marketing strategies across other channels,
leading to more targeted and effective campaigns. By adopting an integrated approach to marketing that
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incorporates social media, businesses can capitalize on the strengths of each channel while delivering a unified
brand experience that resonates with consumers and drives business success.

In conclusion, the strategic significance of social media as a primary marketing tool in digital business
strategies is undeniable. With its ability to foster engaged consumer relationships, strengthen brand presence,
provide valuable insights, and facilitate beneficial collaborations, social media has emerged as an indispensable
force in modern marketing. Therefore, businesses aiming for success and growth in today's digital era must
harness the full potential of social media as an integral component of their marketing strategy. By embracing
social media as a central pillar of their marketing efforts, businesses can leverage its capabilities to connect with
consumers, amplify brand messaging, drive conversions, and ultimately, achieve sustainable business growth. In
essence, social media has revolutionized the way businesses engage with their audience and navigate the digital
landscape, making it imperative for businesses to adapt and thrive in this ever-evolving ecosystem.

4. Conclusion

In this study, the strategic significance of social media as a primary marketing tool in digital business
strategies has been thoroughly discussed. Social media not only enables businesses to directly connect with their
audience but also facilitates deep interactions, strengthens brands, provides valuable insights, and facilitates
beneficial collaborations. With its ability to create emotional connections, build strong brand identities, and
optimize consumer experiences, social media has become an unavoidable force in the modern marketing
landscape. Therefore, the following recommendations can be given:

1. Developing Relevant Content Strategies: Businesses need to prioritize creating relevant, high-quality, and
engaging content for their audience. This can include various formats such as text, images, and videos,
while also paying attention to consumer trends and interests.

2. Utilizing Analytical Tools: It is important to use social media analytics tools to monitor campaign
performance, understand consumer behavior, and identify emerging market trends. This information can
help businesses make more timely and data-driven decisions.

3. Collaborating with Influencers and Strategic Partners: Businesses can leverage the influence and extensive
networks of influencers and strategic partners to enhance the visibility of their brands and expand their
audience reach.

4. Integration with Other Marketing Strategies: Social media should not be seen as a separate entity but rather
as an integral part of a broader marketing strategy. Businesses should integrate social media with other
marketing efforts to create a consistent and comprehensive brand experience for consumers.

5. Being Responsive to Changes: In the continually evolving landscape of social media, it is important to
remain flexible and responsive to changes in algorithms, platform policies, and market trends. Businesses
need to continuously monitor their digital environment and adjust their strategies as needed.

By following these recommendations and deeply understanding the strategic significance of social media,
businesses can optimize the potential of social media as a primary marketing tool in achieving their business
goals and remain relevant in the ever-evolving digital era.

References

[1] I. M. Tarigan, M. A. K. Harahap, D. M. Sari, R. D. Sakinah, and A. M. A. Ausat, “Understanding Social
Media: Benefits of Social Media for Individuals,” Jurnal Pendidikan Tambusai, vol. 7, no. 1, pp. 2317—
2322, 2023, Accessed: Mar. 02, 2023. [Online]. Available:
https://jptam.org/index.php/jptam/article/view/5559

[2] K. F. Ferine, A. M. A. Ausat, S. S. Gadzali, Marleni, and D. M. Sari, “The Impact of Social Media on
Consumer Behavior,” Communnity Development Journal: Jurnal Pendidikan Masyarakat, vol. 4, no. 1,
pp. 843-847, 2023, doi: 10.31004/cdj.v4i1.12567.

[3] A. D. Subagja, A. M. A. Ausat, and Suherlan, “The Role of Social Media Utilization and Innovativeness
on SMEs Performance,” Jurnal IPTEK-KOM (Jurnal llmu Pengetahuan dan Teknologi Komunikasi),
vol. 24, no. 2, pp. 85-102, 2022, doi: https://doi.org/10.17933/iptekkom.24.2.2022.85-102.

[4] W. G. Mangold and K. T. Smith, “Selling to Millennials with online reviews,” Bus Horiz, vol. 55, no. 2,
pp. 141-153, Mar. 2012, doi: 10.1016/j.bushor.2011.11.001.

[5] Y. K. Dwivedi et al., “Setting the future of digital and social media marketing research: Perspectives
and research propositions,” Int J Inf Manage, vol. 59, p. 102168, Aug. 2021, doi:
10.1016/j.ijinfomgt.2020.102168.

pg. 368



Journal of Contemporary Administration and Management (ADMAN)
ISSN: 2988-0394 Print / 2988-3121 Online

Vol 2, Issue 1, April 2024, Page 363-370

DOI: https://doi.org/10.61100/adman.v2i1.137

[6]

[7]
[8]

[9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

[19]

[20]

[21]

[22]

[23]

[24]

M. T. Khanom, “Using social media marketing in the digital era: A necessity or a choice,” International
Journal of Research in Business and Social Science (2147- 4478), vol. 12, no. 3, pp. 88-98, May 2023,
doi: 10.20525/ijrbs.v12i3.2507.

