
FIRST EDITION

Marketing Management:
Integrating Traditional and Digital Strategies

DENI ADHA AKBARI



https://amzn.to/3ZTaS6E


FIRST EDITION
Marketing Management:
Integrating Traditional and Digital Strategies

DENI ADHA AKBARI

Citation:
Akbari, D.A., (2025). Marketing Management:

Integrating Traditional and Digital Strategy, First Edition, Amazon Kindle Direct
Publishing



Acknowledgments

I would like to express my deep gratitude to all the individuals who
have provided support, knowledge, and inspiration during the process of
writing this book. First of all, I would like to give my highest appreciation to
Prof. Dr. H. Gunawan Suryoputro, M. Hum., Chancellor of Universitas
Muhammadiyah Prof. Dr. Hamka, who not only provides strategic direction
but also immeasurable motivation for all of us at the university. His
visionary leadership has brought UHAMKA to extraordinary achievements
in the academic and industrial worlds. I would also like to thank Prof. Dr.
Zulpahmi, SE., M.Sc., Dean of the Faculty of Economics and Business,
whose expertise has not only inspired me but also many other students and
academic staff. His support in the development of this book was critical and
allowed me to present rich and in-depth content. Not to forget, thank you
to all the lecturers and staff at the Faculty of Economics and Business, as
well as my colleagues who have provided constructive feedback and
suggestions. Their experience and knowledge have contributed greatly to
enriching and perfecting this publication. Finally, infinite thanks to my
family who always provided support and understanding throughout the
writing process. The success of this book is the result of hard work and
prayers from all of us.

Dr. Deni Adha Akbari
Management Lecturer,
Faculty of Economics and Business,
Muhammadiyah University Prof. Dr. Hamka

i



Foreword

I am proud to write the foreword to this important book entitled
"Marketing Management: Integrating Traditional and Digital
Strategy". This book presents a detailed view of how traditional and digital
marketing can be combined to achieve competitive advantage in a dynamic
business environment. As Head of the Management Study Program at the
Faculty of Economics and Business, Muhammadiyah University, Prof. Dr.
Hamka (UHAMKA), I witnessed firsthand the challenges faced by
organizations in adapting their marketing strategies to meet rapidly
changing market demands. Marketing is no longer just about sales or
advertising; it is a complex process that integrates advanced technology,
data analysis, and a deep understanding of consumer behavior. Dr. Deni
Adha Akbari, through this book, provides a strategic and practical
framework that will help practitioners and academics understand and apply
the principles of effective marketing management. Discussions of real case
studies, from leading companies such as Unilever and Tokopedia, add
depth to the material by providing concrete examples of successful
marketing strategy applications. This book is an invaluable resource for
management and marketing students looking to gain applicable knowledge
and for industry professionals seeking to improve their marketing skills and
strategies. Through the insights this book offers, readers will be equipped
to make more informed and effective marketing decisions. I congratulate
Dr. Akbari for his outstanding work and hopes that this book will meet and
exceed the expectations of diverse readers in academic and professional
fields.

Arif Widodo Nugroho, S.E., M.M.
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Introduction

The digital era has brought significant changes to the way
companies interact with their consumers. Integration of traditional
marketing strategies with digital is crucial in achieving optimal marketing
communications effectiveness. The book "Marketing Management:
Integrating Traditional and Digital Strategies" aims to provide readers
with an in-depth understanding of the dynamics of modern marketing that
combines these two elements in harmony. In this book, we will explore
techniques and strategies that have proven successful in both the digital and
traditional marketing worlds, and how they can be integrated to create
more effective and efficient campaigns. Special emphasis is placed on real
case analysis and theoretical applications that can be implemented in daily
practice. The author, with extensive experience in both digital and
traditional marketing, invites readers to take a closer look at how new
technology and social media have changed the marketing landscape. By
understanding the basic principles and practical applications of marketing
management, readers are expected to be able to adapt and implement
strategies that will be profitable in this competitive market environment.
This book is designed to be an essential guide for students, marketing
practitioners, and anyone who desires to understand and exploit the full
potential of the integration of traditional and digital marketing.

