9"1('4}

.‘I‘:@—;% International Journal of Enhanced Research in Management & Computer Applications,

ISSN: 2319-7471, VVolume 14 Issue 7, July 2025

The Impact of Digital Communication Constructs
Oon Marketers’ Promotional Strategy Decisions

Shreya Ganguly', Dr. Bhaskar Nalla®

'Research Scholar, Department of Management, P. K. University, Shivpuri, M.P.
*professor, Department of Management, P. K. University, Shivpuri, M.P.

ABSTRACT

This research delves at the ways in which digital communication constructions influence the promotional strategy
choices made by marketers in the ever-changing world of digital marketing. The study delves into the use,
significance, frequency, and perceived efficacy of several digital communication platforms and techniques among
marketing professionals, using a descriptive research approach. Through convenience sampling, 115 participants
were chosen from various online communities, including digital marketing groups, industry forums, and
professional networks. In order to determine the impact of tailored communication, platform engagement, and
strategic flexibility on promotional results, as well as how marketers modify their plans in reaction to digital
developments, data was collected. In order to get a better understanding of the data, we used descriptive statistics,
such as percentages and frequency counts, to uncover common trends and preferences. The results provide light on
the ways in which digital communication tools influence promotional decision-making and provide suggestions for
improving marketing efficacy in a highly digitalized corporate setting.
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INTRODUCTION

Digital communication has become a game-changer in the ever-changing world of modern marketing, drastically altering
the way organizations engage with customers. In this new age of fast-growing digital platforms, the lines between
businesses and their consumers are becoming more and more blurred. This is especially true for social media, email, search
engines, and mobile apps. In this setting, marketers' choices regarding promotional strategies are largely influenced by
digital communication characteristics, which include features like customization, reach, immediacy, and interaction. In
today's cutthroat and dispersed marketing environment, these concepts not only reshape customer involvement but also
impact the planning, execution, and assessment of promotional efforts. Because digital communication structures allow for
two-way contact and targeted engagement, they are radically changing the way promotional tactics are designed and
implemented. Digital platforms provide real-time interactions, which promotes more tailored and consumer-centric
methods to advertising compared to conventional mass media, which mainly enables one-way communication. To provide
just one example, interactive elements encourage customer engagement and devotion by letting them reply to brand
messages, take part in brand stories, and co-create content. Promo messages may be fine-tuned to better resonate with
consumers by using this feedback loop to learn what they want and need.

Modern advertising campaigns would be incomplete without personalization, another cornerstone of digital
communication. Marketers can now reach specific audiences with personalized messages that speak to their interests,
depending on factors such as demographics, geography, purchase history, and online activity, all made possible by
advanced algorithms and analytics on consumer data. Promo campaigns are more efficient and cost-effective when users
are able to personalize the material they see, which increases engagement and, by extension, conversion rates. People are
looking for more relevant and convenient digital experiences, and customization makes brand communication seem more
valuable to them. Another factor that influences marketers' decision-making is the instantaneous and real-time character of
digital communication. Adaptable methods that can be swiftly modified in reaction to customer feedback or shifts in the
market are becoming more important for marketers in this digital era, as customers now want immediate replies and up-to-
the-minute information. With this kind of instantaneity, marketers may react to crises, capitalize on popular themes, and
launch time-sensitive initiatives. To keep up with the ever-changing digital landscape and keep consumers interested in
your business, you need to be nimble like this.
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The widespread availability of digital communication channels also makes it easy for marketers to contact customers all
around the world. Advertisers may connect with a wider variety of consumers in more places and with more
demographically varied audiences via search engine optimization, email marketing, and social media. For SMEs that do
not have the capital for more conventional, large-scale advertising efforts, this worldwide accessibility is a godsend. With
digital communication, all companies are on equal ground, and they can compete based on customer understanding,
relevance, and originality. The accessibility of real-time data and analytics is a distinguishing aspect of digital
communication structures; these tools provide priceless insights into customer behavior, campaign efficacy, and industry
tendencies. Marketers may make data-driven decisions by tracking key performance indicators (KPIs) including
conversion rates, engagement metrics, and click-through rates. To make sure that marketing is in line with corporate
objectives and customer expectations, these insights allow for the ongoing optimization of promotional methods.
Marketers may better justify promotional expenditures and distribute resources with the use of data analytics, which also
makes it possible to analyze return on investment (ROI).

