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ABSTRACT 
This systematic literature review explores the evolving landscape of digital marketing 

strategies in modern business environments. With the increasing integration of digital technologies, 

businesses are shifting from traditional marketing approaches toward data-driven, interactive, and 

personalized strategies. This review aims to identify commonly employed digital marketing 

strategies, examine their associated benefits and challenges, and trace their evolution over time. A 

structured search was conducted using Scopus and Google Scholar databases, focusing on peer-

reviewed publications from 2013 to 2024. The findings reveal that strategies such as social media 

marketing, search engine optimization, content marketing, and the use of artificial intelligence tools 

are prevalent across various sectors. While these strategies enhance customer engagement and 

operational efficiency, they also pose challenges related to data privacy, platform fragmentation, and 

accessibility for resource-constrained firms. The review highlights the importance of strategic 

alignment, technological adaptability, and ethical considerations in successful digital marketing 

implementation. This synthesis provides a consolidated foundation for future research and practical 

guidance for businesses aiming to remain competitive in a digitally transformed marketplace. 

  

Keywords: Customer Engagement, Digital Marketing, Digital Transformation, Marketing 

Strategy, Social Media 

  

1. INTRODUCTION 

Digital technologies have redefined the marketing landscape, ushering in a paradigm shift 

from traditional marketing models to highly interactive, data-driven, and personalized digital 

ecosystems. Businesses no longer rely solely on broadcast methods such as print, television, and 

radio to reach consumers; instead, they leverage digital tools—ranging from search engines and 

social media platforms to mobile applications and artificial intelligence—to engage consumers in 

real-time, across diverse and globally interconnected markets. The integration of these technologies 

into marketing strategies has revolutionized how value is created, delivered, and communicated, 

enabling businesses to optimize operations, customize content, and interact with consumers at an 

unprecedented scale and granularity. This transformation is not merely a trend but a core aspect of 

digital transformation that affects every facet of business operations, from logistics to decision-
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making and customer relationship management (Rolando, 2025c, 2025g, 2025b; Setiawan & 

Rolando, 2025; Winata & Rolando, 2025). 

In this context, digital marketing has evolved from being a supplementary activity to a 

fundamental driver of competitive advantage and business sustainability. The proliferation of digital 

platforms and the ubiquity of internet access have empowered consumers with greater agency, 

making marketing an increasingly interactive process where customer feedback, preferences, and 

behaviors directly influence marketing outcomes. Social media platforms such as Facebook, 

Instagram, LinkedIn, and TikTok have emerged as crucial venues for real-time dialogue, brand 

storytelling, and user-generated content, facilitating continuous engagement and viral marketing 

through electronic word-of-mouth (eWOM). This has not only transformed how brands communicate 

but has also intensified the importance of digital presence and reputation. As noted by Chandra 

(2025), platforms that foster ongoing interactions between firms and consumers are vital in 

cultivating brand loyalty and driving customer retention. 

The implications of these shifts are significant for businesses operating in an increasingly 

volatile, uncertain, complex, and ambiguous (VUCA) environment. Enterprises must adapt rapidly 

to technological changes, evolving consumer expectations, and dynamic market conditions. The 

traditional one-way communication model of marketing is obsolete in this environment; instead, 

organizations must embrace a multi-directional, data-centric, and iterative approach to marketing 

strategy development. Artificial intelligence, predictive analytics, and automation technologies now 

underpin marketing decisions, allowing businesses to anticipate trends, personalize messages, and 

allocate resources more effectively. Tools such as recommendation algorithms, chatbots, and 

customer journey mapping systems are no longer optional enhancements but integral components of 

digital marketing ecosystems. The theoretical model developed by Dunayev et al. (2022) underscores 

this point by demonstrating how digital technologies enrich marketing management with capabilities 

that transcend the limitations of traditional frameworks (Rolando, 2025d, 2025a; Wigayha & 

Rolando, 2024, 2025).  

