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Abstract: The digital era brings significant changes in the marketing landscape, requiring 
companies to adapt quickly to technological dynamics and changes in consumer behavior. This 
article aims to analyze the application of Value Chain Strategy in marketing and identify how 
this strategy can help companies turn challenges into opportunities in the digital era. This 
research uses a literature study approach by collecting and analyzing information from various 
relevant sources regarding the application of Value Chain Strategy and the challenges faced by 
companies in the digital era. The results show that companies that are successful in 
implementing Value Chain Strategy have integrated digital technologies, such as the Internet 
of Things (IoT), artificial intelligence (AI), and big data analytics, into every stage of the value 
chain. This helps increase efficiency, improve product quality, and strengthen relationships 
with suppliers and customers. However, challenges such as the need for adequate technology 
infrastructure, digital skills gaps, and resistance to change still need to be overcome. The 
implications of this study emphasize the need for companies to undertake comprehensive 
strategic change. Companies should invest in technological infrastructure and improve the 
digital skills of the workforce. 
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INTRODUCTION 
Major changes in technology have created a dynamic business landscape, where 

companies are required to constantly adapt to the digital advancements taking place. One of 
the aspects of business most affected by these changes is marketing (Rust, 2020). In the digital 
era, marketing is no longer just about creating and delivering value to consumers, but also 
involves leveraging technology to understand and respond to changing consumer behavior. 
With the advancement of digital technologies such as social media, e-commerce, and artificial 
intelligence, companies need to formulate the right strategy to stay relevant amidst increasingly 
fierce competition (Usman, 2024). These changes bring various new challenges in the world 
of marketing, where one of the biggest challenges is the shift in consumer behavior. Modern 
consumers tend to be more informed and selective, and often rely on technology in the decision-
making process (Santos, 2021). In this context, consumers' expectations of service 
personalization are also increasing, which forces companies to better understand the individual 
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preferences of each customer. Companies that are unable to respond quickly to these changes 
risk falling behind more adaptive competitors. In addition, increasingly globalized competition 
complicates market conditions, where players from different countries can easily access the 
same market segment through digital platforms. In such a situation, companies are required to 
not only understand market trends but also deeply analyze consumer data to identify 
opportunities and challenges (Kolyasnikov, 2020). The inability to adapt and innovate in the 
face of these changes can be fatal, so a careful and responsive marketing strategy is a must for 
the survival and growth of companies in the competitive digital era (Denga, 2022). 

In the midst of the challenges of globalization and increasingly fierce competition, value 
chain strategy emerges as one of the effective solutions to improve company competitiveness 
(Miao, 2021). value chain strategy emphasizes the importance of managing and optimizing 
each stage in the value creation process, starting from raw material procurement, production, 
to final distribution and marketing (Eisenreich, 2022). Through value chain analysis, 
companies can identify critical points where efficiency can be improved, costs can be reduced, 
and innovation can be implemented. In addition, the application of value chain strategy allows 
companies to reduce operational inefficiencies, improve product or service quality, and 
accelerate delivery time to market (Ariadi, 2021). In the long run, value chain strategy not only 
encourages internal efficiency improvement, but also provides more value to consumers 
(Awan, 2022). By creating more relevant products or services and providing a better experience 
for customers, companies are able to strengthen their competitive advantage and build stronger 
consumer loyalty. 

Value chain strategy not only plays an important role in the context of production, but 
also has significant relevance in marketing, especially in the fast-paced digital era (Oliveira, 
2021). The development of digital technology has opened up opportunities for companies to 
leverage large amounts of consumer data, known as big data, to understand consumer 
preferences, needs, and behaviors more deeply (Holmlund, 2020). By using data analysis 
supported byartificial intelligence (AI), companies can accurately identify consumer behavior 
patterns, which can then be translated into more effective marketing strategies (Okeleke, 2024). 
Technology supports the automation of marketing campaigns, allowing companies to respond 
to consumer needs in real-time (Kedi, 2024). By building more personalized and relevant 
interactions, companies can create closer relationships with consumers, increase loyalty, and 
strengthen long-term customer retention. Overall, a value chain strategy supported by digital 
technology and AI not only improves operational efficiency in marketing, but also creates 
significant added value for consumers (Attaran, 2020). 