x



Bibliography

Accenture. (2024, July 16). N/A. COVID-19: How Consumer Behavior Will Be
Changed.
https://www.accenture.com/cl-es/insights/consumer-goods-service
s/coronavirus-consumer-behavior-research

Adjust. (2024). Case study: Traveloka. Adjust.
https://www.adjust.com/id/resources/case-studies/traveloka/

Adkuloo, N. (2022, April 23). 11 benefits of marketing automation you need
to know in 2024. Mailmodo.
https://www.mailmodo.com/guides/benefits-of-marketing-automat
ion/

Afifah, D. J., & Affandi, R. A. (2022, July 26). Contribution of danone-aqua in
realizing sustainable development goals (sdgs) in Indonesia through the corporate
social responsibility (CSR) program: Case study #BijakBerplastik Campaign.
IEOM Society.
https://index.ieomsociety.org/index.cfm/article/view/ID/10695

Afisya, M. A. (2014, January 1). First service integrated marketing communications
strategy 
class PT Garuda Indonesia (Persero) Tbk. Unissula Repository.
http://repository.unissula.ac.id/1670/

AJ Marketing. (2023, January 12). Indonesia digital marketing 2024: Where
to start. AJ Marketing.
https://www.ajmarketing.io/post/indonesia-digital-marketing-2023-
where-to-start

Amaso Consulting. (2024, March 9). Marketing & branding strategies to
indonesian consumers.
https://www.linkedin.com/pulse/marketing-branding-strategies-ind
onesian-consumers-amaso-consulting-sg9mc

Amazon Press Center. (2023, September 26). AWS selected by Telkomsel to
Accelerate Digital Transformation Strategy and Upskill Workforce. Press
Center.
https://press.aboutamazon.com/aws/2023/10/aws-selected-by-telk
omsel-to-accelerate-digital-transformation-strategy-and-upskill-work
force

Analyst, A. (2022, December 6). How Unilever Indonesia spiced up

267



mealtime with free samples during the pandemic. The Drum.
https://www.thedrum.com/news/2022/12/06/how-unilever-indon
esia-spiced-up-mealtime-with-free-samples-during-the-pandemic

Antonny, D. (2024, June 10). Gojek's Digital Marketing Strategy: Leading the
Digital Transportation Revolution. David Anthony | Digital Marketing
Consultant.
https://davidantonny.com/digital-marketing/strategi-digital-marketi
ng-gojek-memimpin-revolution-transportasi-digital

Arangarajan, A. (2022, May 11). Gojek Marketing Strategies. StartupTalky.
https://startuptalky.com/gojek-marketing-strategy/

Aulia, D. D. (2023). Telkom's Steps to Strengthen Indonesia's Digital
Business and Economy in ASEAN. Detikcom.
https://inet.detik.com/telecommunication/d-6912299/jurus-telko
m-perkuat-bisnis-dan-ekonomi-digital-indonesia-di-asean

BBS Binus. (2021). BCA bank strategy. Global Business Marketing.
https://bbs.binus.ac.id/gbm/2021/07/06/strategi-bank-bca/

BCA. (2024). BCA promotional program. Www.Bca.Co.Id.
https://www.bca.co.id/id/bisnis/solusi/program-promosi-bca

BCA Finance. (2024). Corporate strategy. BCA Finance.
https://bcafinance.co.id/tentang-kami/strategi-perusahaan

Bernard, A. (2023, May 16). How to understand what your customers do
and why they do it. CMSWire.Com.
https://www.cmswire.com/digital-marketing/how-to-understand-w
hat-your-customers-do-and-why-they-do-it/

Bithour Production. (2023, March 17). 90% of brands don't know Tokopedia's
4P marketing strategy, here's the explanation. Bithour.
https://bithourproduction.com/blog/stratgei-marketing-4p-tokope
dia/

Bosetti, K. (2018, December 13). Stand out: 5 ways to combine traditional
and digital marketing. Business.Com.
https://www.business.com/articles/combine-traditional-and-digital-
marketing/

Budianto, S. (2024, March 26). Telkom Indonesia update - 5 bold moves
strategy. Blogger.
https://www.setyobudianto.com/2024/03/telkom-indonesia-update
-5-bold-moves.html

Cloud. (2024a). Blibli.com Case Study. Google Cloud.

