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Abstract. Digital media is a form of technological advance in Industry 4.0 that
entrepreneur can utilize it to reach customers. This research aims to analyze, describe,
and explain the rationalization of various digital media usage in an integrated manner as
a means of marketing communication in an effort to develop the market potential of a
product in the current industrial environment with the possibility of enhancement to
face industry 5.0. The research was conducted on the issue of the development of
product market potential using Qualitative approach and Case Study method toward
entrepreneurial firm in retail product. The findings are, the digital media as an
important part of industry 4.0 have their respective roles and complement each other as
marketing communication tools, and are used in an integrated way to provide
information and attract customers. However, even though the industry is moving
forward, the business in this case study has no preparation in welcoming industry 5.0
other than the usage of digital media and internet connection (IoT).
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1 Introduction

Digital media had emerged in the 21st century due to two things, the impetus of
technological advancement, and the interaction of audiences towards the technology itself,
which leads to the usage of digital media in the field of marketing to reach customers [1][2].
Thus, marketing had been shifted to the digital media, giving the effect to online marketing
that able to touch consumer widely [3]. Digital media enables interconnectivity and real time
data coupled with the possibility of machine learning, and automation that is able to be
applied to digital marketing [4][5]. Therefore, communication related to marketing subject
has entered the industry 4.0 [6][7]. When the marketing and communication has entered the
industry 4.0, so does the entrepreneurship [8]. Industry 4.0 refers to IoT (Internet of Things),
which are things, in form of modern technologies, that are useful only when they are
connected to the internet in order to manage data, to provide service, and other activities
related to data communication [9]. The technology is still advancing as we are now facing
Industry 5.0, the era with more advance than just involving IoT. It is an era of
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complementary interaction between Al (artificial intelligence), humans, things (machine or
device), and internet [10][11].

As part of the IoT, there are many well-known types of digital media that have their own
characteristic for social relation in the form of social media and its derivatives, the chat
application [12]. Firms can utilize digital media and use it as a tool for marketing
communication as part of a marketing strategy. Hence, the question arises, how can firms
find which digital media has the effectiveness in reaching potential customers?
Rationalization provides a reasonable explanation. Rationalization is the action of
reorganizing a process, or system so as to make it more logical and consistent, which means
a process of digital media usage as to make it more logical and consistent [13]. Firms must
have a logical and consistent system to take advantage of digital media that has effectiveness
in reaching customers [14].

The research of digital media for marketing purpose, or so-called digital marketing, has
been done previously meriting further research [15][16]. And so does the relation to the
research of digital marketing communication, which has the impact of consumer buying
decision [17]. Digital marketing communication refers to marketing communication via
digital media [6]. Several researches on digital media for marketing have been conducted
with the conclusion as follow: website has become a fundamental marketing tool [18], email
has an influencing factor as marketing media [19], YouTube has the ability to build
awareness [20], Instagram has an effectiveness of visual social network sites as a marketing
platform [21], Facebook is an ideal leverage for the drivers of marketing [22], Twitter has
important implications for marketing [23], platforms such as Facebook, Twitter, WhatsApp,
and Instagram have become known for linking individuals through text, pictorial, and video
messaging, thus creating a way of passing information to customers instantly in a way that
creates appeal [24].

The results of those researches within Industry 4.0 provide a general conclusion that
digital media has a great influence as a media for marketing. However, those researches dealt
with the use of digital media singly, not as a complement to each other. Furthermore, there
wasn't much research on chat applications, as derivative of social media, as a media for
marketing, other than WhatsApp [24]. Therefore, this empirical paper has been conducted to
fulfill the gap related to the interaction of complementary digital media, marketing
communication, and market development in the sense of rationalization in industry 4.0 while
evaluating the readiness in welcoming industry 5.0. Thus, the research goal is, within the
scope of 10T, to find out the more logical and consistent digital media related to how, why,
what kind of digital media that can support certain marketing communication in order to
develop market potential of a retail product, in this case, a snack product. Market
development is a growth strategy whereby firms are trying to sell existing products to new
markets through opening up previously excluded market segments by entering new
geographic market and setting new marketing campaign and creates new distribution
channels. This strategy allows firms to use brand names that have been developed in a single
market segment to reach or discover new market segments [25][26].

