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 This study aims to explore trends and effective digital 
marketing communication strategies for enhancing 
modern consumer engagement. The method employed 
in this study is a Systematic Literature Review (SLR), 
which involves identifying, selecting, and analyzing 
relevant studies from various academic and industry 
sources using the PRISMA approach. The findings 
indicate that effective digital marketing 
communication strategies rely on three main pillars: 
data-driven personalization, omnichannel integration, 
and ethical engagement. The use of artificial 
intelligence (AI) and machine learning has enabled 
more personalized and predictive marketing 
experiences, thereby increasing consumer engagement 
and loyalty. In addition, social media–based marketing 
and user-generated content have proven to be more 
effective than conventional advertising methods. 
However, challenges such as data privacy, digital 
fatigue, and algorithmic filtering remain major 
concerns within the digital marketing industry. 
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1. INTRODUCTION 
 

 In  the  past  decade,  the  rapid  evolution  of  digital  technology  has  fundamentally 

transformed  how  businesses communicate  with  consumers.  The  proliferation  of  

social media platforms, artificial intelligence (AI), and data-driven marketing strategies 

has led to  a  paradigm  shift  in  marketing  communication  (Chaffey & Smith, 2022).  

As of  2023, more than 5.16 billion people worldwide are internet users, with social 

media penetration reaching  4.8  billion  (Jafar et al., 2024; Marzo et al., 2024).  This  

http://aspublisher.co.id/index.php/opini/index
mailto:fenikhairifa@usu.ac.id
https://creativecommons.org/licenses/by-sa/4.0/
https://creativecommons.org/licenses/by-sa/4.0/


  E-ISSN 3063-8909                                                                               

 

Opini: Journal of Communication and Social Science 

120 

digital  expansion  has  drastically  reshaped consumer behaviors, expectations, and 

engagement patterns with brands. Consumers now demand personalized, interactive, 

and seamless experiences, pushing companies to adopt innovative strategies that 

leverage digital communication channels effectively. 

 The dominance of mobile technology and e-commerce has revolutionized 

marketing landscapes.  Reports  indicate  that  73%  of  global  consumers  prefer  

shopping  through mobile apps, and 65% of digital consumers rely on social media for 

purchasing decisions (Hossain et al., 2020; Kumar, 2021).  These  trends  highlight  the  

urgent  need  for  businesses  to rethink their marketing communication strategies to 

remain competitive in an increasingly digital marketplace. 

 Scholars  and  practitioners  have  extensively  explored  the  role  of  digital  

marketing communication   in   enhancing   brand-consumer   relationships. Gupta et al 

(2020) emphasize that traditional marketing models are becoming obsolete as digital 

platforms offer  real-time  engagement,  customer  feedback  mechanisms,  and  data-

driven  insights. Similarly, Tymchenko et al (2023) argue that consumer journeys are 

no longer linear; instead, they are dynamic and influenced by multiple digital 

touchpoints, such as social media  interactions,  personalized  email  marketing,  

influencer  endorsements,  and  AI-powered recommendations. 

 A key discussion in the literature revolves around the impact of content marketing 

and storytelling  in  digital  communication (Hollebeek & Macky, 2019; Ritonga, 

Thamrin, et al., 2024).  Research  by  Kang et al (2020) suggests that brands with a 

compelling narrative generate 22 times more engagement than those that rely on 

conventional advertising techniques. Furthermore, the integration of AI and  machine  

learning  in  customer  relationship  management  (CRM)  is  redefining personalized  

marketing  strategies  (Grewal & Roggeveen, 2020; Kokins et al., 2021).  These  

advancements indicate  a  clear  shift  towards  hyper-personalization  and  predictive  

analytics  as  core elements of future marketing communication (Lubis et al., 2022). 