In tandem, businesses of all sizes—from multinational corporations to small and medium-

sized enterprises (SMEs)—are reaping the benefits of digital marketing. SMEs, in particular, benefit 

from the democratizing power of digital platforms, which reduce entry barriers and offer scalable, 

cost-effective channels for reaching broader audiences. Sharabati et al. (2024) emphasize how digital 

tools contribute to operational resilience and strategic flexibility for smaller firms, especially in times 

of crisis or market disruption. Moreover, digital marketing enables these enterprises to engage in 

global competition without requiring the extensive infrastructure traditionally associated with 

internationalization. Similarly, Біловодська et al. (2022) identify the adaptive potential of digital 

marketing strategies for global brands, arguing that these strategies must remain agile and responsive 

to maintain relevance in a rapidly changing digital landscape (Rolando, 2024c, 2024a, 2025f). 

Despite the growing prominence and advantages of digital marketing, businesses face 

several persistent challenges in effectively deploying and managing these strategies. One major 

concern is the fragmentation of digital channels and the difficulty of maintaining consistency and 

coherence across them. With consumers navigating multiple platforms simultaneously, businesses 

must ensure a unified brand voice and seamless user experience across touchpoints. Another 

challenge involves data management and privacy. The increased reliance on consumer data for 

targeting and personalization raises ethical and legal concerns, particularly in light of regulations 
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such as the General Data Protection Regulation (GDPR). Companies must strike a delicate balance 

between leveraging data for strategic advantage and safeguarding consumer trust and privacy 

(Mulyono & Rolando, 2025; Rolando & Chondro, 2025; Zahran & Rolando, 2025). 

Furthermore, the effectiveness of digital marketing strategies varies across industries, 

regions, and consumer segments. For example, certain techniques such as influencer marketing or 

immersive technologies like virtual reality (VR) and augmented reality (AR) may be highly effective 

in some contexts but less applicable or cost-effective in others. Studies by Gopakumar and 

Dananjayan (2023) demonstrate the impact of VR/AR in delivering engaging brand experiences, but 

such innovations are not yet widely adopted, especially among resource-constrained firms. Similarly, 

predictive analytics and machine learning applications, while promising, require substantial 

investment in infrastructure and expertise, which may limit their accessibility for many organizations 

(Rolando, 2022, 2024b; Rolando et al., 2025). 

Given the multifaceted nature of digital marketing and its rapidly evolving landscape, there 

is a critical need for systematic inquiry into its strategic applications, outcomes, and theoretical 

foundations. While numerous studies have explored individual aspects of digital marketing—such as 

content marketing, search engine optimization (SEO), or social media engagement—few have 

comprehensively synthesized findings across disciplines, industries, and geographies. This 

fragmentation hinders the development of cohesive strategies and limits the ability of practitioners 

and scholars to draw generalizable insights. Therefore, a systematic literature review is not only 

timely but essential to chart the current state of knowledge, identify patterns and gaps, and propose 

directions for future research and practice. 

This review addresses a fundamental problem: the lack of integrated, evidence-based 

understanding of how digital marketing strategies are conceptualized, implemented, and evaluated 

in modern business settings. Existing literature is abundant but often dispersed and inconsistent, with 

varying methodologies, terminologies, and frameworks. This makes it difficult for decision-makers 

to navigate the field and adopt best practices. By synthesizing and critically analyzing relevant 

studies from a wide range of sources, this review aims to bridge this gap and offer a consolidated 

foundation for theory development and strategic decision-making (Rolando, 2023, 2025e; Rolando 

et al., 2022). 

The objectives of this systematic review are threefold. First, it seeks to identify the most 

commonly employed digital marketing strategies in contemporary business practice. Second, it aims 

to examine the benefits and challenges associated with these strategies, paying attention to contextual 

variables such as industry type, firm size, and technological maturity. Third, it endeavors to trace the 

evolution of digital marketing strategies over time, highlighting emerging trends and innovations that 

shape the future of the field. To guide this inquiry, the review is structured around the following 

research questions: (1) What are the most commonly employed digital marketing strategies in 

modern business? (2) What are the benefits and challenges associated with these strategies? (3) How 

have digital marketing strategies evolved over time? 