268



https://cloud.google.com/customers/blibli-com
Cloud. (2024b). Traveloka: Switch to Google Cloud for advanced big data analytics

tools. Google Cloud.
https://cloud.google.com/customers/traveloka?hl=id

Danao, M. (2023, September 12). Customer engagement in 2024: The
ultimate guide. Forbes.
https://www.forbes.com/advisor/business/customer-engagement/

Danone. (2023a, June 15). AQUA pledges to remove more plastic from the
Indonesian environment than it uses. World Food Company - Danone.
https://www.danone.com/stories/articles-list/aqua-plastic-pledge.h
tml

Danone. (2024, May 24). Protecting water resources. One Planet. One Health -
Danone.
https://www.danone.de/en/impact/Wasserressourcen_schuetzen.ht
ml

Decker, A. (2024, June 28). What is Branding? Understanding Its
Importance in 2024. HubSpot.
https://blog.hubspot.com/marketing/branding

Dentsu. (2024a). Case studyDentsu.
https://www.dentsu.com/id/en/our-work/case-study-merkle-blibli

Dentsu. (2024b). Media: AI Driven Optimisation for Nestlé Indonesia. Dentsu.
https://www.dentsu.com/id/en/our-work/case-study-dentsu-dmc-
nescafe-indonesia

Efy, M. (2023, September 22). Measuring marketing performance: Metrics and
strategies in 2024. Owox.
https://www.owox.com/blog/articles/measuring-marketing-perfor
mance/

Ellering, N. (2024). Pricing strategy: Definitions, types of strategies, examples, &
tactics. CoSchedule Blog.
https://coschedule.com/marketing/marketing-mix/pricing-strategy

Fatmarani, S. (2024). The Ins and Outs of Market Opportunity Analysis on
Tokopedia. UKMINDONESIA.ID.
https://ukmindonesia.id/baca-deskripsi-posts/seluk-beluk-analisa-p
eluang-pasar-di-tokopedia

Ice-cream. (2024). Global marketing: Strategies, benefits, and examples. Ice-cream.
https://www.gelato.com/se/blog/global-marketing

GoJek. (2014, December 4). Gojek. App Store.

269



https://apps.apple.com/us/app/gojek/id944875099
Gopalakrishnan, S., & Rajpal, S. (2024). Container queries case studies. Chrome

for Developers.
https://developer.chrome.com/blog/css-ui-ecommerce-cq

Growth Lab SEO. (2023, November 29). Budget allocation guide: Digital vs.
traditional marketing. Growth Lab - Law Firm SEO That Drives
Growth. https://growthlabseo.com/marketing-budgets/

Hashmi, T. (2024). Tokopedia Case Study. Google Cloud.
https://cloud.google.com/customers/tokopedia

Hayden, M. (2023, March 20). What is marketing automation and what are its
benefits? Lytics Customer Data Platform (CDP).
https://www.lytics.com/blog/what-is-marketing-automation-and-w
hat-are-its-benefits/

IDNFinancial. (2023, December 13). Unilever consistently implements 5 strategies
to dlong-term growth drive. IDNFinancials.
https://www.idnfinancials.com/id/news/48617/unilever-consistentl
y-implements-strategies-encourage-long-term-growth

Ika, A. (2021, December 23). Danone Indonesia Reveals Sustainable
Business Strategy until 2030 Page all. Kompas.Com.
https://money.kompas.com/read/2021/12/23/164124726/danone
-indonesia-ungkap-strategi-bisnis-berkelanjutan-hingga-2030?page=
all

Insigniam. (2021, January 5). A thirst for doing good. Insignia.
https://insigniam.com/a-thirst-for-doing-good/

aroundCOD bro. (2023). 5 Strategies Research the Best Selling Products on
Tokopedia for Sales Ideas - Articles about Online Business & Digital
Marketing.
https://juragancod.com/artikel/5-strategi-riset-produk-terlaris-di-to
kopedia-untuk-ide-jualan/

