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 This study aims to understand what experts say in business 
marketing communication applications in the era. The search for data 
has been successful; we have provided technical assistance on several 
data that we believe are relevant to the problem, namely the 
marketing communication application business. We examine the data 
under a phenomenological approach to gain understanding from 
several existing data so that the data is valid in answering the 
problem. Based on the study and discussion, it is explained that 
several applications can be used in marketing business products in 
this era of digital applications. In essence, the application is a very 
communicative marketing model that connects business people with 
customers online. It is hoped that these findings will be helpful in the 
development of further studies in both academic and industrial 
contexts. 
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INTRODUCTION 

Increasing the development and sales of business products and services in an era that is now 
increasingly all technology, other strategies and tools are needed through changes in promotional 
design from conventional marketing and promotion procedures to the usual way of becoming 
computerized-based advertising (Idrysheva et al., 2019). This is because, for now, not a few 
businesses and organizations have to change from traditional promotions to computer-based 
promotions. Indeed, the purpose of advertising in Today's marketing is not yet mass advertising but 
instead leads to more individual marketing. Because technology with all its applications is 
considered more robust, marketing is generally balanced (Slijepčević & Radojevic, 2018). Massive 
marketing and promotion today are presented as computer application way advertisements that 
directly focus on each potential customer. Then the automatic promotion or display of the present, 
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an advertising strategy completed using computerized instruments, should be prioritized. If not, 
then business people can be ready to be abandoned by customers, who, on average, are now playing 
at the level of finding and getting their needs assisted by all kinds of digital marketing applications 
and equipment (Villanova et al., 2021). 

Digital technology is to the various applications available in it and all devices that support the 
use of media, allowing the creation of a company or association with many meetings, for this 
situation between dealers and customers, without being limited by distance, time, and country 
(Lucius & Hanson, 2016). All entrepreneurs want to communicate practical promotions to make 
progress in every step of the business. Promoting large, easy, and cheap is a promotional procedure 
in conveying messages to buyers about the goods being promoted and a system often used in the 
ongoing digitalization era in promoting goods, primarily through a coordinated advertising 
methodology model (Cavdar Aksoy et al., 2021). The coordinated advertising correspondence model 
seeks to coordinate each component of the current limited time mingled with the suspicion that there 
are no other components in achieving attractive promotional goals. So, marketing communication 
methods for business products and services are through marketing solutions with advanced 
technology applications that can beat conventional promotions and sales (Eagle et al., 2020). 

In efforts to increase sales of business products in the current era, there are many strategies for 
how to communicate products to be marketed, both sales for individuals and groups that can be 
done by advertising either directly or indirectly at many events where a business is run (Smith & 
Brower, 2012). It can increase sales by running an integrated marketing promotion model with the 
correct communication language. This is considering that the foundation of selling business products 
in this increasingly global era lies in the touch of technology. Therefore, experts are now interested 
in focusing their thoughts on how to take advantage of several business communication applications, 
especially the marketing of company products. On this basis, the author considers it necessary to 
listen to the thoughts and advice given to experts; what if we involve digital applications as a 
marketing communication language for products that are present Today in a competitive era, so 
reviewing what the experts say will make it easier for business drivers to run marketing as well as 
understanding what obstacles they might face (Read et al., 2009). 

What experts say about business product marketing communications is that it is the duty and 
job of the experts to help business people in using data convincingly, and at the same time, experts 
remind both verbal and direct communication of the business products they offer to customers 
(Grayson & Hodges, 2017). Efforts to promote with marketing language are also part of the task of 
business people in building their businesses to be closer to customers. In addition, efforts to use 
marketing language allow business people to get closer to customers and how and why they should 
interact with customers to buy their products (Conick, t.t.). In this way, we believe that every 
customer will immediately know the business's existence and what brands they offer so that 
customers want to buy it. Various social media, the point of which is that business people want to 
promote all the products and services they offer, promote directly in the latest way using data so 
that customers can reach everything they can invite, give influence, give confidence, give confidence, 
why customers should choose them. That is, among other things, why the language of promotion 
and marketing communication needs to be mastered, understood, and applied by business people 
in an increasingly globalized era (Silbiger, 2016). 

