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Digital marketing, which was initially expressed through
terms such as “e-marketing” and “internet marketing,” has now
become an integral part of modern digital business models.
The development of digital technologies has caused disruptive
changes in the marketing field, fundamentally transforming
the relationships between marketers and customers.

The Digital Marketing Institute defines digital marketing
as “the use of digital technologies to create integrated,
targeted, and measurable communication that helps to acquire
and retain customers while building deeper relationships with
them.” Another definition states that digital marketing 1is
“an adaptive, technology-based process through which firms
collaborate with customers and partners to create,
communicate, deliver, and sustain value together.”

The evolution of digital marketing encompasses the
transition from direct marketing and interactivity to co-
creation and co-production processes through social media and
customer-to-customer (C2C) platforms. This transformation
occurred at a time when traditional marketing models,
characterized by slow communication and information delays,
hindered business development.

Digital marketing strategies include various approaches
that help enterprises reach their target audiences more
effectively and achieve their business objectives:

— Content marketing: Involves creating and distributing
engaging and shareable content such as blog posts, videos,
infographics, and memes. Content marketing increases brand
awareness and strengthens relationships with customers.
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— Social media marketing: Refers to the strategic use of
social media platforms (e.g., Facebook, Instagram, TikTok) to
promote products, services, or brands. It enhances brand
awareness, 1improves customer engagement, 1increases website
traffic and conversions, and reinforces customer loyalty.

— Search engine optimization (SEO) : Encompasses
strategies to increase website wvisibility in search engine
results, thereby driving more traffic and attracting
potential customers.

— Paid advertising: Involves reaching target audiences
through paid campaigns on platforms such as Google Ads or
Facebook Ads. This approach is crucial for accessing both
broad and niche audiences.

— Email marketing: Utilizes email 1lists to establish
direct communication with customers, promote products and
services, enhance loyalty, and encourage sales.

— Influencer marketing: Involves using individuals with
large and engaged social media followings (influencers) to
promote products or services, which is especially effective
for reaching younger demographics.

Digital marketing not only ensures the continuity of
traditional marketing tools but also coexists with them.
Traditional marketing instruments play a decisive role 1in
initiating initial interactions between brands and customers,
generating interest, and creating awareness. Digital
marketing becomes more significant as the interaction
deepens.

The integration of digital marketing into an enterprise’s
management process affects many areas-from strategic planning
to organizational structure and corporate culture. Digital
marketing 1is an inseparable part of the overall marketing
strategy and strategic management plan. Its integration
enables companies to gain competitive advantages, increase
customer engagement, and optimize customer experience.
Digital marketing serves as a key catalyst in a company’s
digital transformation process.

The integration of digital marketing into strategic
management provides several advantages:

— Precise targeting: Digital marketing enables more
accurate market targeting, increased customer engagement, and
optimized customer experiences.

— Data-driven decision-making: Companies can use data
analytics and marketing automation technologies to understand
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customer behavior, identify market trends, and automatically
deliver relevant messages. Data analysis helps measure
campaign performance and calculate ROI, enabling companies to
allocate marketing budgets more efficiently.

— Strengthened customer relationships: Through
personalization, improved service, and active engagement on
online platforms, digital marketing strengthens relationships
with customers. Consequently, customers feel more connected
to the brand.

— Real-time measurement: Digital marketing provides
accurate data to measure campaign performance in real-time.

— Digital transformation has significantly changed
organizational operational functions and processes, affected
organizational structures, and increased operational
efficiency. Digitization has led to a substantial shift in
organizational culture, which encompasses the collective
values, beliefs, relationships, and rituals that define a
company’s identity.

— Communication and collaboration: The development of
digital tools (email, instant messaging, video conferencing)
has replaced traditional face-to-face meetings with virtual
communication means. This has eliminated organizational silos
and 1increased accessibility across all levels, fostering
creativity and teamwork.

— Agility and adaptation: Digital transformation
increases organizational agility and enables faster
adaptation to market changes. Integrating digital

technologies 1into wvarious areas results 1in significant
changes in company operations and customer relations.

— Centralization and decision-making: Some studies
indicate that the success of digital transformation
strengthens when initiated at higher levels of
centralization, aiding initial process coordination. However,
after achieving strategic oversight benefits,

decentralization may become more effective.

The “value chain” describes the set of activities from
product <conception to final consumer delivery. Within
Porter’s wvalue chain framework, marketing and sales are
classified as primary activities, directly involved in the
creation and distribution of goods and services. The role of
marketing and sales 1is to attract potential customers and
persuade them to make a purchase.

Digital marketing permeates all aspects of wvalue chain
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management, offering unprecedented opportunities to enhance
efficiency and optimization.

— Demand forecasting and inventory management: Through
digital marketing, technology, and data analytics, companies
can access real-time information about customer behavior and
market dynamics. This enables them to predict demand changes
more accurately and optimize supply processes and inventory
levels.

— Supply chain responsiveness: The integration of digital
marketing-particularly CRM integration, customer feedback
utilization, and strategic digital investments-significantly
improves supply chain responsiveness, demand forecasting, and
inventory management.

— Collaboration and communication: Digital platforms and
tools facilitate real-time communication and collaboration
among supply chain participants, ensuring flexibility and
rapid adaptation.

— Brand awareness and competitiveness: Beyond optimizing
internal operations and improving customer relations, digital
marketing plays a decisive role in enhancing brand awareness
and competitive advantage.

However, integrating digital marketing into the strategic
management plan faces certain challenges:

— Technical limitations: Technical barriers and a lack of
understanding of digital technologies may hinder the
integration process.

— Organizational culture changes: Digital transformation
requires shifts in organizational culture, which can
encounter resistance.

— Data silos: Data silos and resistance to change can
limit the impact of digital marketing on supply chain
efficiency and agility.

The integration of digital marketing across these three
domains demonstrates that it is not merely a departmental
function but a strategic tool shaping the overall operation
of a Dbusiness. Successful integration refines strategic
decision-making, increases organizational agility, and
optimizes efficiency across the wvalue chain. However, this
process 1is accompanied by technical, organizational, and
cultural challenges. Overcoming these challenges requires
executive support, training programs, and investments in
integrated technologies.
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