Kekare, D. (2024, March 12). The impact of data analytics on digital marketing
strategies.
https://www.linkedin.com/pulse/impact-data-analytics-digital-mark
eting-strategies-durgesh-kekare-jjy5c

Laraswati, B. D. (2022, September 12). Examining the Importance of the
Data Analyst Role at Tokopedia. Algoritma Data Science School.
https://blog.algorit.ma/data-analyst-tokopedia/

MCKinsey. (2021, September 22). How Telkomsel transformed to reach digital-first

270



consumers. McKinsey & Company.
https://www.mckinsey.com/capabilities/mckinsey-digital/how-we-h
elp-clients/how-telkomsel-transformed-to-reach-digital-first-consu
mers

Media Beacon. (2024). Global marketing strategy: 10 principles of
international marketing - MediaBeacon. MediaBeacon, Inc.
https://www.mediabeacon.com/en/blog/global-marketing-strategy

Mustika, S. (2020). 7 Traveloka Strategies to Attract Travelers' Attention in
the Midst of the Pandemic. Detikcom.
https://travel.detik.com/travel-news/d-5290838/7-strategi-travelok
a-menarik-perhatian-traveler-di-tengah-pandemi

Parker, S. (2021, July 10). Marketing in 2025: Five key trends that will drive the
future. Opposites.
https://www.oppizi.com/post/marketing-in-2025-five-key-trends-th
at-will-drive-the-future/

Parlindungan, J. (2023, February 16). Strategies for promoting financial inclusion in
indonesia: Lessons from the field.
https://www.linkedin.com/pulse/strategies-promoting-financial-incl
usion-indonesia-parlindungan

PR Indonesia. (2024). Strategy for 4 Unilever Products to Become Favorites of
Indonesian Consumers. PR INDONESIA.
https://www.prindonesia.co/detail/4114/Strategi-4-Produk-Unileve
r-hingga-Menjadi-Favorit-Konsumen-Indonesia

Pradikie, A. (2021). Corporate social responsibility program strategy "WASH
AQUA stabil danone-aqua" in improving company reputation. University of
Indonesia Library.
https://lib.ui.ac.id/m/detail.jsp?id=20517181&location=lokal

Punjabi, S. (2024). RPA case study in telecom - Telkomsel. UiPath.
https://www.uipath.com/resources/automation-case-studies/telko
msel-telecommunications-rpa

Purnomo, A. W. (2017, October 6). Implementation of the BCA savings marketing
strategy at the BCA Jember branch office.
https://repository.unej.ac.id/handle/123456789/81963

Rachmawati, R. (2012). Batik business branding strategy in order to face
global business competition. Proceedings of Fashion Engineering
Education, 7(1).
https://journal.uny.ac.id/index.php/ptbb/article/view/32962.

271



Rahayu, I. Z. (2021, July 26). The Success of Shopee's Promotional Strategy
in Attracting Consumers. Kompasiana.Com.
https://www.kompasiana.com/ichanszikkryrahayu/60febbdb15251
04a5342bd53/kesuksesan-strategi-promosi-shopee-dalam-menarik-k
onsumen

Rahmawan, E. (2011, January 1). Development of triple play services as a Telkom
strategy in dealing with increasing churn of fixed communication services.
http://etd.repository.ugm.ac.id/penelitian/detail/51075

Sales Force. (2024). Benefits of marketing automation. Salesforce.
https://www.salesforce.com/products/marketing-cloud/benefits-of
-marketing-automation/

Santosh, G. (2024, March 8). How Unilever is Winning with Sustainability: A
Case Study in Purpose-Driven Profit.
https://www.linkedin.com/pulse/how-unilever-winning-sustainabili
ty-case-study-purpose-driven-g-msd6c

SIS International. (2021, February 11). SIS international research. SIS
International Research.
https://www.sisinternational.com/coverage/market-research-asia/
market-research-in-indonesia/

Suhud, R. (2023, June 28). Momentum to spur equal distribution of digital access,
Telkom officially integrates IndiHome with Telkomsel.
https://mediaindonesia.com/ekonomi/592812/momentum-pacu-p
emerataan-akses-digital-telkom-resmi-integrasikan-indihome-ke-telk
omsel