The coordinated advertising correspondence model attempts to incorporate every one of the 
components of the currently limited time blend in with the suspicion that there is the no different 
component in accomplishing powerful showcasing objectives (Prayitno et al., 2019). There are a few 
components/coordinated showcasing correspondence methodologies, specifically promoting 
(publicizing), personal selling (personal selling), deals advancement (deals advancement), 
advertising (advertising and exposure), direct showcasing (direct advertising), occasions and 
encounters. By carrying out a coordinated advertising model, showcasing interchanges can happen 
successfully (Ernawati & Hamid, 2020). 
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Promoting correspondence in the implementation of the marketing procedure program is a 
stage or stage of the cycle that cannot be underestimated (Sanyé-Mengual et al., 2014). This is because 
regardless of how big the planned marketing methodology plan is according to the situation and 
strict business location for a product, then if the marketing correspondence process does not go well 
and productively, the target market does not realize it. The things that consumers want and demand 
flow on the lookout. As Scott, (2015) points out, marketing communication is a technique by which 
businesses seek to enlighten, persuade and remind buyers, clearly or indirectly, about the goods and 
brands sold. In a general sense, display communication tends to be associated with voice and image 
and is a strategy through which businesses can communicate and develop their relationship with 
buyers. Iskarim, (2018) underlines that showing a productive communication language also conveys 
various needs desired by users or consumers. Primarily when the business is run in an era full of 
intense competition, the business marketing language is very potential, so business people should 
not occasionally ignore clear and persuasive business language. 

RESEARCH METHOD 

Running a business in an era full of competition is certainly very different from running a business 
in an era where technology has not become the hope and solution in the school of life sector 
(Dyanasari et al., 2021). We carry out this study to understand what the experts mean about business 
marketing communication applications in the era of all technology applications. To understand a 
problem, one solution is to review and listen to input in the form of scientific evidence by experts 
(Burn & Mutton, 2015). Therefore, we have reviewed several expert pieces of advice, especially 
business marketing communication applications in an era where business is run full of challenges 
and intense competition. We search for data on several scientific pieces of evidence that have been 
published in books and scientific journals, especially in the field of business product marketing—
and related to technology, where the application of technology is very useful in supporting the 
promotion and marketing activities of a business's products (Bell et al., 2022).  

As for tennis, we examine it, among others, involving coding data, analyzing data, evaluating 
and also interpreting it to get an understanding of which we believe is relevant to be used as findings 
to answer the problem, what are the views of experts in business marketing communication 
applications in an era where technology is a promising solution for all sectors of life, both We entirely 
rely on secondary data in the form of evidence of scientific studies (Lester et al., 2020). We examine 
the data under a phenomenological approach. With this method, we believe that understanding a 
problem we see is phenomenal; we rely on it by getting answers from several data we get. Our search 
was done electronically on several publications that we underlined between 2010 and 2022, where 
in recent years, there have been changes in the development of digital applications to support 
business and other developments (Zohrabi, 2013). 

After the data is collected, we conduct a report that we design in descriptive qualitative because 
our study wants to understand something phenomenal, namely the phenomenal application of 
digital-based marketing communications in business practices. Thus the strategic stages of how we 
carried out this study were we started by analyzing the problems and background of the study, then 
continued with the method of carrying out the analysis of data analysis, and finally, we covered it 
by reporting the study in a qualitative study design (Peyrovi et al., 2016). 
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RESULTS AND DISCUSSIONS 
Business Marketing Communication 
In published business marketing, information exchange can show potential customers how and why 
it is used, by what people, and where and when products and services are offered (Järvinen & 
Taiminen, 2016). In this way, consumers can learn about what object, who produces it, what brand 
is suitable for use by whom, what the benefits are, where it can be obtained, and how to obtain it. 
Likewise, the businessman can promote the collections they want to sell and can play an essential 
role for the company to spread the goods on display to the target market widely. In this way, they 
add value by embedding the brand in memory, creating a brand image, empowering deals, and 
expanding the market (Jalkala & Salminen, 2010). Commitment to display correspondence in 
shaping brand value through a combination of promotional correspondence and the entire general 
correspondence system (promotions, deal promotions, opportunities and encounters, advertising 
and exposure, in-person display and intelligent promotions, verbal and personal selling) will build 
customer understanding of Brand awareness; brand image; brand reaction; and brand connections 
(Bondarenko et al., 2019). 

Computerized promotional tools in an organization become a weapon in the business cycle, 
whether small or worldwide. The utilization of promotional instruments can increase efficiency and 
productivity. In this way, it is useless for organizations to put resources into innovation using 
computerized display devices (Widjaja, 2022). Especially entering 2021, some organizations will 
have to adapt to Work from Home (WFH), need a new and effective computerized promotion 
methodology, and get ready to accept the BYOD pattern. Computerized marketing tools feature and 
offer a mechanization framework that helps businesses understand what marketing and outreach 
groups do consistently, such as follow-through, interest in advertising procedures, and natural deals. 
Computerized props work with joint efforts and correspondence between divisions with advertising 
robotization programming. Executives can also use this information to develop agreement reach 
further and decide on the efficiency of systems and agreements (Lundqvist et al., 2013). 