Digitalization opens up great opportunities in terms of distribution and promotion. 
Through digital platforms, companies can reach a wider audience at a lower cost compared to 
traditional marketing methods (Peter, 2021). Digital platforms, such as websites, apps, and 
social media, allow companies to deliver messages directly to consumers without geographical 
restrictions (Rautela, 2021). E-marketing in Indonesia is currently receiving a positive response 
due to the vast and diverse market. This system allows outreach to all regions simultaneously 
without the need for branch offices and can operate 24 hours non-stop (Savitri, 2022). Among 
the various channels available, social media has become one of the most effective tools in 
bringing brands closer to consumers. With the ability to share content instantly and interact 
directly with audiences, social media allows companies to build stronger and more personalized 
relationships with customers (Hayes, 2021). This not only increases brand visibility, but also 
creates an opportunity to get direct feedback from consumers, which in turn can be used to 
improve products and services. However, the challenges of managing a digital marketing 
strategy cannot be ignored either. The intense competition for consumer attention in the digital 
space requires companies to constantly innovate and adapt quickly to changing trends. The 
emergence of new technologies and algorithm changes on digital platforms often affect the 
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way marketing messages are received by audiences. Therefore, companies must always 
conduct in-depth market analysis and utilize data analytics to identify consumer behavior 
patterns and evaluate the effectiveness of marketing campaigns (Gupta, 2021). The inability to 
adapt quickly can result in missed opportunities and even decreased competitiveness in the 
market. Therefore, the development of flexible and responsive marketing strategies is key for 
companies to succeed in facing these challenges, while also capitalizing on the huge potential 
offered by the digital age. 

Companies that successfully implement a value chain strategy in marketing will have 
an advantage in terms of responsiveness to market changes (Tarigan, 2021). In the digital era, 
changes can happen very quickly, and companies that are slow to adapt will miss opportunities. 
By utilizing data analytics and information technology, companies can quickly adjust their 
strategies according to changing market dynamics. This not only improves competitiveness, 
but also allows companies to be more proactive in dealing with existing challenges. Overall, 
implementing a value chain strategy in marketing is an important step for companies to turn 
challenges into opportunities in the digital era. By focusing on creating value for customers, 
companies can improve efficiency, innovation and customer satisfaction. In addition, through 
the application of digital technology, companies can be more responsive to market changes and 
better prepared for emerging challenges. Therefore, it is important for companies to develop 
and implement a value chain strategy that fits the needs and goals of the business. With this 
background, this article will further discuss the application of value chain strategy in marketing 
in the digital era. The main focus of this discussion is how this strategy can help companies 
overcome challenges arising from changes in technology and consumer behavior, and how this 
strategy can be integrated with digital innovation to create greater opportunities in a 
competitive market. Applying the right value chain strategy can be the key to a company's 
success in facing challenges and capitalizing on opportunities in this growing digital era. 
 
METHOD 

This research uses the literature study method to examine value chain strategy in 
marketing in the digital era. This method aims to identify and analyze relevant previous studies, 
to understand how companies can turn challenges into opportunities through the 
implementation of value chain strategies in the digital context. The data sources used in this 
literature study come from scientific journals, academic books, industry reports, and reliable 
articles that discuss value chains, marketing strategies, and digitalization in business. The 
literature search process was conducted systematically through academic databases such as 
Google Scholar, Scopus, and ScienceDirect, with relevant keywords such as “value chain 
strategy,” “digital marketing,” “digital transformation,” and “business challenges in digital 
era.” Data analysis was conducted using content analysis techniques, in which the selected 
literature was categorized based on key themes, such as digitization of value chains, marketing 
strategies in the digital era, and digital transformation in supply chains. From each theme, the 
study will highlight the challenges and opportunities companies face in utilizing digital 
technologies to improve efficiency, competitiveness, and innovation. 