Taffer, M. (2023, September 14). Pricing strategies: 4 common hurdles to overcome.
https://qwilr.com/blog/product-pricing-strategies/

Tanuwijaya, W., & Reyes, M. (2021, June 14). Connecting people: How
Tokopedia is democratizing commerce in Indonesia. ThinkwithGoogle.
https://www.thinkwithgoogle.com/intl/en-apac/future-of-marketin
g/management-and-culture/tokopedia-democratizing-e-commerce/

Telkom. (2022). How Digital Infrastructure Builds Your Digital Business.
https://mycarrier.telkom.co.id/article/bagaimana-infrastruktur-digit
al-membangun-bisnis-digital-anda

Trade Gov. (2024). Indonesia - Financial services (financial technology).
International Trade Administration | Trade.Gov.
https://www.trade.gov/country-commercial-guides/indonesia-finan
cial-services-financial-technology

272



United Creative. (2024, March 15). Indomie, a well-known instant noodle
brand in Indonesia, has long been known for its innovative and
effective marketing strategies. United Creative.
https://unitedcreative.co.id/blog/strategi-pemasaran-indomie:-dari-
era-pra-digital-hingga-era-digital

Velaro. (2024, May 10). AI in digital marketing: How to make technology
work for your brand. Velar.
https://velaro.com/blog/ai-in-digital-marketing

Wikimedia. (2024, August 30). Gojek. Wikipedia.
https://en.wikipedia.org/wiki/Gojek

Yokesen . (2024). Yokesen. Danone Aqua's Digital Branding Strategy to
Capture the Market Through CSR.
https://yokesen.com/id/detail-blog/strategi-digital-branding-danon
e-aqua-merebut-pasar-via-csr

Yunita, S. (2017, July 3). Business Ethics at PT. Danone Aqua, Tbk. Silfana
Yunita - Academia.Edu.
https://www.academia.edu/33750985/etika_bisnis_pada_pt_danon
e_aqua_tbk

273



About the Author

Dr. Deni Adha Akbari is a professional
passionate about applying artificial
intelligence to digital marketing and
neuromarketing. He completed his
undergraduate education at Airlangga
University, master's education at the
University of Indonesia, and doctoral
education at IPB University. Throughout his
career, Deni has worked at Matari
Advertising and Ogilvy & Mather, managing
large clients such as Citibank, American

Express, IBM, and Nestle. His specialties cover various aspects of
integrated marketing communications, including smart blogging, search
engine optimization, and keyword research. As a lecturer at
Muhammadiyah University, Prof. Hamka (UHAMKA) Indonesia, he is
committed to bridging theory and practice by integrating real case studies
into the curriculum. This allows students to analyze and develop an
in-depth understanding of the challenges and solutions in today's digital
marketing industry. With extensive experience in promotions and
admissions, public relations, and affiliate marketing, he demonstrates a
thorough understanding of digital marketing tactics and techniques. His
depth of knowledge and dedication to education prepares students for
successful careers, making him an influential figure in both academia and
the marketing industry.

274



FIRST EDITION

Marketing Management:
Integrating Traditional and Digital Strategies

The world of marketing continues to change at an unprecedented pace,
fueled by advances in technology and changes in consumer behavior. In
"Marketing Management: Integrating Traditional and Digital
Strategy," the authors combine insights from classic marketing practices
with the latest digital innovations to provide a comprehensive guide to
designing effective and efficient marketing strategies in the digital era. This
book presents marketing management concepts and techniques that have
been tested with practical applications and real examples of companies that
have successfully adapted and achieved competitive advantage. With an
emphasis on integration between traditional tools and platforms with
digital channels and new technologies, this book is an ideal resource for
marketers looking to understand today's market dynamics and optimize
their strategies. From SWOT analysis to digital marketing, from social
media marketing to omni-channel strategy, each chapter is structured to
provide an in-depth understanding of the key elements in contemporary
marketing. The book is packed with case studies that highlight best
practices and important lessons learned, making it a must-read for business
students, marketing professionals, and anyone in the marketing and
communications industry. Gain insights that will equip you with the
knowledge to not only survive but thrive in this ever-innovating market.


