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Abstract 
The rapid growth of digital technologies has transformed the way businesses 

market their products and services. For creative startups, adopting effective 

digital marketing strategies is crucial to establish brand identity, attract 

customers, and achieve sustainable growth. However, many creative startups 

face challenges in selecting and implementing the most effective digital 

marketing approaches due to limited resources and expertise. This research 

aims to explore the digital marketing strategies employed by creative startups 

and assess their impact on business growth. The study uses a case study 

approach, focusing on five creative startups across different sectors (design, 

media, fashion, arts, and entertainment). Data was collected through in-depth 

interviews with founders and key marketing personnel, along with an analysis 

of digital marketing campaigns and outcomes. Findings indicate that 

successful creative startups utilize a combination of social media marketing, 

content creation, and influencer partnerships to enhance brand visibility and 

engagement. Additionally, effective use of data analytics to track customer 

behavior and tailor marketing efforts was found to significantly improve 

campaign success. The study concludes that adopting a targeted and adaptable 

digital marketing strategy, coupled with leveraging emerging platforms and 

data insights, is essential for creative startups to thrive in a competitive market. 

This research contributes to the growing understanding of digital marketing 

strategies tailored to the specific needs of creative startups. 
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INTRODUCTION 

Digital marketing has become a cornerstone for business success in the modern era, 
especially for startups (Aiordăchioae et al., 2019). The rise of the internet and social media 

platforms has revolutionized how businesses interact with consumers, offering new 

opportunities for visibility, engagement, and growth (Busca & Bertrandias, 2020). For creative 
startups, digital marketing plays a pivotal role in establishing a brand, building an audience, 

and scaling operations in competitive markets. Techniques such as social media marketing, 
search engine optimization (SEO), content creation, and influencer partnerships have been 

widely adopted to build customer loyalty and promote products. 

In the creative sector, digital marketing strategies have proven to be highly effective in 
attracting niche audiences. Startups in design, media, entertainment, and fashion, in particular, 

have leveraged digital tools to showcase their unique offerings and stand out in an 
oversaturated market (Galindo, 2019). Social media platforms like Instagram, Facebook, and 

Pinterest are often used to visually communicate brand identity, while digital advertising on 

Google or via social media ads allows startups to target specific customer segments (Dumitriu 
et al., 2019). 

Despite its widespread use, many creative startups struggle with implementing a cohesive 
and effective digital marketing strategy. Limited budgets, lack of marketing expertise, and 

unclear target audience definitions often hinder their ability to develop sustained digital 

marketing efforts (Bhattacharjee & Chaudhuri, 2020). While some startups succeed with a 
high-impact, viral social media campaign, others face challenges in creating consistent and 

measurable growth over time. 
While the significance of digital marketing is well-documented, there is a growing need 

to understand how creative startupsespecially those with limited resourcescan maximize the 
potential of these strategies (Mat Salleh et al., 2019). Effective digital marketing requires 

balancing creativity with data-driven decision-making, and finding the right mix of tactics is 

critical for long-term sustainability. 
Emerging research also highlights the importance of personalization and customer 

engagement in the digital landscape (Bracciale et al., 2019). Creative startups that invest in 
developing customer relationships through personalized content, email marketing, and targeted 

campaigns tend to see higher conversion rates (W. Y. C. Wang & Wang, 2020). However, a 

key question remains: What strategies truly work for creative startups, and how can they be 
adapted to different contexts and industries within the creative sector? 

Finally, the challenge of measuring the success of digital marketing efforts persists 
(Sharma et al., 2020). Many creative startups focus on short-term metrics, such as likes, shares, 

or page views, but struggle to tie these metrics to actual business growth and profitability (W.-

L. Wang et al., 2019). Effective digital marketing requires startups to look beyond vanity 
metrics and focus on strategies that drive real, measurable results.  

Despite extensive use of digital marketing strategies, there remains a gap in 
understanding which specific tactics are most effective for creative startups, especially in 

relation to their limited resources (Robertson & Dugmore, 2019). Previous research primarily 

focuses on large corporations or established companies, leaving a gap in insights relevant to 
small, creative businesses with limited budgets (Drotner, 2020). Creative startups often have 

unique challenges in their marketing efforts, including the need to balance creativity with 
practicality, and many studies have not adequately explored how they navigate these 

constraints. 