 These innovations, challenges such as data privacy concerns, algorithm-driven 

content filtering,  and  ad  fatigue  have  emerged.  Studies  show  that  62%  of  

consumers  express skepticism towards targeted advertisements due to privacy issues 

(Daoud et al., 2023).  This  calls  for  a  more  ethical  and  transparent  approach  in  

digital  marketing communication strategies. Given  these  social  and  theoretical  
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insights,  it  is  evident  that  the  future  of  digital marketing   communication   must   

align   with   changing   consumer   expectations   and technological advancements. The 

increasing reliance on user-generated content (UGC), immersive experiences through 

augmented reality (AR) and virtual reality (VR), and the rise of the metaverse are 

reshaping how brands interact with their audiences (Bilgihan et al., 2024). 

 This  study  argues  that  successful  digital  marketing  communication  in  the  

future will depend  on  three  fundamental  pillars:  personalized  engagement,  ethical  

data-driven strategies, and cross-platform adaptability (Shemshaki, 2024). First, 

companies must leverage AI and big data to  create  highly  customized  experiences  

without  compromising  consumer  privacy (Rane, 2023). Second,  brands  should  adopt  

omnichannel  communication   models  that  integrate multiple  digital  touchpoints 

ranging  from  social  media,  chatbots,  and  voice  search optimization tointeractive 

video marketing (Jasrotia, 2023). Third, businesses must embrace authenticity and 

brand storytelling to foster long-term consumer trust and loyalty. 

 This paper seeks to explore emerging trends and strategic frameworks that will 

shape the  future  of  digital  marketing  communication.  By  analyzing  industry  case  

studies  and empirical data, it aims to provide practical insights for marketers, business 

leaders, and researchers.  The  findings  will  contribute  to  the  ongoing  discourse  on  

how  digital communication  tools  can  be  optimized  to  engage  modern  consumers  

effectively  while addressing ethical and technological challenges.As digital marketing 

continues to evolve, companies   must   adapt   to   new   engagement   paradigms   that   

prioritize   innovation, consumer-centricity,  and  ethical  communication  practices.  

The  future  of  marketing communication  will  be  defined  by  brands  that  can  

seamlessly  integrate  technology, creativity, and human connection to create 

meaningful and lasting relationships with their consumers. 

  

2. RESEARCH METHODE 
 
This  study  employs  a  Systematic  Literature  Review  (SLR)  to  synthesize  and  

analyze existing research on digital marketing communication strategies and their 

implications for engaging modern consumers. SLR is a structured method designed to 

identify, evaluate, and  interpret  relevant  research  related  to  a  specific  topic  by  

following  a  rigorous  and replicable   process   (Sauer & Seuring, 2023). This   method   
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ensures comprehensive   coverage,   minimizes   bias,   and   provides   a robust 

foundation for understandingemerging trends in digital marketing  communication. 

The  primary objective of this review is to identify: The key digital marketing 

communication strategies that have proven effective in engaging consumers, The 

evolution of consumer behavior in  response  todigital  marketing  transformations,  

The technological advancements shaping the future of digital marketing  

communication,  The  challenges  and  ethical considerations  related  to  data-driven  

marketing  practices. Data  Collection  through Identification  of  Relevant  Studies  that  

selection  of  relevant  studies  was  conducted systematically  using  the  Preferred  

Reporting  Items  for  Systematic  Reviews  and  Meta-Analyses (PRISMA)  framework  

(Ardern et al., 2022).  The  process  involved  four  key phases:  First,  Identification:  

Searching  for  academic  articles,  conference  proceedings, industry  reports,  and  

authoritative  sources  from  databases  such  as  Scopus,  Web  of Science,   IEEE Xplore, 

ScienceDirect, and Google Scholar. Second, Screening: Removing  duplicate  records  

and  filtering  studies  based  on  inclusion  and  exclusion criteria.  Third, Eligibility: 

Conducting a full-text  review of selected studies to ensure relevance.  Fourth,  

Inclusion:  Extracting  and  synthesizing  data  from  final  studies  for  in-depth 

analysis. 

 

3. RESULT AND DISCUSSION 
 
Key Digital Marketing Communication Strategies for Engaging Consumers 

One of the most effective digital marketing communication strategies involves the 

use of  AI  and  machine  learning  to  deliver  personalized  content  tailored  to  

individual consumer preferences. Studies indicate that 80% of consumers are more 

likely to engage with brands that offer personalized experiences (Tran et al., 2023). 