The scope of this review is deliberately broad yet focused. It covers empirical studies, case 

analyses, and theoretical models related to digital marketing strategies published between 2013 and 

2024 in peer-reviewed journals and conference proceedings. Studies were selected from diverse 

industries and regions to capture the global and cross-sectoral dimensions of digital marketing. 

However, the review excludes articles that focus exclusively on traditional (offline) marketing or 
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general digital technology trends unrelated to marketing strategy. The intent is to provide a nuanced 

understanding of how digital marketing functions within business contexts rather than in isolation as 

a technological or communication tool. 

 

2. RESEARCH METHOD 

2.1. Research Design 

This study adopts a Systematic Literature Review (SLR) methodology based on the Preferred 

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

method enables a structured and transparent approach to identifying, evaluating, and synthesizing 

existing literature. A mixed-methods design was implemented, combining qualitative thematic 

analysis with bibliometric analysis using VOSviewer software. This dual approach ensured both 

conceptual depth and empirical insight into the evolution of digital marketing strategies in modern 

business. 

2.2. Research Questions 

The review is guided by three primary questions: (1) What are the most commonly employed 

digital marketing strategies in modern business? (2) What are the benefits and challenges associated 

with these strategies? and (3) How have digital marketing strategies evolved over time? 

2.3 Inclusion and Exclusion Criteria 

Studies were included if they were peer-reviewed journal articles published between 2019 

and 2024, written in English, and accessible via open-access platforms. Additionally, eligible studies 

had to be situated within the domains of business, marketing, management, or information 

technology, with a clear focus on digital marketing or strategic applications. Conversely, articles 

were excluded if they were published before 2019 or after 2024, were not written in English, or were 

not openly accessible (e.g., behind paywalls). Furthermore, non-journal content such as conference 

papers, editorials, and book chapters was excluded, as were studies outside of business-related 

disciplines. This screening protocol ensured that the final dataset consisted of only academically 

rigorous, accessible, and topically relevant literature aligned with the review’s scope and objectives. 

Table 1. Inclusion and Exclusion Criteria 

2.4. Inclusion and Exclusion Criteria 

To maintain relevance and quality, studies were included if they were peer-reviewed journal 

articles or conference proceedings, published in English within the specified time range, and focused 

on digital marketing strategies within a business context. Studies were excluded if they were non-

peer-reviewed (e.g., news articles, editorials), outside the specified date range, not written in English, 

or focused solely on traditional (offline) marketing methods. 

A summary of the selection criteria is presented in Table 1, which outlines both the inclusion and 

exclusion parameters used to screen the articles. 

Table 2. Inclusion and Exclusion Criteria 

Criteria Inclusion Exclusion 

Publication Year 2019 – 2024 Before 2019 or after 2024 

Language English Non-English 

Article Type Peer-reviewed journal articles 
Conference papers, editorials, 

book chapters 

Accessibility Open access Paywalled/closed access 

Subject Area 

Business, Marketing, 

Management, Information 

Tech 

Non-business or non-marketing 

fields 
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Criteria Inclusion Exclusion 

Publication Year 2013–2024 Articles published 

outside this range 

Language English Articles published in 

other languages 

Article Type Peer-reviewed journal 

articles, conference papers 

Blogs, news articles, 

editorials, book chapters 

Topic Relevance Studies on digital 

marketing strategies in a 

business context 

Studies focusing on non-

digital or purely traditional 

methods 

Accessibility Open or subscription-

based peer-reviewed content 

Duplicates or non-

scholarly sources 

2.5. Study Selection Process 

The study selection process was carried out in four main stages: identification, screening, 

eligibility assessment, and inclusion. Initially, a total of 160 records were identified through searches 

in databases (n = 130) and registers (n = 30). These records were imported into a reference 

management tool, where 26 duplicates were removed, along with 8 records marked as ineligible by 

automation tools and 4 records excluded for other reasons. This left 130 records to be screened for 

relevance based on titles and abstracts, resulting in the exclusion of 30 records. The remaining 100 

records were sought for full-text retrieval; however, only 84 could be successfully retrieved, while 6 

were not accessible. These 84 reports underwent a detailed full-text review to assess their eligibility. 