Nevertheless, there are a number of obstacles that must be overcome in order for promotional strategy selections to include
digital communication frameworks. Marketers face a number of challenges, including an overwhelming amount of data,
worries about user privacy, frequent algorithm updates from platforms, and digital weariness among customers.
Furthermore, digital communication is inherently dynamic, so there's a need for ongoing innovation and adaptation—which
may be demanding on resources. Despite these issues, digital communication is an integral part of current marketing
strategy due to the many benefits it provides. Marketers are being forced to reevaluate their strategy tactics due to the fact
that digital communication frameworks have drastically changed the advertising scene. In the digital era, the efficiency of
promotional campaigns is driven by basic constructs such as customization, reach, interaction, and data analytics, which are
more than just supplemental tools. Marketers need to be quick on their feet and well-versed in data if they want to take use
of digital communication to its fullest capacity and create ads that people will be interested in clicking on.

REVIEW OF LITERATURE

Dahiya, Rekha et al., (2021) Customer behavior has been radically altered and almost every business has been affected by
the rise of digital marketing communication. Globally, businesses are coming to grips with the fact that digital marketing
communication is more relevant, cost-effective, and up-to-date than traditional marketing. People have also become used to
digital technology, which gives them more say over what they see and how they buy it, as well as when and when it
happens. Many marketers have begun to use digital marketing due to its many benefits, including its cheap cost, relevance,
customisation, and interaction. Vehicles, fast-moving consumer goods (FMCG), and business financial services (BFSI)
have been among the nation's top digital spenders during the last five years. This study aims to use Neil Rackham's
technique to understand the digital marketing value proposition in the Indian car business. Another goal of the study was to
look at how value proposition affects the thinking of people who buy cars. In order to collect primary data, 63 people in
Delhi who are now or will be purchasing a car was polled using an area-wise proportionate sample approach. The value
proposition might be better understood after conducting a significance test on a single sample using a Wilcoxon-Signed
Rank Test. We utilized structural equation modeling (SEM) to find out how prospective car buyers felt about the value
offer and how well it fit the market. An impressive 67% of the variation in people's sentiments around car purchases could
be explained by the value proposition model.

Knihov4, Ladislava. (2021). in these fast-paced, technologically-driven, and ever-changing consumer landscapes,
corporations are putting a lot of pressure on their business managers to encourage better organizational successes. Despite
marketing budget cuts, experts in the field are still faced with challenges such as media fragmentation and falling ad
performance. Many businesses are beginning to appreciate the value of customer education as they look for new ways to
communicate with their customers. The purpose of this article is to examine the function of instructional material in online
advertising and to draw conclusions about its significance. In this study, we look at educational content, formats, and
platforms to find how technology businesses may improve their digital communication strategy. A Digital Communication
Maturity Assessment Model, developed by the author, may help businesses conduct trustworthy internal audits of their
digital communication processes. Using pertinent instructional information that has been meticulously developed and
modified for customer-immersive learning, a new kind of customer connection may be established, based on the Fogg
Behavior Model. A valuable addition to this article is the analysis of how IT companies use digital communication to
disseminate instructional information. In order to delve more into the subject, the author proposes both general and targeted
directions for further study.

Ikatrinasari, Zulfaet al., (2020) The Indonesian Internet Service Providers Association (APJII) reported 64.8 percent of
Indonesians as having internet access in 2018. Marketers are increasingly turning to the internet to spread the word about
their wares. Companies can't stay in business and compete without a digital marketing plan. The IE matrix methodology,
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which combines the SWOT and AHP approaches, is used for marketing strategy planning in this research. Determining the
company's situation and selecting alternative priority plans is the goal of this study. Based on the findings of this research,
the organization has a solid foundation internally and is adept at addressing both opportunities and risks. Because of its
location in quadrant IV, the firm should focus on developing and expanding its business, with a secondary plan that
emphasizes capitalizing on its strengths and taking advantage of its opportunities ranking top. The company's strategy is to
make its products easily discoverable on the internet and to have numerous testimonials from satisfied customers posted on
the website and social media. This will allow the company to capitalize on opportunities and maximize its strengths.