 
RESULTS AND DISCUSSION 

This research aims to analyze the application of value chain strategy in marketing in the 
digital era and how this strategy can turn challenges into opportunities. Based on a literature 
review of various industry studies and reports, there are a number of key findings related to 
best practices, challenges, and innovations made by companies in optimizing value chain 
strategies in the digital era. 
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Implementation of Value Chain Strategy 

The results show that companies that successfully implement Value Chain Strategy are 
able to identify and optimize each stage in the company's value chain. In an era where 
technology is developing rapidly, the ability to utilize digital advances has become a decisive 
factor in achieving operational efficiency and competitive advantage (Hussain, 2023). Using 
digital technologies such as social media, smart phones, analytics, and integrated devices can 
increase operational efficiency, improve customer experience, and create innovative business 
models (Sulastri, 2023). Companies that are successful in implementing value chain strategies 
not only focus on improving internal efficiency, but also on how companies can maximize the 
value provided to consumers (Cirone, 2023). At the procurement stage, the use of digital 
technology has brought significant changes in the way companies interact with suppliers and 
manage raw material procurement processes. Many companies are now using digital platforms 
to speed up the purchasing process and strengthen relationships with suppliers (Mujianto, 
2023). The platform allows companies to monitor the quality, price, and delivery of goods in 
real-time, which in turn reduces operational costs and speeds up procurement time. In addition, 
this technology also helps companies choose more competitive and sustainable suppliers 
(Hendiani, 2020). 

In the context of supplier management, companies that use digital technology can build 
more transparent and collaborative relationships (Montecchi, 2021). Technologies such as 
blockchain enable the recording of every transaction and interaction in the supply chain, 
increasing transparency and data accuracy (Centobelli, 2022). With this transparency, 
companies can better monitor supplier performance, identify potential problems early on, and 
ensure compliance with set standards. This not only reduces the risk of production delays but 
also improves the quality of the final product. At the production stage, the implementation of 
automation and data-driven management systems has become standard for many modern 
companies. Internet of Things (IoT) technology allows production machines and devices to be 
connected in real-time, allowing companies to monitor every step in the production process in 
detail (Soori, 2023). With real-time data, companies can detect possible problems, such as 
machine breakdowns or production errors, before they have a greater impact on product quality. 
This efficiency not only saves repair costs but also increases overall productivity. 

The use of data analytics in production also provides strategic advantages. Data 
collected from the production process can be analyzed to identify trends, make market demand 
predictions, and optimize resource allocation (Ranjan, 2021). These data-backed decisions 
enable companies to better plan production, match production capacity to market demand, and 
improve product quality through stricter quality control. Thus, the use of data technology not 
only improves operational efficiency, but also creates added value for consumers. At the 
distribution stage, many companies have begun to utilize digital technology to optimize the 
logistics process. A digital-based supply chain management system allows companies to track 
the delivery of goods in real-time and organize shipments more efficiently (Minculete, 2022). 
With this system, companies can identify the most efficient delivery routes, reduce 
transportation costs, and ensure products reach consumers on time. The use of GPS and RFID 
technology helps in improving delivery accuracy and minimizing the risk of delivery errors 
(Elsanhoury, 2022). 