AI-powered recommendation engines, predictive analytics, and automated chatbots 

enable brands tofoster real-time, data-driven interactions with consumers (Kotler et 

al., 2021). 

The  rise  of  social  media  platforms  has  transformed  marketing  strategies,  

allowing brands to engage with consumers through interactive, user-generated 

content (UGC) and influencer  marketing.  Research  highlights  that  64%  of  
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consumers  trust  influencer recommendations  over  traditional  advertisements  

(Gilbert et al., 2023). Brands leveraging micro-influencers (10,000–100,000    

followers) have achieved higher engagement ratescompared to macro-influencers 

and celebrities (Bansal et al., 2024). 

The  shift  toward  omnichannel  marketing  enables  brands  to  integrate  multiple  

digital touchpoints, including websites, mobile apps, email, and social media. A study 

by Timoumi et al (2022) found  that  companies  using  a  fully  integrated  

omnichannel  strategy experience  30%  higher  customer  retention  rates.  This  

approach  ensures  a  consistent brand   experience   across   various   platforms,   

enhancing   consumer   satisfaction   and engagement. 

The  use  of  Augmented  Reality  (AR)  and  Virtual  Reality  (VR)  in  marketing  

has significantly  increased  engagement  rates.  Studies  indicate  that  interactive  

experiences drive  a  40%  higher  consumer  interaction  rate  compared  to  static  

advertising  (Javeed et al., 2024). For instance, IKEA’s AR application, which allows 

users to visualize furniture placement in their homes, has boosted purchase intent by 

30% (Marzo et al., 2024). 

The  integration  of  AI,  machine  learning,  social  media  marketing,  omnichannel 

strategies, and immersive technologies continues to drive the future of digital 

marketing communication.  The  personalization   of  consumer  experiences  through  

predictive analytics  and  AI-driven  interactions  has  proven  to  be  highly  effective  

in  enhancing engagement and brand loyalty. Meanwhile, social media and influencer 

marketing have evolved  into   more  community-driven,  authentic   engagement  

models,  with  micro-influencers playing asignificant role in shaping brand perception. 

Omnichannel  strategies  provide  a  holistic  approach  to  marketing  

communication, ensuring  seamless  consumer  interactions  across  multiple  

touchpoints.  Brands  that successfully  implement  AI-powered  omnichannel  

frameworks  will  benefit  from  higher retention rates and enhanced consumer 

satisfaction. Additionally, immersive marketing through AR/VR is paving the way for 

new experiential brand engagement opportunities, although its scalability remains a 

challenge. 
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As  consumers  increasingly  demand  personalized,  interactive,  and  ethical  

marketing practices,  businesses  must  strike  a  balance  between  technological  

innovation  and responsible marketing. Moving forward, brands that prioritize 

transparency, authenticity, andethical  AI  integration  will  be  best  positioned  to  

succeed  in  the  evolving  digital marketing landscape. 

The increasing reliance on artificial intelligence (AI)  and machine learning in 

digital marketing has led to a paradigm shift in how brands engage with consumers. 

The ability of AI to analyze vast datasets in real-time enables businesses to create 

highly personalized and adaptive marketing strategies that cater to individual 

consumer preferences. This level of personalization not only enhances user 

experience but also boosts brand loyalty and customer retention rates (Suhendar et 

al., 2023). Additionally,AI-powered predictive analytics  help  marketers  anticipate  

consumer  needs,  leading  to  proactive  engagement rather than reactive marketing 

strategies. 

However, while personalization has proven to be highly effective, it also raises 

ethical concerns  regarding  data  privacy  and  consumer  trust.  With  regulations  

such  as  GDPR (General  Data  Protection  Regulation)  and  CCPA  (California  

Consumer  Privacy  Act) becoming  more  stringent,  companies  must  balance  data-

driven  personalization  with ethical  data  usage.  Research  suggests  that  62%  of  

consumers  are  concerned about  how their  personal  data  is being  used  for  targeted  

advertising  (Keselman et al., 2019). Movingforward,  brands  that  emphasize  

transparency,  user  consent,  and  ethical  AI implementation will be more successful 

in building long-term consumer trust. 