During this stage, 27 reports were excluded for various reasons, including being not written in 

English (n = 10), not relevant to the research topic (n = 7), or lacking an abstract (n = 10). As a result, 

57 studies were deemed to meet all the inclusion criteria and were included in the final analysis. The 

entire selection process is visually presented using a PRISMA 2020 flow diagram, which helps 
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ensure transparency and reproducibility in the review process. Any disagreements or uncertainties 

encountered during the selection were resolved through discussion among the reviewers. 

Figure 1. Prisma SLR 

2.6. Data Extraction 
Key data from each selected article were systematically extracted using a structured 

template. This template captured information such as author names, year of publication, country or 

region of study, business sector, research methodology, digital marketing strategies discussed, and 

reported benefits and challenges. This standardized approach facilitated a consistent and comparative 

synthesis across all included studies. 

2.7. Quality Assessment 
To ensure methodological rigor, all included studies were critically appraised using 

established assessment tools. Qualitative and mixed-method studies were evaluated using the Critical 

Appraisal Skills Programme (CASP) checklist, while quantitative studies were assessed using the 

Joanna Briggs Institute (JBI) critical appraisal tools. Studies that did not meet minimum quality 

thresholds were excluded from the final analysis. 

 

3. RESULTS AND DISCUSSION 

3.1 Bibliometric Analysis Results 

This review conducted a bibliometric analysis using VOSviewer to map the intellectual 

structure of digital marketing strategy research between 2019 and 2024. The overlay visualization 

output (Figure 1) illustrates keyword co-occurrence patterns from the 45 selected articles. In this 

map, node size indicates keyword frequency, link strength represents the number of co-occurrences 

between terms, and colors reflect the average publication year, where darker colors (blue/purple) 

indicate earlier studies and brighter colors (yellow/orange) indicate more recent trends. 

From the visualization, earlier research (dark nodes) predominantly centered on foundational 

strategies such as “SEO,” “email marketing,” and “social media marketing.” In contrast, more recent 

studies (lighter nodes) highlight emerging topics such as “artificial intelligence,” “customer 

engagement,” and “digital transformation.” This shift in focus signals a research evolution from basic 

promotional tools to sophisticated, data-driven approaches that align with broader digital 

transformation agendas. 

The proximity and linkages between keywords also reveal thematic clusters: one focused on 

technology adoption, another on consumer behavior, and a third on strategic alignment in marketing. 
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This confirms a multidimensional interest in digital marketing—spanning operational, analytical, and 

experiential domains. 

Figure 2. Cluster Visualization of Keyword Co-occurrence Network 

Figure 3. Overlay Visualization of Keyword Co-occurrence Network 

Figure 4. Density Visualization of Keyword Co-occurrence Network 

3.2 Common Digital Marketing Strategies 

The systematic review identifies four dominant digital marketing strategies widely adopted 

across industries. Social Media Marketing (SMM) is frequently employed on platforms such as 

Facebook, Instagram, and TikTok to enhance customer engagement, generate user-driven content, 

and obtain real-time feedback. As noted by Chandra (2025), SMM plays a crucial role in increasing 

brand visibility and fostering customer loyalty through electronic word-of-mouth (eWOM). Search 

Engine Optimization (SEO) remains a foundational element of digital marketing. It involves 

optimizing website structure and content to improve visibility on search engines, thereby increasing 

organic traffic and supporting long-term customer acquisition. Content Marketing is another key 

strategy, where companies develop informative, entertaining, or interactive material to establish 

authority within their market, engage potential customers, and build long-term relationships. This 

approach is particularly effective in fostering trust and loyalty among digital audiences. A more 

technologically advanced strategy involves Artificial Intelligence (AI) and Predictive Analytics. 