The implementation of a digital marketing strategy that is integrated with the value 
chain is also the key to success in the digital era (Katsikeas, 2020). Companies use consumer 
data collected through various digital platforms to design more personalized and effective 
marketing campaigns (Nair, 2021). Consumer data analysis allows companies to better 
understand consumer preferences, so they can customize products and services to meet 
dynamic market needs. In this case, digitalization not only changes the way companies produce 
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and distribute goods, but also how to interact and build relationships with consumers. The 
optimal implementation of Value Chain Strategy in the digital era allows companies to provide 
more value to consumers, from high-quality products to better customer experience (Lim, 
2024). By utilizing digital technology, companies can not only improve efficiency at every 
stage of the value chain, but also create competitive advantages that are difficult to match. 
Companies that are able to optimize this strategy will be better prepared to face challenges in 
an increasingly competitive global market, as well as better able to respond quickly to changing 
consumer needs. 
 
Challenges of Value Chain Strategy Implementation 

Although the implementation of value chain strategy provides many benefits, 
companies also face a number of significant challenges. One of the main challenges is the need 
for adequate technological infrastructure (Agrawal, 2023). Digitalization in the value chain 
requires huge investments in technologies such as the Internet of Things (IoT), artificial 
intelligence (AI), and big data analytics (Zamani, 2023). Companies need to ensure that they 
have a robust and reliable technology network to integrate all functions present in the value 
chain. However, not all companies, especially small and medium-sized ones, have sufficient 
budget and resources to implement such technologies. This limitation can slow down the 
digitization process and delay the benefits that can be derived from a digital value chain 
strategy. Besides infrastructure, another pressing challenge is the digital skills gap among the 
workforce. The application of advanced technologies in the value chain requires specialized 
skills that are not always readily available (Wahab, 2024). Many employees do not yet have an 
adequate understanding of how to use technologies such as AI and IoT, so companies must 
invest in training and digital skills development. However, these efforts are not only time-
consuming but also costly. Without the right skills, digital transformation in the value chain 
cannot be optimized and can even lead to greater inefficiencies. 

Resistance to change is also an obstacle in the implementation of Value Chain Strategy. 
The introduction of new technology often causes anxiety among employees and management, 
especially regarding its potential impact on jobs and long-standing ways of working 
(Chowdhury, 2023). Many employees worry about losing their jobs or having to adapt to 
complex process changes. This resistance can slow down or even block the digital 
transformation process, because without full support from all parties in the organization, the 
implementation of new technology cannot run smoothly. Therefore, companies need to design 
a good change management strategy, including effective communication and in-depth training 
programs. Another challenge that often arises is the complexity of integrating new technology 
with existing systems. Many companies already have management and operation systems in 
place, so integrating new technologies into those systems can be very complicated. 
Incompatibility between old and new technologies can lead to costly operational disruptions. 
In the context of the value chain, collaboration with suppliers and distributors is often hindered 
when these business partners do not have the same technological readiness, which in turn can 
disrupt smooth operations (Nurhayati, 2023). 

Another challenge is cybersecurity, which has become a major concern in the era of 
value chain digitization (Goswami, 2023). The adoption of digital technologies makes 
corporate data, including sensitive information related to suppliers and consumers, more 
vulnerable to cyberattacks. Cyberattacks can result in serious disruptions to business operations 
and cause significant financial losses. Companies must have a robust cybersecurity system to 
protect digital infrastructure. However, building adequate cybersecurity also requires 
significant investment, which adds to the cost burden for companies. Changes in government 
regulations and policies related to digital technology can also be a challenge in implementing 
Value Chain Strategy (Odimarha, 2024). Governments in various countries continue to update 
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rules related to data privacy, information security, and the use of digital technology, which can 
affect how companies conduct their operations. Companies must keep abreast of these 
regulations to ensure that they remain compliant with applicable laws. However, compliance 
with complex regulations often adds to a company's administrative and operational burden, 
especially when it comes to adapting business processes to different regulations in different 
regions. 
 