The integration of artificial intelligence (AI), personalization, social media 

marketing, omnichannel  communication,  and  immersive  technologies  (AR/VR)  has  

significantly enhanced  consumer  engagement  and  brand  loyalty.  Personalization,  

in  particular,  has proven  to  be  a  dominant  strategy,  with  brands  leveraging  

predictive  analytics,  machine learning,  and  chatbot-driven  interactions  to  create  

tailored  consumer  experiences. Meanwhile, social media and influencer marketing 

have redefined brand engagement by fostering authentic, peer-driven interactions. 

The research highlights that these strategies will  continue  to  evolve  as  consumers  
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demand  more  interactive  and  personalized experiences in their engagement with 

brands. 

 

The Evolution of Consumer Behavior in Response to Digital Marketing 

Transformations 

Consumers today are more skeptical of traditional advertising and expect 

transparent and authentic brand messaging. Studies show that 86% of consumers 

prefer brands that prioritize  honesty,  and  70%  stop  engaging  with  companies  that  

mislead  them  (Busser & Shulga, 2019). Brands  that  focus  on  value-driven  

marketing  and  corporate  social responsibility (CSR) experience stronger consumer 

loyalty. 

With  the  rise  of  mobile  commerce,  consumers  increasingly  engage  with  

brands through  smartphones  and  mobile  applications.  Reports  indicate  that  78%  

of  online purchases are influenced by mobile browsing, and 50% of consumers prefer 

using brand-specific mobile apps (Maggioni et al., 2020). As a result, businesses must 

optimize their digital  marketing  strategies  for  mobile-friendly  engagement,  voice  

search  compatibility, and instant messaging interactions. 

Digital marketing has empowered consumers to influence brand perception 

through online reviews and social media discussions. Studies suggest that 92% of 

consumers trust online  reviews  as  much  as  personal  recommendations  

(Krisprimandoyo et al., 2024).  This  shift highlights   the   need   for   brands   to   

prioritize   consumer   engagement,   reputation management, and proactive customer 

feedback loops. 

Consumer  behavior  has  fundamentally  shifted  in  response  to  digital  

marketing innovations.  There  is  a  growing  preference  for  authenticity,  

transparency,  and  ethical brand communication. Modern consumers are more 

skeptical of traditional advertising and  instead  rely  on  peer recommendations, user-

generated  content  (UGC),  and  online reviews to make purchasing decisions. 

Additionally, mobile-first consumer behavior has necessitated  a  transformation  in  

marketing  strategies,  requiring  brands  to  optimize  for mobile engagement, voice 

search, and real-time digital interactions. This shift underscores the need for 
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businesses to adopt adaptive and data-driven marketing strategies that align with 

evolving consumer expectations. 

The evolution of consumer behavior in response to digital marketing innovations 

has fundamentally  altered   the   way   brands   engage   with   their   audiences.   

Authenticity, transparency,  and  ethical  brand  communication  have  become  

essential  elements  of successful   marketing   strategies.   Consumers   are   no   longer   

passive   recipients   of advertisements;  instead,  they  actively  engage  in  peer-to-

peer  recommendations,  online reviews,  and  value-driven  brand  interactions.  This  

transformation  underscores  the necessity for brands to redefine their marketing 

approaches to align with consumer trust, mobile-first engagement, and digital 

reputation management. 

The   shift   towards   authenticity,   mobile-first   engagement,   and   consumer-

driven reputation management signals a new era in digital marketing communication. 

To thrive in  this  evolving  landscape,  brands  must  prioritize  transparency,  ethical  

marketing,  and adaptive  data-driven  strategies.  The  demand  for  real-time  

engagement,  AI-powered personalization, and omnichannel integration will continue 

to shape the future of digital marketing. 