Desai, Vaibhava. (2019). Marketing a product or service using digital platforms is called digital marketing. These platforms
include the Internet, mobile phones, display adverts, and any other digital medium. Companies and brands shifted their
promotional tactics in response to the rise of digital marketing in the 2000s and beyond. Digital marketing has become
more popular and effective due to the increasing prevalence of digital platforms in marketing tactics and everyday life, as
well as the replacement of old buying methods with digital gadgets. The main goals of this study are to get a conceptual
understanding of digital marketing, to demonstrate how it helps current firms, and to provide examples.

Gillpatrick, Tom. (2019). Companies and the competitive landscape are getting ready for a major shift caused by digital
technology. At its core, the change in business practices is driven by the impact of digital technology on marketing and,
therefore, the nature of markets globally. This article investigates the industry- and macroeconomic-level impacts of digital
transformation on marketing, building on prior work on the subject of digital disruption, which occurs as a consequence of
technology developments, changes in consumer demand, and new forms of corporate rivalry. Understanding the customer
value chain in connection to marketing strategy, the elements driving the digital marketing revolution, and the overall
implications of changing business practices on the economy. (Teixeira, 2019) developed a new model to assess client
demand, which is a marketing practice innovation that can be used to provide new insights for innovation and marketing.
This section discusses the changes in marketing strategy and the ways in which market intelligence is gathered, as well as
the effects on industry and macroeconomic policy. The authors strongly suggest that further research use similar method in
order to get a better understanding of how digital disruption has affected business competitiveness and the overall global
economy.

Huebner, Chris. (2019). The United States will spend over $117 billion on digital and mobile ads by 2020. The need for
more funding for higher education digital marketing will grow in tandem with the declining, changing, and out-of-state
populations who are expected to attend these institutions. Marketers need to learn how to make the most of digital
marketing's role in the mix if they want to boost the efficacy of their campaigns. Based on a review of the literature, this
study draws conclusions on the efficacy of marketing in higher education and offers suggestions for practitioners in the
field.

Alexandrescu, Mihai-Bogdan &Milandru, Marius. (2018). Producers rely on constant two-way communication between
bidders and consumers, even when they're physically or temporarily apart. This is due to the fact that demand is fueled,
directed, and rationalized by up-to-date and correct information. In addition to increasing sales volume and, by extension,
profitability, it changes the attitudes and mindsets of prospective customers. Part of the marketing communication system,
the promotional mix consists of advertising, personal sales, promotion sales, and public relations. The purpose of this
combination is to raise brand recognition, attract new consumers, and enhance sales and profits by introducing the company
and its offerings to prospective buyers.

RESEARCH METHODOLOGY

Research Design

The purpose of this descriptive research project is to investigate the prevalence, significance, and use of and perceived
impact of various digital communication platforms and strategies on marketers' promotional decisions. The design
facilitates an in-depth understanding of marketers” preferences and strategic adjustments in the evolving digital marketing
landscape.

Sample Size
A total of 115 respondents were selected as the sample for this research.

Sampling Technique

A non-probability convenience sampling technique was employed to gather data from marketing professionals accessible
through professional networks, industry forums, and digital marketing communities. This approach allowed for efficient
data collection while capturing diverse perspectives within the sample size constraints.
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Data Analysis

In order to summarize and understand the results, descriptive statistics were used to the acquired data.Frequency counts and
percentages were computed for each item to identify patterns in platform usage, perceptions of personalization, frequency
of strategy adjustments, and impact ratings of digital communication on marketing success. The analysis was conducted
using statistical software to ensure precision.