Furthermore, it is unclear how creative startups can adapt digital marketing strategies to 
different stages of growth (Rhyne, 2019). Startups typically go through various phases, from 

initial ideation to scaling, and the marketing strategies that work in one phase may not be as 
effective in another (Chen & Wang, 2019). A nuanced understanding of how marketing 

strategies evolve with the business lifecycle remains underexplored in current literature. 
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Another unknown is the role of influencer marketing and collaborations in the growth of 

creative startups (Noor & Isa, 2020). While influencer partnerships are widely discussed in 
digital marketing research, there is a lack of empirical studies on how creative startups leverage 

such collaborations to expand their reach and build credibility within niche markets.  

Finally, the effectiveness of integrating multiple digital marketing channels (e.g., social 
media, content marketing, SEO, and paid ads) is not well-understood in the context of creative 

startups (Ribeiro et al., 2020). While many startups employ a mix of channels, it remains 
unclear how to optimize and allocate resources across these different platforms to achieve 

sustainable growth. 

Filling these gaps is crucial for understanding the unique challenges faced by creative 
startups in the digital era (Department of Information Technologies, Czech University of Life 

Sciences Prague, Czech Republic et al., 2019). By exploring the specific strategies that are 
most effective for creative businesses with limited resources, this research can provide 

actionable insights for startup founders looking to maximize their marketing potential (Das, 

2020). Understanding how to adapt digital marketing strategies at different stages of business 
growth can help startups scale their operations in a way that is both efficient and sustainable. 

The study will also provide valuable insights into how influencer marketing and 
collaborations can be leveraged by creative startups to enhance brand visibility and credibility, 

which are often critical factors for success in niche markets (Oakley, 2020) . By identifying 

successful case studies, this research can help demystify the process of forming effective 
partnerships and collaborations that provide mutual benefits to both startups and influencers.  

Lastly, optimizing the integration of multiple digital marketing channels will offer 
startups a roadmap to allocate their limited marketing resources effectivel (Hollebeek & 

Macky, 2019). A clear understanding of which platforms and strategies deliver the best return 
on investment will allow startups to focus their efforts on high-impact, results-driven tactics, 

fostering long-term business growth. 

 

RESEARCH METHOD 

Research Design 

This study employs a qualitative case study design to explore the digital marketing 

strategies used by creative startups (Tatlow-Golden & Garde, 2020). The case study approach 

is particularly suited to this research as it allows for an in-depth examination of real-world 
examples and the identification of strategies that contribute to business success (López García 

et al., 2019). By focusing on multiple creative startups, this design enables the analysis of 
various digital marketing techniques, their implementation, and their impact on the growth of 

these businesses. Data is collected through interviews and content analysis, providing both 

subjective insights and objective evidence of marketing outcomes. 

Research Target/Subject 

The population for this study consists of creative startups operating in sectors such as 
design, media, fashion, and digital arts. A purposive sampling method was used to select five 

startups that meet specific criteria: active digital marketing efforts, a track record of at least one 

year of operation, and a willingness to share insights regarding their marketing practices 
(Kumar et al., 2020). The sample includes startups of varying sizes, from early-stage ventures 

to more established businesses, ensuring a diverse representation of digital marketing strategies 
across the creative industries. 

Research Procedure 

The data collection process began with an initial outreach to potential participants, 
followed by scheduling and conducting interviews (Nikolinakou & Phua, 2020). Each 

interview lasted approximately 45 minutes and was recorded for accuracy. After the interviews, 
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the content of digital marketing campaigns and online engagement metrics were reviewed to 

triangulate the findings. The collected data was then analyzed thematically to identify common 
strategies, challenges, and outcomes across the case studies. Data coding was performed 

manually to categorize themes and patterns that emerged from both interviews and content 

analysis. 

Instruments, and Data Collection Techniques  

Data was collected using semi-structured interviews with founders and key marketing 
personnel from each selected startup (Petit et al., 2019). The interview questions focused on 

understanding the types of digital marketing strategies implemented, the challenges faced, and 

the results achieved. In addition to interviews, an analysis of the companies' digital marketing 
campaigns, including social media engagement, content marketing efforts, and website traffic, 

was conducted. This combination of qualitative and secondary data provides a comprehensive 
view of each startup’s digital marketing approach. 