Innovation in Marketing 

Companies that successfully implement a value chain strategy also show significant 
innovation in marketing. Many companies are now starting to utilize big data to better 
understand consumer preferences. Through in-depth data analysis, companies can conduct 
more effective market segmentation, so that they can target the right audience with relevant 
offers. The use of algorithms in digital marketing campaigns has helped companies identify 
buying patterns and consumer behavior, allowing companies to adjust marketing strategies in 
real-time (Adeniran, 2024). By understanding customer trends and preferences, companies can 
respond quickly to changes in the market, creating a competitive advantage. In addition, the 
application of advanced analytics technologies such as machine learning and artificial 
intelligence (AI) is also driving innovation in marketing. The technologies allow companies to 
analyze large amounts of data at a higher speed and generate more accurate insights. AI can be 
used to predict future consumer behavior based on historical data, which provides companies 
with a solid basis for formulating proactive marketing strategies (Potwora, 2024). Thus, 
companies not only react to existing trends, but can also predict and capitalize on emerging 
opportunities before their competitors. 

The implementation of digital-based marketing strategies also allows companies to 
increase interaction with consumers through social media and other online platforms (Nitami, 
2024). By utilizing these platforms, companies can create an engaged and loyal community. 
Research results show that companies that are active in communicating with consumers on 
social media are able to build higher loyalty (Khoa, 2023). Direct interaction with consumers 
gives companies the opportunity to listen to feedback, which is an important input in product 
and service development. There are various ways that can be done to establish relationships 
with customers, including providing optimal service, knowing information about customer 
desires, and good communication skills with customers (Adnan, 2021). By combining various 
communication channels, from social media, email, to websites, companies can ensure that 
customers have easy and convenient access to interact with brands (Rane, 2023). This approach 
not only increases customer satisfaction, but also allows companies to collect more 
comprehensive data regarding the customer journey, which becomes the basis for smarter 
marketing strategies in the future. 

Innovation in marketing driven by value chain strategy also involves collaboration with 
external stakeholders, such as influencers and business partners (Qin, 2024). Companies that 
successfully establish strategic partnerships with influencers can leverage their network and 
influence to reach a wider audience and increase brand visibility. Through collaborative 
marketing campaigns, companies can create content that is more interesting and relevant to 
consumers, which in turn increases engagement and conversions (Bakri, 2023). By 
continuously adopting the latest innovations and technologies, companies can not only improve 
their marketing effectiveness but also create added value for consumers. In an era where 
consumers have many choices, innovation in marketing is key to maintaining competitiveness 
and creating an exceptional experience for customers. Therefore, companies that are able to 
adapt and implement marketing innovations effectively will be better able to face existing 
challenges and capitalize on emerging opportunities in an ever-evolving market. 
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CONCLUSION 
The implementation of value chain strategy in marketing in the digital era is a crucial 

step for companies to remain relevant and competitive in a rapidly evolving market. This 
research shows that the strategy not only offers benefits, such as better operational efficiency 
and the ability to create added value for consumers, but also faces significant challenges. One 
of the main challenges that companies must face is the speed of adaptation to changes in 
consumer behavior that are increasingly experience-oriented. Companies that are successful in 
implementing a value chain strategy in the digital era must be able to utilize advanced 
technologies such as big data, artificial intelligence (AI), and predictive analytics to understand 
consumer trends and provide more targeted experiences. Despite challenges such as the need 
for adequate infrastructure, digital skills gaps and resistance to change, companies that are able 
to overcome these obstacles will find opportunities to compete better in the global market. The 
implications of implementing Value Chain Strategy in the digital era underscore the need for 
companies to make comprehensive strategic changes. Companies must invest resources in the 
development of modern and advanced technological infrastructure to support the digitization 
of the value chain. In addition, it is important to enhance the digital skills of the workforce 
through training and education programs, so that employees can adapt quickly to new 
technologies and increase productivity. Effective change management is also key to 
overcoming resistance to change in organizations, where clear communication and employee 
engagement can help facilitate this transition. In addition, with cybersecurity threats on the rise, 
companies need to strengthen data security systems to protect sensitive information and 
maintain consumer trust. 
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