DATA ANALYSIS AND INTERPRETATION

Table 1: Use of Digital Communication Platforms in Promotional Strategies

Platform Frequency Percentage (%)
Social Media 40 34.78%
Email Marketing 25 21.74%
Mobile Applications 20 17.39%
Search Engine Marketing 18 15.65%
Influencer Marketing 12 10.43%
Total 115 100%
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Figure 1: Use of Digital Communication Platforms in Promotional Strategies

The data presented illustrates the distribution of marketing efforts across various digital platforms. Social media emerges as
the most utilized platform, accounting for 34.78% of the total marketing activities. The use of social media platforms for
audience engagement and product promotion is evident here.Email marketing follows with 21.74%, reflecting its continued
relevance as a direct and personalized communication tool. Mobile applications account for 17.39%, highlighting the
growing importance of mobile-first strategies in reaching users. Search engine marketing constitutes 15.65%, suggesting a
strategic focus on enhancing online visibility through paid search efforts. Influencer marketing, while the least employed
among the listed strategies, still represents a notable 10.43%, indicating its role in leveraging online personalities to build
brand credibility and reach niche audiences.

Table 2: Importance of Personalization in Promotional Strategy

Response Frequency Percentage (%)
Very Important 45 39.13%
Important 30 26.09%
Neutral 25 21.74%
Not Important 15 13.04%
Total 115 100%
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Figure 2: Importance of Personalization in Promotional Strategy

The data indicates the perceived level of importance attributed to a certain issue or item by a sample of 115 respondents. A
significant majority of participants—45 individuals, accounting for 39.13%—consider it very important, suggesting a
strong consensus regarding its high relevance. Additionally, 30 respondents (26.09%) rated it as important, further
reinforcing the overall positive valuation. Together, these two categories represent 65.22% of the total, highlighting that
nearly two-thirds view the matter as noteworthy. Meanwhile, 25 individuals (21.74%) remained neutral, indicating a
moderate level of engagement or uncertainty. Only 15 respondents (13.04%) regarded the issue as not important,
representing a minority viewpoint. Overall, the findings suggest a predominantly favorable perception of the issue’s

significance among the respondents.

Table 3: Frequency of Strategy Adjustment Based on Real-Time Data

Freguency of Adjustment Frequency Percentage (%)
Weekly 40 34.8%
Monthly 45 39.1%

Quarterly 20 17.4%

Rarely 10 8.7%

Total 115 100%
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Figure 3: Frequency of Strategy Adjustment Based on Real-Time Data
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The frequency with which firms modify their advertising methods in response to real-time data is seen in the table
below.The largest group, 39.1%, reported making adjustments on a monthly basis, indicating a regular but not overly
frequent review cycle. Weekly adjustments are also common, with 34.8% of respondents updating their strategies at this
interval, reflecting a proactive approach to data-driven marketing. A smaller proportion of participants adjust their
strategies quarterly (17.4%), while 8.7% rarely make adjustments based on real-time data. Overall, these results suggest that
most organizations prioritize timely strategy revisions to stay aligned with market dynamics and campaign performance.

Table 4: Perceived Impact of Digital Communication on Marketing Success

Impact Level Frequency Percentage (%)
Very High 55 47.8%
High 38 33.0%
Moderate 15 13.0%
Low 7 6.1%
Total 115 100%
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Figure 4: Perceived Impact of Digital Communication on Marketing Success

The table below illustrates respondents’ perceptions of the impact that digital communication has on marketing success.
Nearly half of the participants (47.8%) believe that digital communication contributes a very high impact to their marketing
outcomes. An additional 33.0% rate the impact as high, indicating a strong overall confidence in the effectiveness of digital
channels. Meanwhile, 13.0% perceive the impact as moderate, and only a small minority of 6.1% considers it to have a low
impact. These findings highlight the widespread recognition of digital communication as a crucial driver of successful
marketing strategies.

CONCLUSION

The study underscores the significant impact that digital communication constructs have on the promotional strategy
decisions of marketers in today’s digital-first business environment. Findings reveal that tools such as personalized
messaging, real-time engagement on digital platforms, and the strategic flexibility enabled by digital technologies are
instrumental in shaping effective promotional strategies. Marketers are increasingly relying on digital channels not only for
their reach and efficiency but also for their ability to deliver data-driven insights that inform targeted communication
efforts. The research highlights a strong correlation between the adoption of digital communication techniques and
improved promotional outcomes, emphasizing the need for marketers to continuously adapt to evolving digital trends. As
digital communication continues to reshape consumer behavior and expectations, it becomes imperative for marketing
professionals to embrace innovation, optimize their digital toolkits, and align their strategies with dynamic digital
constructs to maintain relevance and achieve promotional success.
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