Utilizing the right computerized showcasing devices can assist with marking a compelling 
mission for the business. Next are the promoting apparatuses that progressive organizations should 
have today, including project the board and coordinated effort capabilities, web-based entertainment 
for the executives, and computerized advertising. Alongside the quick advancement of 
correspondence innovation, people can be associated with one another through computerized 
associations. These days, doing advanced advertising for the outcome of the business is vital. 
Organizations should have the option to adjust to the virtual world, associate with clients, and deal 
with items in imaginative, authentic, and outwardly engaging ways. Advanced showcasing likewise 
offers the chance to have the option to survey what advertising strategies are working for business 
owners. 

To begin the study of scientific evidence on how vital marketing communication via technology 
applications is for business marketing in this new era, we will audit the five best internet marketing 
tools needed when starting an internet-based business (Labanauskaitė et al., 2020). Many sites offer 
a wide variety of tools for automatic promotion. With countless options, choosing all of those devices 
can be a long and monotonous interaction. With that in mind, we have included an overview of the 
best-computerized showpieces. For what reasons do businesses need Google Analytics? Assuming 
they have a site for business purposes, Google Analytics may be an ideal choice to help with 
automatic promotion (Sterne, 2017). Using Google Analytics, they can; 1) Understand what types of 
messages are more audible to clients; 2) Find out where the client is coming from; 3) Find out what 
the most advanced system looks like for the organization. 

In addition, Google Analytics also finds Segments that are client tendencies of the site; 
Frequently used keywords; Specific insights about the site's guest gadgets, for example, the 
programs they use or their portable frameworks (Miklosik et al., 2019). There are many benefits to 
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using Google Analytics. However, some of the focus above is important for site owners to be able to 
develop automated promotion execution further. Then, we have to investigate how Google Analytics 
functions (Soldatova et al., 2020). Google Analytics is a free download that collects information using 
a mix of treats, programs, and JavaScript code. This test project can collect data from the website due 
to the JavaScript code the business must include and handle after the client logs into the web through 
the program. Along these lines, Google Analytics records the site guest's actions that he displays 
until he leaves the site, then converts them into reports with charts and measurable information 
(Jayaram et al., 2015). Google Analytics works in three cycles: information collection, information 
handling. 

Data collection 

Google Analytics uses JavaScript code to collect all the data from the site. Along these lines, Analytics 
records client visits to web pages (Kenny et al., 2012). Australian Institute of Computer Ethics. In the 
portable app, they need to add a code for each "movement" you need to follow. To understand the 
information selection process, we will understand it step by step; the server responds by sending the 
web page to the client program. After the program checks the information, it will contact another 
server that handles part of the code segment on the linked page (Song et al., 2018). Then, the client 
program that visits the website page will request the code to Analytics, which will be sent and stored 
in a record called Urchin. Recently commented guests are ascribed when the code is run, and their 
route learned. Information collected, codes make treats on guest PCs. When the treatment has been 
set, the code sends all that data to the Google Analytics server that mentions the GIF document. 
Then, at that point, the information is stored in a Log File record, which contains a portion of the 
information for each page viewed. This information includes many points of view such as date and 
time, where site visitors come from, number of visits, and so on (Clark et al., 2014). 

Processing data 
When client communications are collected, Google Analytics initiates a method of converting raw 
information into valuable information for owners (Batrinca & Treleaven, 2015). Handling each piece 
of information dissected independently. That is, their qualities are separated into different types. 
Google Analytics converts each quality into components called fields. Each segment or line provides 
multiple credits, and each is stored in an alternate region (Goyal et al., 2020). 

Report data 

Generated reports can be viewed from the Google Analytics administration, 
www.google.es/investigation, or from various places where the announcements API is required. 
Field checks make every report viewable with the help of Google Analytics (Holmlund et al., 2020). 
They say that customer experience has emerged as a source of sustained competitive differentiation. 
Recent developments in big data analytics have opened up the possibility of unlocking customer 
insights for customer experience management. Therefore, to develop a strategic framework for 
business promotion and marketing based on application insights generated from digital 
applications. Our conceptualization is comprehensive and highly relevant for researchers and 
practitioners who are less aware of the potential marketing applications. The app provides a step-
by-step guide for business managers on how to start or implement our strategic framework. For 
researchers, we propose several opportunities for future studies in this promising field of research 
data with the help of the Google Analytics application (Mariani & Fosso Wamba, 2020). This means 
that perspectives, for example, guest city or rate of change, will also be considered. Finally, the cycle 
can be stopped when information is stored in the data set. 