Moving forward, businesses that successfully blend technology with ethical 

consumer engagement will gain a competitive edge in building long-term brand 

loyalty and consumer trust.  As  the  digital ecosystem  expands,  the  ability  to  

navigate  mobile-first  interactions, manage  online reputation, and  deliver authentic 

brand  messaging will  determine which brands lead in the next phase of digital 

marketing evolution. 

 

Technological Advancements Shaping the Future of Digital Marketing 

Communication 

AI  is  revolutionizing  digital  marketing  communication  by enabling  brands  to  

deliver hyper-personalized content. Studies indicate that AI-driven personalization 

can increase conversion rates by 30% (Tymchenko et al., 2023). Predictive analytics 

further enhances engagement  by  forecasting  consumer  behavior  and  optimizing  

marketing  automation strategies. 
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The transition to Web 3.0 introduces decentralized, immersive brand experiences 

in the  metaverse.  Brands  such  as  Nike  and  Gucci  have  launched  virtual  storefronts  

and NFT-based products, creating new revenue streams and enhanced consumer 

engagement (Deriu et al., 2023). With 50% of online searches expected to be voice-

based by 2025,  digital  marketing  strategies  must  adapt  to  voice  assistants,  AI-

powered  chatbots,  and  conversational  commerce (Ignoffo et al., 2022).  Optimizing  

for  voice  search  will  be crucialfor brands looking to maintain a competitive 

advantage (Ritonga et al., 2024; Sintia et al., 2022). 

Technological  advancements  continue  to  reshape  the  landscape  of  digital  

marketing communication,  with  AI,  machine  learning,  Web  3.0,  the  metaverse,  

and  blockchain presenting    new    opportunities    for    brand-consumer    interactions.    

AI-powered personalization and predictive analytics have proven to be highly 

effective in enhancing engagement and conversion rates. Meanwhile, the rise of the 

metaverse and decentralized digital ecosystems suggests that future digital marketing 

strategies will incorporate virtual experiences, NFT-based consumer interactions, 

and blockchain-driven transparency. As digital  transformation  accelerates,  

businesses  must  remain  agile  and  embrace  these emerging technologies to 

maintain a competitive edge. 

The evolution of artificial intelligence (AI), Web 3.0, the metaverse, and 

blockchain technology  is  driving  a  paradigm  shift  in  digital  marketing  

communication.  These advancements enable brands to create hyper-personalized 

experiences, immersive virtual interactions,  and  decentralized  marketing  

ecosystems.  As  consumers  become  more digitally  connected,  brands  must  

embrace  these innovations  to  remain  competitive and relevant in an increasingly 

technology-driven marketplace. 

 

Challenges and Ethical Considerations in Data-Driven Marketing 

The increased use of big data and AI raises concerns about consumer privacy and 

data security.  Regulations  such  as  the  General  Data  Protection  Regulation  (GDPR)  

and  the California  Consumer  Privacy  Act  (CCPA)  enforce  stricter  controls  on  data  

collection. 
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Research shows that 62% of consumers worry about brands misusing their 

personal data, emphasizing the need for transparent data governance policies. AI-

driven advertising algorithms have been criticized for reinforcing biases and limiting 

content diversity. Studies highlight that 40% of consumers believe social media 

algorithms create "filter bubbles" that reduce exposure to diverse perspectives 

(Makanjuola, 2024). Ethical AI deployment is essential to ensure fairness and 

accountability in digital marketing strategies. 

Consumers  are  experiencing  digital  fatigue  due  to  excessive  targeted  

advertising. Research indicates that 65% of users actively use ad blockers (Gottfried, 

2024). To address this, brands should prioritize value-driven, organic content 

marketing strategies instead of intrusive advertising tactics. 

Despite the vast opportunities presented by digital marketing, this review also 

highlights significant ethical and regulatory challenges that brands must address. 