A preliminary survey conducted earlier and gave feedback about digital media and
marketing communication used based on marketing strategi of the firm. Some of the digital
media were still relevant during the process of collecting data, thus the digital media used (or
previously used) are Website [27], Email [28], Instagram [29], Facebook [30], Twitter [31],
YouTube [32], WhatsApp [33], Line [34], and Blackberry Messenger [35]. And the
marketing communication used are Advertising, Personal Selling, Publicity & Public
Relation, and Customer Service [36].



Digital media, as a marketing communication tool, was analyzed using the concept in
which marketing communication can be influenced by it in order to assess the contribution of
digital media toward marketing communication [37]. There are eight concepts, namely:

a. Interactivity; refers to a condition in which there are two or more parties that can
communicate about the message delivered in approximately the same time through a
medium. A digital communication allows interactivity with regard to a message that can
be responded at almost the same time [37][38].

b. Multichannel marketing; refers to marketing methods using more than one marketing
channel. The application of this marketing is the use of a single strategy on various
marketing channels with the aim of maximizing the possibility of getting customer
[371[39].

c. Personalization; refers to product customization and purchasing experience to individual
consumer tastes based on their personal information and preferences. Digital media
allows personal messaging to be communicated between firms and consumers so as to
better align corporate goals and market segmentation, provoke feedback, and form new
strategies on marketing [37][40]

d. Mobility; refers to the ability to move or move freely and easily. With the existence of
wireless devices such as Smartphone and the availability of Internet networks that allow
transactions to be made in real time and at any location, then a form of marketing
communications can be done wherever there are Internet and cell phone networks
[37][41].

e. Speed; refers to the progress of information systems and technologies that enable
marketing communication to be done and delivered at a much faster pace than
traditional media. This speed is also related to direct communication to the consumer
both in terms of marketing or feedback [37][42].

f. Efficiency; refers to doing things right, whatever is done, is carried out in the most
appropriate way, according to available resources. Digital media reduces wasted
communication by directing messages to the target segment without excessive effort
[37][43].

g. Enhanced relationship; refers to enabling the increase levels of a relationship while
enhancing the customer's desire for the unique characteristics found in a relationship.
Digital media is used by firms to collect and use information about customers in order to
better meet their needs so as to help develop new forms of sales promotion and influence
customer relationships [37][44].

h. Strategic implications; refers to influences on corporate planning. Strategic implications
are the main consequences arising from the unintelligible and the ability to cope with the
effects of power and the dynamics of the diverse changes that can often affect business
from the point of view due to technological advances [37][45].

Marketing communication refers to ways of communication in marketing of products or
services [46]. Based on preliminary research, there are four marketing communication tools
used as objects of research.

a. Advertising; refers to online or digital advertising that uses the internet for the express
purpose of delivering marketing messages, and giving the introduction of new products
designed to compete with existing brands. Advertising help marketers reaching
consumer and fulfilling marketing objectives by providing consumers with useful
information to influence their attitudes and behavior [46] [47]



b. Publicity & public relation; publicity is the disclosure of the story of the brand that is
done through the media without a change, while public relations is an attempt to
generate and control publicity in an effort to gain support and community cooperation.
Publicity acts as editorial space of an information to promote a product, place, or person
and it disseminated through various media to attract public notice. And public relations
acts to build image that tends to deal with issues rather than products or services [46]
[48][49]

c. Personal selling; refers to interpersonal communication whereby the seller discloses and
meets customer needs that benefit both parties. Personal selling is considered an
effective marketing communication since it has direct exchange process between a buyer
and a seller [46] [50].

d. Customer Service which refers to corporate interactions with customers representing the
company's overall business. Customer Service relates to provision of general product
information and having the intangible relationship between buyer and seller [46] [51].

2 Research Method

The subject of research is the marketing and sales strategies of Cireng Salju which are
tiered in each region that has been determined exclusively for each distributor, and the
distributor provides the product exclusively for agent, reseller, or customer only in the area
that is the responsibility of the distributor. The product is not available in offline stores, as
the consequence, the firm depends heavily on digital media. Thus, the object of the research
is rationalization of digital media involving the interplay and complementary to the
maximum effect that can develop market potential with the possibility of welcoming industry
5.0. Cireng Salju is a product of entreprencurship where the cireng, which are usually sold as
roadside fritters, are converted into packaging products. This research employed qualitative
approach since researcher strongly believe that there are multiple perspectives to be
uncovered closely by researcher and the strategy of case study in which the researcher
explores in depth to more than one key informant that are bounded by time [52].