Google Search Console 

Search Console is an instrument from Google that helps engineers, site proprietors, and SEO experts 
comprehend how their site performs on Google Search. Google Search Console is a free help presented 
by Google that assists managers with observing, keeping up  with, and investigating the site's 
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presence in Google Search results (Madhu & Goud, 2020). Business people do not need to pursue 
Search Console to be remembered for Google Search results, yet Search Console helps managers 
comprehend and further develop how Google sees the site. Google Analytics is client-situated, 
giving information connected with the individuals who visit and interface with the site. Then again, 
Google Search Console is web crawler-centered, giving apparatuses and experiences that can assist 
sitting proprietors in further developing permeability and presence in the SERPs (Shreya, 2018). 

Google Search Console is free assistance presented by Google that assists them with observing, 
keeping up with, and investigating the site's presence in Google Search results. Managers do not 
need to pursue Search Console to be remembered for Google Search results, yet Search Console helps 
managers comprehend and further develop how Google sees the site. A Google Search Console 
account is the essential and official way Google can speak with site proprietors. Having a record 
enrolled, Google can send data to website admins about webpage issues and blunders. GSC 
additionally gives a few devices that assist a business with interfacing. Business people will not 
comprehend that SEO will ever stop if owners enhance the site. Hence, they should persistently work 
on the nature of the substance, further develop the site settings, and limit the event of oversights 
(Das, 2021). 

Google Search Console will give instruments to assist with dealing with the site. This permits 
them to do things like submit and screen XML sitemaps, request that Google assess for mistakes, or 
screen how Google might see specific page URLs on sites. A GSC account is loaded with valuable 
data for knowing and showing a site's exhibition in query items, from traffic covers cell phones to 
permeability and navigating following (Bejarano Barragán et al., 2021). On the off chance that they 
are significant about overseeing and enhancing the site, the GSC is a fundamental piece of 
understanding when, where, and how the site shows up on Google. Much information in Google 
Search Console can be removed and coordinated into frameworks like Google Analytics. 

Marketing communication function 
There are several functions of digital-based marketing communications in an era when business is 
full of challenges. The function is often referred to by (Finne & Grönroos, 2011), namely assembling 
business trust. In this case, the buyer's point of view on their belief in this business brand will be 
significant because he participates in non-promoting or talking to potential buyers consistently, and 
it is easier to understand. So, to build buyers' trust, business managers must be able to convey the 
brand message of the products they offer and predict how potential customers will respond. Getting 
information that is contrary to the wishes of consumers will be very detrimental. Therefore, business 
managers must be able to impress a brand that is easy to understand by customers. Using this 
promotional application is part of the assistant businessman whose function is to connect customers 
assisted by technology to tell customers the positive side of the brand (Sisodia & Telrandhe, 2010).  

By leveraging the trust of their prospective buyers, businesses can build confidence and sell the 
products they offer to the maximum. Likewise, another function is that with this digital application, 
companies can contact the right prospective buyers. With any model of marketing, it may be radio, 
Billboard, social media, or other media, the point of which is to inspire customers to be able to 
convince and make it easy for them to access so that they are conveyed information from marketing 
messages (Patti et al., 2017). Thus, when consumers understand what business people want, this is 
an integral part of the business cycle so that it continues to be sustainable. Before inserting any 
content into advertisements, both on TV and in magazines and other media, the manager ensures 
that the audience will watch the program they want.  

Another function can also be with whom the feedback is positive because this application device 
displays communicative information to convince customers to cooperate or not, they trust the 
consumer producers, and finally, they want to become business partners. Connecting the type of 
business from conventional marketing or application-based marketing methods is a bit difficult for 
advertising efforts, but when the right tools for promotion, such as social media, are we will help 
businesses dissect and show the brands they offer. Another function can also be that whatever the 
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managers want to appear in advertisements and other promotions, business people are reminded 
that this application is part of the methodology for communicating food items. All of these points 
must be considered significant, how the company must properly and coordinate has a vital position 
so that it can achieve excellence in business work that is promoted using digital-based 
communication data (Shankar et al., 2022).  