Consumer privacy concerns,  algorithmic  bias,  digital  misinformation,  and  ad  

fatigue  are  amongthe  most pressing issues facing the industry. The enforcement of 

data protection regulations such as GDPR and CCPA indicates a shift towards greater 

accountability in digital marketing practices.    Brands    must    navigate    these    

challenges    by    prioritizing    ethical    AI implementation,  ensuring  transparency  

in  data  collection,  and  fostering  trust  through responsible marketing 

communication strategies. 

Given these findings, this study suggests several key implications for both 

practitioners and researchers in the field of digital marketing communication: 

1) Strategic Adaptation: Brands must continuously evolve their marketing 

strategies to align with changing consumer expectations and technological 

advancements. 

2) Ethical  Digital  Practices:  Future  digital  marketing  efforts  must  prioritize  

ethical considerations,  including  data  privacy,  responsible  AI  use,  and  

combatting misinformation. 

3) Immersive and Personalization-Driven Engagement: Businesses should focus 

on integrating  immersive  experiences  (AR/VR),  AI-powered  

personalization,  and blockchain transparency to create meaningful 

interactions with consumers. 
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4) Research  on  AI  and  Marketing  Ethics:  Further  empirical  research  is  needed  

to examine  the  long-term  impact  of  AI-driven  personalization  and  its  

implications for consumer trust, decision-making, and engagement levels. 

 

4. CONCLUSION 

 

The findings of this systematic literature review indicate that digital marketing 

communication is evolving toward greater personalization, interactivity, and more 

ethical consumer engagement. However, brands must also address ethical challenges, 

regulatory constraints, and shifting consumer expectations. The future of digital 

marketing will be shaped by brands that successfully balance technology, 

transparency, and consumer trust to create sustainable and meaningful engagement. 

In particular, the future of digital marketing communication will be determined by 

technological innovation, data-driven personalization, and a strong emphasis on 

ethical consumer engagement. Companies that can effectively balance digital 

transformation with transparency, authenticity, and ethical responsibility will emerge 

as industry leaders in an ever-evolving digital landscape. As digital marketing 

strategies continue to advance, ongoing research and industry adaptation will be 

essential to ensure sustainable, consumer-centered engagement models that foster 

trust and long-term brand loyalty. 

 

References 
 
Ardern, C. L., Büttner, F., Andrade, R., Weir, A., Ashe, M. C., Holden, S., Impellizzeri, F. M., 

Delahunt, E., Dijkstra, H. P., & Mathieson, S. (2022). Implementing the 27 PRISMA 

2020 Statement items for systematic reviews in the sport and exercise medicine, 

musculoskeletal rehabilitation and sports science fields: the PERSiST 

(implementing Prisma in Exercise, Rehabilitation, Sport medicine and SporTs 

science) guidance. British Journal of Sports Medicine, 56(4), 175–195. 

Bansal, D., Bhattacharya, N., & Shandilya, P. (2024). Influencer Marketing Unleashed: 

Leveraging Data Analytics for Success. In Advances in Data Analytics for Influencer 

Marketing: An Interdisciplinary Approach (pp. 67–87). Springer. 

Bilgihan, A., Leong, A. M. W., Okumus, F., & Bai, J. (2024). Proposing a metaverse 



  E-ISSN 3063-8909                                                                               

 

Opini: Journal of Communication and Social Science 

130 

engagement model for brand development. Journal of Retailing and Consumer 

Services, 78, 103781. 

Busser, J. A., & Shulga, L. V. (2019). Involvement in consumer-generated advertising: 

Effects of organizational transparency and brand authenticity on loyalty and trust. 

International Journal of Contemporary Hospitality Management, 31(4), 1763–1784. 

Chaffey, D., & Smith, P. R. (2022). Digital marketing excellence: planning, optimizing and 

integrating online marketing. Routledge. 

Daoud, M. K., Al-Qeed, M., Al-Gasawneh, J. A., & Ziani, A. (2023). Examining the ethical 

implications of data privacy and targeted advertising in digital marketing: 

Consumer perceptions. 2023 Tenth International Conference on Social Networks 

Analysis, Management and Security (SNAMS), 1–6. 