G. Appel, L. Grewal, R. Hadi, and A. T. Stephen, “The future of social media in marketing,” J Acad
Mark Sci, vol. 48, no. 1, pp. 79-95, Jan. 2020, doi: 10.1007/s11747-019-00695-1.

Y. Purnama and A. Asdlori, “The Role of Social Media in Students’ Social Perception and Interaction:
Implications for Learning and Education,” Technology and Society Perspectives (TACIT), vol. 1, no. 2,
pp. 45-55, Oct. 2023, doi: 10.61100/tacit.v1i2.50.

H. K. Azzaakiyyah, “The Impact of Social Media Use on Social Interaction in Contemporary Society,”
Technology and Society Perspectives (TACIT), vol. 1, no. 1, pp. 1-9, 2023, Accessed: Sep. 01, 2023.
[Online]. Available: https://journal.literasisainsnusantara.com/index.php/tacit/article/view/33

A. M. A. Ausat, “The Role of Social Media in Shaping Public Opinion and Its Influence on Economic
Decisions,” Technology and Society Perspectives (TACIT), vol. 1, no. 1, pp. 35-44, 2023, Accessed:
Sep. 01, 2023. [Online]. Available:
https://journal.literasisainsnusantara.com/index.php/tacit/article/view/37

K. Agustian, R. Hidayat, A. Zen, R. A. Sekarini, and A. J. Malik, “The Influence of Influencer
Marketing in Increasing Brand Awareness and Sales for SMEs,” Technology and Society Perspectives
(TACIT), vol. 1, no. 2, pp. 6878, Oct. 2023, doi: 10.61100/tacit.v1i2.54.

F. Sudirjo, “Marketing Strategy in Improving Product Competitiveness in the Global Market,” Journal
of Contemporary Administration and Management (ADMAN), vol. 1, no. 2, pp. 63-69, Aug. 2023, doi:
10.61100/adman.v1i2.24.

S. Sutrisno, A. M. A. Ausat, R. M. Permana, and S. Santosa, “Effective Marketing Strategies for
MSMEs during Ramadan in Indonesia,” Community Development Journal: Jurnal Pengabdian
Masyarakat, vol. 4, no. 2, pp. 1901-1906, 2023, doi: 10.31004/cdj.v4i2.13792.

A. Risdwiyanto, Moh. M. Sulaeman, and A. Rachman, “Sustainable Digital Marketing Strategy for
Long-Term Growth of MSMEs,” Journal of Contemporary Administration and Management (ADMAN),
vol. 1, no. 3, pp. 180-186, Nov. 2023, doi: 10.61100/adman.v1i3.70.

S. Kraus, P. Jones, N. Kailer, A. Weinmann, N. Chaparro-Banegas, and N. Roig-Tierno, “Digital
Transformation: An Overview of the Current State of the Art of Research,” Sage Open, vol. 11, no. 3, p.
215824402110475, Jul. 2021, doi: 10.1177/21582440211047576.

Y. J. Purnomo, “Digital Marketing Strategy to Increase Sales Conversion on E-commerce Platforms,”
Journal of Contemporary Administration and Management (ADMAN), vol. 1, no. 2, pp. 54-62, Aug.
2023, doi: 10.61100/adman.v1i2.23.

S. Loeb, J. Catto, and A. Kutikov, “Social Media Offers Unprecedented Opportunities for Vibrant
Exchange of Professional Ideas Across Continents,” Eur Urol, vol. 66, no. 1, pp. 118-119, Jul. 2014,
doi: 10.1016/j.eururo.2014.02.048.

Y. K. Dwivedi et al., “‘So what if ChatGPT wrote it?” Multidisciplinary perspectives on opportunities,
challenges and implications of generative conversational Al for research, practice and policy,” Int J Inf
Manage, vol. 71, p. 102642, Aug. 2023, doi: 10.1016/j.ijinfomgt.2023.102642.

N. L. Rane, A. Achari, and S. P. Choudhary, “Enhancing customer loyalty through quality of service:
Effective strategies to improve customer satisfaction, experience, relationship, and engagement,”
International Research Journal of Modernization in Engineering Technology and Science, vol. 5, no. 5,
pp. 427-452, May 2023, doi: 10.56726/IRIMETS38104.

M. Etter, D. Ravasi, and E. Colleoni, “Social Media and the Formation of Organizational Reputation,”
Academy of Management Review, vol. 44, no. 1, pp. 28-52, Jan. 2019, doi: 10.5465/amr.2014.0280.