Advanced Marketing Strategy Using Cloud Marketing 
Cloud advertising is all advanced, customized, and coordinated showcasing endeavors to upgrade 
the purchaser experience. Cloud Marketing is additionally about carrying all organization assets and 
resources for the web-based world. This advanced advertising system is the essential type of selling 
on the web. Offering on the web intends to arrive at purchasers any place, whether they are dynamic 
via virtual entertainment, checking email, or visiting sites (Vatsa et al., 2021). Advanced Marketing 
Strategy Through Online Marketing. Web-based showcasing is a promoting technique that uses the 
web. Advertising exercises to get purchaser consideration are done using online entertainment, sites, 
email, and, surprisingly, expanded reality. This should be possible with paid publicizing, quality 
substance, or a straightforward posting through internet-based media. One post transferred on the 
web can be gotten to by countless individuals all over the planet. Assuming that business people 
utilize internet advertising, regardless of where the business is run, they can, in any case, get 
worldwide attention (Kraska et al., 2017). 

Utilize Close Range Marketing 

This advanced promoting methodology uses gadgets for running Bluetooth and Wifi, for example, 
cell phones. In short, proximity showcasing, organizations use Bluetooth and Wifi to send 
advancements, items, and administrations straightforwardly to customers when they shop. If a 
shopper taps on the "yes" button, they allow the organization to send more messages with unique 
offers. They are utilizing Call To Action Marketing. Source of inspiration promoting or frequently 
condensed as CTA is showcasing utilizing proclamations intended to get a quick reaction from 
individuals who read or hear it (Cirulis et al., 2015). Assuming a business person runs over essential 
words like "get full data just here," "get it presently, restricted offer," "watch this video, etc., it implies 
that you have been presented to this system. They are augmenting their Email Marketing Strategy. 
As the name recommends, this computerized showcasing methodology involves email as an 
organization advancement medium. Usually, the advertisers will send messages to expected clients 
and steadfast clients (Momany & Alshboul, 2016). 

The objective is to offer items to get new customers, give refreshes on the most recent items, and 
layout associations with steadfast buyers. This is a powerful technique since it is private, and 
particular messages go straightforwardly to the inboxes of likely clients. They used Augmented 
Reality Marketing Technology (Ju et al., 2018). Conveying extraordinary encounters utilizing the 
most recent innovation is the focal point of expanded reality promotion. Increased the truth is the 
capacity to add computerized components that permit individuals to see a live view with the 
assistance of a camera. In promoting, organizations typically utilize this innovation to permit 
customers to attempt their objective item prior to getting it essentially. A model is beauty care 
products store Sephora which utilizes a virtual craftsman application with ModiFace to guarantee 
shoppers can perceive how cosmetics items will look on their countenances. With this application, 
customers can likewise figure out which devices or items are expected to carry out specific items 
(Corrigan et al., 2014). 

Utilizing Inbound Marketing Strategies Inbound marketing is a computerized promoting 
methodology that utilizes significant and arrangement content and collaborations to attract shoppers 
nearer to the organization's items and administrations. By exploiting the present purchaser 
propensities that utilize the web consistently, inbound promoting boosts the capability of virtual 
entertainment, electronic mail, web indexes, sites, and individual online journals or local area online 
journals (Chaffey & Ellis-Chadwick, 2019). Through these stages, the organization gives quality 
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substance that will stand out for customers—utilizing Inbound Marketing Strategies. Inbound 
promoting is a computerized showcasing technique that utilizes significant and arrangement content 
and communications to attract shoppers nearer to the organization's items and administrations. By 
exploiting the present buyer propensities that utilize the web consistently, inbound promoting 
amplify the capability of online entertainment, electronic mail, web indexes, sites, and individual 
web journals or local area online journals. Through these stages, the organization gives quality 
substance that will stand out for customers (Sameer, 2021). 

CONCLUSION 

At the end of this study, we will describe the essential points we got from a series of field studies 
published in various journals and books—the era of all digital technology Today. Through the study 
of various literature sources, we carried out a phenomenological approach to understand the 
problem of the study from many existing kinds of literature. The points we have summarized in the 
results section include that business marketing communications are very effective, with various 
digital applications proven to innovate business tasks in product promotion and marketing. On the 
other hand, we also find that this digital application has many functions in managing data, such as 
data collection, data percent report data, and Google console. 

In another section, we also find out how some applications can function to communicate the 
message of product marketing activities; this is very helpful for business people in carrying out 
promotions. In addition, we also found that an advanced marketing strategy using cloud marketing 
is one of the strategies recognized and used in various types of businesses. Likewise, a marketing 
strategy uses a wide range of tools based on marketing close to digital applications. In the end, we 
also summarize various strategies in computer-based marketing; this strategy has now been 
recognized and applied by several businesses worldwide. Therefore this series of studies answer the 
problem of what the experts in communication-based marketing strategies say—generated by 
Today's digital applications. 
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