The answers from the interview results, which were used as research material, must be
within the scope of the concept of digital media as a corridor to reach the conclusions sought.
Primary data were collected thru interview from selected key informants, which consist of
parties representing (1) manufacturer, (2) exclusive distributors, (3) agents, (4) reseller, and
(5) customer, based on purposive sampling, which is to sample cases/participants in a
strategic way so that those sampled are relevant to the research questions that are being
posed based on literature review. Secondary data were collected by observing digital media
used by the company. All data were analyzed using Miles & Huberman interactive analysis
technique, through data reduction, data presentation, and conclusion/verification.
Furthermore, the validity of the data is verified using triangulation that entails the analysis of
the same source by combining several different angles or perspectives [53].

3 Results and Discussion

This research explores data from: marketing managers as the representatives of firms;
distributors as consumer intermediaries who represent firms, and the representation of the



consumers themselves. The tree sided data resources are required to meet the triangulation
criteria [54]. The research showed that not all digital media is appropriate as a means of
marketing communications tool. The concept of strategic implications support Publicity &
Public Relation through the website, as well as Advertising which is combined with the
concept of mobility and multichannel marketing. Other concepts cannot support any form of
marketing communication. However, for the concept of speed and efficiency, not all
interviewee rejected the idea that this concept can support Advertising via website. Website
can be accessed from mobile device which is suitable for Advertising and Publicity & Public
Relations. Firms can put hyperlink to other digital media in the website so it can link to other
digital media. Website provides information about company and products and has great deal
in strategic implication.

... website can be viewed through a mobile phone; it is definitely mobile.... if there is an
advanced business to reach consumers, he must use the internet, so that producers can later
gather information as a basis for further steps. Manufacturers can publish detail related to
the company or product information or advertisement on the website and hyperlinked it to
social media ...

Email is not suitable for Advertising, Publicity & Public Relation, Personal Selling, and
Customer Service., and only suitable none other for corporate administration purposes only.
Email is mostly used for management issue; thus, the concept of digital media does not affect
the marketing communications associated with email as a means of marketing
communication.

...every time we do an evaluation related to the influence of using social media on the
market, what kind of effectiveness, and finally we adjust, including the Website and Email.
The email we use is for office purposes only.

Instagram is suitable for Advertising since it is supported by mobility, speed, and
efficiency, multichannel marketing, and strategic implications. As for Publicity & Public
Relation, it is supported only by the concept of strategic implications. Instagram was
designed for mobile user and spoiling users for instant status updates in the form of images
or photos with no additional charge. The growth of Instagram user makes this digital media
has strategic implication. However, even though Instagram has facility to interact, it is not
suitable for Personal Sales and Customer Service. If there is an advanced business to reach
consumers, he must use the Internet, so that producers can later gather information as a basis
for further steps. Manufacturers can publish info related to info or advertise on Instagram and
connect it to other social media... it is intended for mobile applications, so that the
application does move...the mobile app is very helpful when you want to post info or to
advertise since it can be uploaded directly and efficient.

Twitter actually can support Advertising, Publicity & Public Relation, as well as Personal
Selling and Customer Relationship. That is at least the opinion from the representatives of
firms as once he used this social media as prime digital media for marketing until he realized
that Twitter is not suitable to market a product. Interviewee found that Twitter was not
convenient enough to be used for selling or marketing.