These tools are increasingly used for personalizing marketing campaigns, automating customer 

service through chatbots, and forecasting consumer behavior. Such capabilities enhance the precision 

of marketing efforts and reduce operational inefficiencies. These strategies are often integrated into 

a broader omnichannel framework, ensuring consistent branding and messaging across multiple 

digital platforms, thereby enhancing the overall customer experience. 
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3.3 Benefits and Strategic Implications 

The literature widely acknowledges the numerous benefits of digital marketing. First, it is 

significantly more cost-efficient than traditional marketing, providing scalable solutions that suit the 

budgets of both large corporations and small businesses. Real-time feedback mechanisms embedded 

in digital platforms allow firms to make swift, data-informed decisions and adapt campaigns 

dynamically. Digital marketing also enables global outreach, allowing even resource-constrained 

SMEs to participate in international markets without the need for substantial physical infrastructure. 

Furthermore, the use of analytics and automation facilitates data-driven decision-making, enabling 

firms to personalize their offerings and improve return on investment (ROI). Beyond these 

operational benefits, strategic adaptability and a customer-centric design are consistently identified 

as critical factors in successful digital transformation. For instance, Sharabati et al. (2024) emphasize 

that digital marketing enhances business resilience during periods of disruption, particularly for 

SMEs navigating uncertain economic environments. 

3.4 Challenges in Digital Marketing Implementation 

Despite its advantages, digital marketing presents several challenges. Regulatory 

frameworks, such as the General Data Protection Regulation (GDPR), complicate the collection and 

use of personal data, limiting the extent to which marketing can be tailored to individual consumers. 

In addition, the fragmentation of digital platforms makes it difficult for firms to maintain consistent 

branding across diverse channels, increasing the complexity of campaign management. 

Technological gaps also hinder implementation, especially among SMEs that lack the resources or 

technical expertise to deploy AI-driven tools effectively. Moreover, consumer expectations in the 

digital space are constantly evolving. Businesses are compelled to innovate continually to meet 

demands for personalization, speed, and relevance. Emerging technologies such as virtual and 

augmented reality (VR/AR) show potential for immersive marketing experiences. However, as 

Gopakumar and Dananjayan (2023) point out, these innovations are largely accessible only to large 

enterprises with the necessary technological infrastructure, leaving smaller firms at a disadvantage. 

3.5 Evolution of Strategic Focus (2019–2024) 
The thematic evolution of digital marketing research demonstrates a trajectory from basic 

platform use to smart, integrated ecosystems. Between 2019 and 2020, the emphasis was on 

establishing online presence via social media and SEO. By 2021–2022, content personalization, 

consumer journey mapping, and automation became central themes. In the most recent years (2023–

2024), the literature reflects a convergence between AI integration, ethical digital engagement, and 

platform interoperability. The increasing attention to data ethics, algorithmic transparency, and 

customer trust indicates a maturing digital marketing discipline that aligns with broader 

organizational governance and digital responsibility frameworks. 

 

4. CONCLUSION 

This systematic literature review has examined the evolving landscape of digital marketing 

strategies within modern business environments. Through a rigorous analysis of recent peer-

reviewed studies from 2019 to 2024, the review identified key digital marketing strategies—such as 

social media marketing, search engine optimization, content marketing, and AI-powered tools—that 

are widely adopted across various sectors. These strategies have demonstrated significant benefits, 

including enhanced customer engagement, cost efficiency, global reach, and operational agility, 

especially for small and medium-sized enterprises. 

However, the review also highlighted critical challenges, including data privacy concerns, 

platform fragmentation, and the resource demands of advanced technologies like machine learning 

and AR/VR. The findings suggest that the successful implementation of digital marketing strategies 
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hinges on strategic alignment with business goals, adaptability to emerging technologies, and a strong 

ethical foundation in data usage. 

Ultimately, this review underscores the need for businesses to continuously innovate and 

tailor their digital marketing efforts to dynamic market conditions and consumer expectations. Future 

research should aim to deepen the theoretical underpinnings of digital marketing and explore 

longitudinal effects across diverse contexts. For practitioners, the synthesis offers actionable insights 

into best practices and strategic considerations vital for sustaining competitiveness in a digitally 

driven marketplace. 
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