Deriu, C., Thakur, S., Tammaro, O., & Fabris, L. (2023). Challenges and opportunities for 

SERS in the infrared: materials and methods. Nanoscale Advances, 5(8), 2132–

2166. 

Gilbert, J., Hamid, S., Hashem, I. A. T., Ghani, N. A., & Boluwatife, F. F. (2023). The rise of 

user profiling in social media: review, challenges and future direction. Social 

Network Analysis and Mining, 13(1), 137. 

Gottfried, J. (2024). Americans’ social media use. Pew Research Center, 31. 

Grewal, D., & Roggeveen, A. L. (2020). Understanding retail experiences and customer 

journey management. Journal of Retailing, 96(1), 3–8. 

Gupta, S., Leszkiewicz, A., Kumar, V., Bijmolt, T., & Potapov, D. (2020). Digital analytics: 

Modeling for insights and new methods. Journal of Interactive Marketing, 51(1), 

26–43. 

Hollebeek, L. D., & Macky, K. (2019). Digital content marketing’s role in fostering 

consumer engagement, trust, and value: Framework, fundamental propositions, 

and implications. Journal of Interactive Marketing, 45(1), 27–41. 

Hossain, S. F. A., Xi, Z., Nurunnabi, M., & Hussain, K. (2020). Ubiquitous role of social 

networking in driving M-Commerce: evaluating the use of mobile phones for 

online shopping and payment in the context of trust. Sage Open, 10(3), 

2158244020939536. 

Ignoffo, R. J., Knapp, K., & Ellis, W. (2022). Board-certified pharmacy specialties: Growth 

from 2008 to 2020 and projections to 2025. American Journal of Health-System 



Opini: Journal of Communication and Social Science         

 

 

131 

Pharmacy, 79(23), 2134–2140. 

Jafar, Z., Quick, J. D., Rimányi, E., & Musuka, G. (2024). Social media and digital inequity: 

Reducing health inequities by closing the digital divide. International Journal of 

Environmental Research and Public Health, 21(11), 1420. 

Jasrotia, S. S. (2023). Technological innovations in interactive marketing: enhancing 

customer experience at the new retail age. In The Palgrave Handbook of Interactive 

Marketing (pp. 183–197). Springer. 

Javeed, S., Rasool, G., & Pathania, A. (2024). Augmented reality in marketing: a close 

look at the current landscape and future possibilities. Marketing Intelligence & 

Planning, 42(4), 725–745. 

Kang, J., Hong, S., & Hubbard, G. T. (2020). The role of storytelling in advertising: 

Consumer emotion, narrative engagement level, and word‐of‐mouth intention. 

Journal of Consumer Behaviour, 19(1), 47–56. 

Keselman, A., Smith, C. A., Murcko, A. C., & Kaufman, D. R. (2019). Evaluating the quality 

of health information in a changing digital ecosystem. Journal of Medical Internet 

Research, 21(2). https://doi.org/10.2196/11129 

Kokins, G., Straujuma, A., & Lapiņa, I. (2021). The role of consumer and customer 

journeys in customer experience driven and open innovation. Journal of Open 

Innovation: Technology, Market, and Complexity, 7(3), 185. 

Kotler, P., Kartajaya, H., & Setiawan, I. (2021). Marketing 5.0: Technology for humanity. 

John Wiley & Sons. 

Krisprimandoyo, D. A., Sufa, S. A., Wardani, D. T., & Widiyanto, S. (2024). Exploring the 

relationship between social media engagement, customer reviews, and brand 

perceptions: A comprehensive study in retail industry. International Journal of 

Business, Law, and Education, 5(2), 1584–1591. 

Kumar, S. (2021). Consumer engagement in digital entertainment: a systematic review. 

Digital Entertainment: The Next Evolution in Service Sector, 1–22. 

Lubis, R. M., Isro, M. I., Al Fayyad, M., Fadli, A., Sazali, H., & Andinata, M. (2022). Strategi 

Pemasaran Himpunan Mahasiswa Bahasa Jepang dan Sastra Jepang USU dalam 

Mempromosikan Event Bunkasai USU. 