We used Twitter before. And it's quite helpful to advertise there and get some reactions or
comments or even orders but we never use them again. Twitter is only a witness or time
marker when we start this business. I think customer tend to use Instagram or maybe
Facebook to get an update about new products

Facebook supports Advertising and, at some point, Publicity and Public Relation. Just
like Instagram, Advertising is supported by the concepts of mobility, speed, efficiency,
multichannel marketing, and strategic implications. And Strategic Implications also supports



Publicity & Public Relation. Facebook has a large number of users as well as features that
support sales or marketing, thus Facebook is suitable for Advertising and Publicity & Public
Relations. Personal Sales and Customer Service can be accommodated via Facebook, but
somehow users feel uncomfortable to interact directly via Facebook

Facebook is interactive enough for Advertising and it can be hyperlinked to Website.
Customer can comment and respond to our posting of activities, thus creates bonding with
us. I like to use these two to market the product. But I don 't use it to chat with the customer

WhatsApp is more suitable for Personal Selling and Customer Service, since it supports
all the aspects of digital media except for Personalization since all interviewee have no
consideration about personalizing the product. And not all interviewer rejected the idea of
Advertising is supported by the concept of multichannel marketing, since it can be
hyperlinked to other media. The basic reason why WhatsApp is mostly suitable for Personal
Sales and Customer Service is due to its form of instant messaging service.

WhatsApp is a mobile application, so as I confirmed before, we can use it on a mobile
basis and efficiently..... I think I can use WhatsApp to advertise products or maybe for
publicity but it will not be efficient. To share all content one by one, or to spread it at once to
all of my contacts, it doesn’t seem the right step .....WhatsApp is proven as the right media to
create personal interaction with the customer, or to my distributors, agents, and reseller. As
for impact, off course we can measure the next step based on our interaction with customer
via WhatsApp

LINE and BBM have the same purpose and characteristic with WhatsApp. However, due
to consideration that LINE is not used widely in Indonesia, and BBM is not popular
anymore, LINE and BBM are not used as digital media for the purpose of marketing
communication.

We never used LINE to market our product or get connected to our customer primarily.
We just have it but I guess LINE is for the youngster, not for business. We used BBM before,
but now it’s just not efficient, nobody use it anymore. .

YouTube is not suitable for Personal Selling, Customer Service, and Publicity & Public
Relation since users cannot found usable information related to company and products.
However, it is suitable for Advertising and Publicity & Public Relation as supported by the
concept of strategic implication

We publish our activities in YouTube because we thought that everybody use YouTube,
and I think it is good to develop our reputation

These basic findings were consistent with previous research showing that digital
marketing communication is one of the most important industrial marketing communication
tools and enhance customer relationship communications, support sales, create awareness
thus can attract consumer within the environment of industry 4.0 [55]. The concept of
mobility broadly supported all digital media because generally access to content was done
via mobile phones, however, based on interviews it was known that some digital media were
no longer used for marketing activities, so those digital media were considered unsupported
by the concept of digital media.

The results of the interviews showed that advertising on digital media was supported by
the concept of mobility, multichannel marketing, speed, efficiency, and strategic implication
on website, Instagram, and Facebook. Advertising on digital media was also supported by
the concept of multichannel marketing on WhatsApp and by the concept of strategic
implication on YouTube. Publicity and public relation on digital media on digital media were
supported by the concept of strategic implication on website, Instagram, Facebook, and
YouTube. Personal selling and customer service on digital media was supported by the



concept of interactivity, mobility, speed, efficiency, enhanced relationship, and strategic

implication on WhatsApp.
Table 1. Interview Result after Validation

Advertising Publicity & Public  Personal Selling Customer Service
Relation
-Mobility -Strategic none none
Website -Multichannel Implications
Marketing
-Speed (partially
agree)
-Efficacy (partially
agree)
-Strategic
Implications
Email none none none none
Instagram -Mobility -Strategic none none
-Multichannel Implications
Marketing
-Speed
-Efficiency
-Strategic
Implications
Twitter none none none none
Facebook -Mobility -Strategic none none
-Multichannel Implications
Marketing
-Speed
-Efficiency
-Strategic
Implications
WhatsApp -Multichannel none -Interactivity -Interactivity
Marketing -Mobility -Mobility
(partially agree) -Speed -Speed
-Efficiency -Efficiency
-Enhanced -Enhanced
Relationships Relationships
-Strategic -Strategic
Implications Implications
LINE none none none none
BBM none none none none
YouTube -Strategic -Strategic none none
Implications Implications