M. L. Cheung, G. Pires, and P. J. Rosenberger, “The influence of perceived social media marketing
elements on consumer—brand engagement and brand knowledge,” Asia Pacific Journal of Marketing
and Logistics, vol. 32, no. 3, pp. 695-720, Mar. 2020, doi: 10.1108/APIJML-04-2019-0262.

P. D’Cruz, S. Du, E. Noronha, K. P. Parboteeah, H. Trittin-Ulbrich, and G. Whelan, “Technology,
Megatrends and Work: Thoughts on the Future of Business Ethics,” Journal of Business Ethics, vol.
180, no. 3, pp. 879-902, Oct. 2022, doi: 10.1007/s10551-022-05240-9.

I. Okonkwo and H. A. Awad, “The Role of Social Media in Enhancing Communication and
Collaboration in Business,” Journal of Digital Marketing and Communication, vol. 3, no. 1, pp. 19-27,
May 2023, doi: 10.53623/jdmc.v3i1.247.

H. Harini, D. P. Wahyuningtyas, S. Sutrisno, M. I. Wanof, and A. M. A. Ausat, “Marketing Strategy for
Early Childhood Education (ECE) Schools in the Digital Age,” Jurnal Obsesi : Jurnal Pendidikan Anak
Usia Dini, vol. 7, no. 3, pp. 2742-2758, 2023, doi: 10.31004/0bsesi.v7i3.4454.

pg. 369



Journal of Contemporary Administration and Management (ADMAN)
ISSN: 2988-0394 Print / 2988-3121 Online

Vol 2, Issue 1, April 2024, Page 363-370

DOI: https://doi.org/10.61100/adman.v2i1.137

[25]

[26]

[27]

[28]

[29]

[30]

[31]

[32]

[33]

[34]

S.-U. Jung and V. Shegai, “The Impact of Digital Marketing Innovation on Firm Performance:
Mediation by Marketing Capability and Moderation by Firm Size,” Sustainability, vol. 15, no. 7, p.
5711, Mar. 2023, doi: 10.3390/su15075711.

W. Handayani and A. N. Sihananto, “Social Media Marketing Maintains Business Existence,” in 7st
International Seminar of Research Month 2022. NST Proceedings, 2022, pp. 76-81.

W. S. Maitri, S. Suherlan, R. D. Y. Prakosos, A. D. Subagja, and A. M. A. Ausat, “Recent Trends in
Social Media Marketing Strategy,” Jurnal Minfo Polgan, vol. 12, no. 2, pp. 842-850, 2023, doi:
https://doi.org/10.33395/jmp.v12i2.12517.

A. K. Hasanuddin, “How Brand Image Influence Customer Loyalty: Reanalyzing the Significance of A
Popular Electronic Brand,” SEIKO : Journal of Management & Business, vol. 6, no. 1, pp. 915-922,
2023.

R. Annisa and A. Auliya, “THE ROLE OF SOCI THE ROLE OF SOCIAL MEDI AL MEDIA IN THE
M A IN THE MARKETING STRA TING STRATEGY IN TEGY IN THE HOTEL INDONESIA
GROUP,” Journal of Indonesian Tourism and Policy Studies, vol. 5, no. 1, pp. 19-25, 2020.

P. Punjabi, Aruna, Patill, R. Prasadh, S. Labhane, and Badhusha MHN, “Navigating the New Wave;
Unveiling the Transformation Effects of social media On Digital Marketing in The Emerging Era,”
Journal of Informatics Education and Research, vol. 4, no. 1, pp. 35-41, Jan. 2024, doi:
10.52783/jier.v4i1.516.

F. Sudirjo, K. Diantoro, J. A. Al-Gasawneh, H. K. Azzaakiyyah, and A. M. A. Ausat, “Application of
ChatGPT in Improving Customer Sentiment Analysis for Businesses,” Jurnal Teknologi Dan Sistem
Informasi Bisnis, vol. 5, no. 3, pp. 283-288, 2023, doi: https://doi.org/10.47233/jteksis.v5i3.871.

M. A. K. Harahap, S. Suherlan, S. Rijal, and A. M. A. Ausat, “Defining the Business Philosophy
Foundation for Sustainable Business Education,” Journal on Education, vol. 5, no. 4, pp. 15776-15783,
2023, doi: 10.31004/joe.v5i4.2690.

L. D. Hollebeek and K. Macky, “Digital Content Marketing’s Role in Fostering Consumer Engagement,
Trust, and Value: Framework, Fundamental Propositions, and Implications,” Journal of Interactive
Marketing, vol. 45, pp. 27-41, Feb. 2019, doi: 10.1016/j.intmar.2018.07.003.

S. ul Rehman, R. Gulzar, and W. Aslam, “Developing the Integrated Marketing Communication (IMC)
through Social Media (SM): The Modern Marketing Communication Approach,” Sage Open, vol. 12,
no. 2, p. 1, Apr. 2022, doi: 10.1177/21582440221099936.

pg. 370