Maggioni, I., Sands, S. J., Ferraro, C. R., Pallant, J. I., Pallant, J. L., Shedd, L., & Tojib, D. 

(2020). Consumer cross-channel behaviour: is it always planned? International 



  E-ISSN 3063-8909                                                                               

 

Opini: Journal of Communication and Social Science 

132 

Journal of Retail & Distribution Management, 48(12), 1357–1375. 

Makanjuola, T. (2024). Content Recommendation Algorithm: Assessing Ethical 

Implications and their Impacts on Users’ Trust–An Investigation of Digital Media 

Platforms. Available at SSRN 5245835. 

Marzo, R. R., Jun Chen, H. W., Ahmad, A., Thew, H. Z., Choy, J. S., Ng, C. H., Chew, C. L. A., 

Heidler, P., King, I., & Shrestha, R. (2024). The evolving role of social media in 

enhancing quality of life: a global perspective across 10 countries. Archives of 

Public Health, 82(1), 28. 

Rane, N. (2023). Enhancing customer loyalty through Artificial Intelligence (AI), 

Internet of Things (IoT), and Big Data technologies: improving customer 

satisfaction, engagement, relationship, and experience. Internet of Things (IoT), 

and Big Data Technologies: Improving Customer Satisfaction, Engagement, 

Relationship, and Experience (October 13, 2023). 

Ritonga, A. R., Thamrin, M. H., Siahaan, H., Dalimunthe, M., & Nur’aini, N. (2024). 

Promotion of ecotourism and communication policy in increasing tourists in 

Indonesia. Journal of Infrastructure, Policy and Development, 8(8), 4764. 

Ritonga, A. R., Veronica, A., Ginting, L., Dalimunthe, M. A., & Nasution, L. H. (2024). 

Library promotion in the development of the Universitas Sumatera Utara towards 

a world-class university. Journal of Infrastructure, Policy and Development, 8(6), 

4149. 

Sauer, P. C., & Seuring, S. (2023). How to conduct systematic literature reviews in 

management research: a guide in 6 steps and 14 decisions. Review of Managerial 

Science, 17(5), 1899–1933. 

Shemshaki, M. (2024). Data-Driven Digital Marketing The Art and Science of Intelligent 

Decision-Making. Milad Shemshaki. 

Sintia, D. I., Saputri, R. P., Alhafidzh, A., Dalimunthe, M. A., & Sazali, H. (2022). Analisis 

strategi komunikasi pemasaran dalam peningkatan pariwisata melalui media 

sosial di kabupaten langkat. Professional: Jurnal Komunikasi Dan Administrasi 

Publik, 9(1), 169–174. 

Suhendar, A., Syam, A. M., & Ritonga, A. R. (2023). Efektivitas Instagram Sebagai Ruang 

Motivasi Hijrah Mahasiswa IAIN Lhokseumawe. KomunikA, 19(02), 12–20. 

Timoumi, A., Gangwar, M., & Mantrala, M. K. (2022). Cross-channel effects of 



Opini: Journal of Communication and Social Science         

 

 

133 

omnichannel retail marketing strategies: A review of extant data-driven research. 

Journal of Retailing, 98(1), 133–151. 

Tran, T., Sen, S., & Van Steenburg, E. (2023). This ad’s for you: how personalized SNS 

advertisements affect the consumer–brand relationship. Journal of Consumer 

Marketing, 40(4), 458–469. 

Tymchenko, Y., Proskurina, M., Hryhorchuk, T., Chervinska, L., Ratynskiy, V., Shpylyk, 

S., Krause, O., Pinyak, I., Lebedynets, I., & Nosyriev, O. (2023). DETERMINING THE 

ROLE OF EMOTIONS IN THE CUSTOMER JOURNEY FOR CULTURE INDUSTRIES 

UNDER CONDITIONS OF INFORMATION AND COMMUNICATION TECHNOLOGIES 

DEVELOPMENT. Eastern-European Journal of Enterprise Technologies, 122(13). 

 