After validation, the result showed that website, Instagram, Facebook, WhatsApp, and
YouTube can complement each other to reach customer via advertising, publicity & public
relation, personal selling, and customer care within the concept of interactivity, multichannel
marketing, mobility, speed, efficiency, enhanced relationship, and strategic implication. All
digital media act as Internet of Thing (IoT) by connecting the content and conversation
between manufacturer, exclusive distributors, agents, reseller, and customer. The industrial
environment was considered still 4.0 with the small possibility to enter industry 5.0, the era
of complementary interaction between Al (artificial intelligence), humans, things (machine



or device), and internet [10][11], since all business process was still done manually without
any involvement of Al

The main finding in the research above is the strategy for maximizing the use of digital
media as a marketing medium in the industrial environment 4.0 to develop market potential,
with the hope of finding the company's readiness to face industry 5.0, which was found that
in fact, this industrial environment is not as close as one might think. Nevertheless, the
impetus of technological advancement and the interaction of audiences towards the
technology itself, refer to digital media, makes it easier for each individual to have a variety
of social media accounts. In connection with that, this makes it easier for social media users
to be exposed to various forms of marketing [1][2]. In this case marketing communication
through website, email, Instagram, Facebook, Twitter, YouTube, WhatsApp, Line, and
Blackberry Messenger.

Website can provoke customer engagement [56], purchase intentions [57], and generate
satisfaction [58] toward product or service offering so that the website is suitable as a
marketing media [18], where in this study, the website was used as an advertising media as
well as publicity and public relations. Email can also generate customer engagement. In
previous research, email has a role as a marketing medium in the form of direct marketing
[59]. However, as it can prove to be a helpful communications asset, email is mostly used for
management issues, as expressed by one of the interviewees. In this study, due to direct
marketing is not used as one of the marketing communications tools, email was not
considered as digital media which could develop market potential.

Instagram facilitate informative visuals that lead to emotional appeal that can influence
customer engagement in terms of likes and comments, so that Instagram is very suitable as a
marketing media for advertising [60] as well as Facebook [61] with the difference that
Instagram is more to emotional expression with real experiences while Facebook is more to
wide user without likely used by youngster. However, even though Twitter has a similarity
as social media with Instagram, this social media is more to conversation, and the interview
result showed that Twitter was not suitable to market a product [62][63][64][65][66].

YouTube allows brands that are yet unfamiliar to a market can create engagement by
focusing on advertising elements [65]. And the result showed that YouTube had strategic
implication to the firm. WhatsApp is quite powerful tool as chat application to interact and
enhanced relationships [67], thus based on interview results, it was suitable for personal
selling and customer service. Actually, LINE and BBM have the same characteristic,
however, based on based on interview results, these two applications were considered not
used widely and has no effect to market development.

4 Conclusion

In the era of Industry 4.0, where things are connected to internet, it is common for firm
that engaged in retail products to take advantage of the growing use of digital media via
mobile phones as a means of marketing communication. However, not all digital media is
suitable for marketing communication. Thus, it is required rationalization, which is an
understanding in utilizing digital media that can logically support the development of market
potential. The appropriate digital media as a marketing communication tool in developing
market potential are Website, Facebook, Instagram, and YouTube which are used for



Adpvertising and Publicity & Public Relations. And WhatsApp is used for Personal Sales and
Customer Service.

Digital media is used in an integrated way to support the development of market potential
where the Website can provide complete information about the product and company,
Facebook can help firms spread information to many Facebook users, Instagram can help
firms spread information to Instagram users where this social media is being used in social
life, YouTube can help firms to spread the reputation, and WhatsApp can help firms to
interact with customers because of its ease of use in direct communication. Digital media in
the form of Email, Twitter, LINE, and BBM can be a means of marketing communication,
but from this research it is concluded that these digital media cannot support the the
development of market potential.

This paper has limitation, and therefore giving chance to further study about marketing
communication and digital media. The surveyed digital media are based on preliminary
research, thus put aside the digital media is currently on the rise, tiktok. Advertising,
Publicity & Public Relations, Personal Sales, and Customer Service are suitable in the
environment of Industry 4.0 and further in Industry 5.0, where marketing communication
strategies are applied to things connected to the internet (IoT). The right information can
entice the interest of digital media audiences to become customers and can generate interest
to work as distributors, agents, or resellers to develop market potential. However, since
Industry 5.0 is an era of complementary interaction between humans, things (machine or
device), and internet, the result of interview showed that the firm is not ready, and firm must
have advance preparation than just IoT.
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