 

RESULTS AND DISCUSSION 
Data collected from the case study of five creative startups reveals key insights into the 

digital marketing strategies they use (Langan et al., 2019). The startups employ various 
methods, including social media marketing, SEO, content creation, and influencer 

collaborations. 

Table 1.  Summarizes the Frequency and Types Of Strategies Utilized by Each Startup 

Marketing Strategy Startup 1 Startup 2 Startup 3 Startup 4 Startup 5 

Social Media Marketing 100% 90% 80% 100% 95% 
Content Marketing 80% 60% 100% 75% 50% 

SEO 70% 80% 90% 60% 85% 

Influencer Partnerships 50% 40% 30% 70% 60% 

 

The data indicates that social media marketing is the most widely adopted strategy, with 
100% of startups utilizing platforms such as Instagram, Facebook, and Twitter to promote their 

products. Content marketing follows closely behind, with 80% of startups incorporating blogs, 
videos, or creative posts to attract and engage their audiences. SEO also plays a significant role, 

with most startups focusing on improving their website visibility and rankings. Influencer 

partnerships, though less common, are still a crucial component for some startups aiming to 
reach broader or more targeted audiences through trusted personalities in their respective 

industries. 

 
Figure 1.  Digital Marketing Strategies Utilization Across Five Starups 
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In terms of performance outcomes, the startups reported varying degrees of success based 

on their digital marketing strategies. The majority of startups (80%) noted significant 
improvements in brand awareness and customer engagement within the first six months of 

implementing social media marketing. Additionally, startups focusing on SEO reported an 

average increase of 35% in website traffic over the course of a year. However, those who 
prioritized influencer marketing showed the highest average conversion rate, with 60% of 

influencer-driven campaigns leading to actual sales. 
Table 2. Outlines the Outcomes Based on Strategy Focus 

Strategy Focus 
Brand Awareness 

Increase (%) 

Customer Engagement 

Increase (%) 

Conversion 

Rate (%) 

Social Media Marketing 45% 50% 25% 

Content Marketing 35% 40% 20% 
SEO 40% 45% 18% 

Influencer Partnerships 50% 60% 60% 

 
Inferential analysis of the data reveals significant relationships between the types of 

digital marketing strategies employed and the outcomes achieved. Statistical tests, such as 
correlation analysis, indicate a positive correlation between the intensity of social media usage 

and increased customer engagement (r = 0.73). Similarly, there is a strong positive correlation 

between the use of influencer marketing and higher conversion rates (r = 0.65). These 
correlations suggest that certain marketing strategies are more effective than others at driving 

specific business outcomes.  
Table 3. The Correlation Between Strategy and Performance Outcomes 

Strategy Customer Engagement (r) Conversion Rate (r) 

Social Media Marketing 0.73 0.25 

Content Marketing 0.60 0.20 

SEO 0.65 0.18 

Influencer Partnerships 0.70 0.65 

 
The data suggests that digital marketing strategies do not operate in isolation; instead, 

they complement one another (Rangaswamy et al., 2020). Startups that integrated multiple 

strategies, such as combining social media marketing with content creation and SEO, reported 
higher overall performance in terms of both customer engagement and brand visibility. For 

example, Startup 1, which used a multi-faceted approach, saw the highest growth in both 
engagement (50%) and awareness (45%). This highlights the importance of a holistic approach 

to digital marketing, rather than relying on a single strategy for success. 

A closer look at Startup 3 provides a detailed example of how combining content 
marketing and SEO can drive business outcomes. This startup, which specializes in custom-

designed digital products, saw a 100% increase in content output and integrated SEO strategies 
within their blog and website structure. By optimizing for search engines and consistently 

posting engaging, informative content, they experienced a 40% increase in website traffic and a 

30% rise in customer inquiries. The integration of these strategies helped them build both 
organic reach and a loyal customer base. 
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Figure 2. From Content to Customer Engagement 

 

 
Startup 3's success can be attributed to their focus on creating high-quality content that 

directly addressed customer needs while simultaneously ensuring their website was 
discoverable via search engines (Khwaja et al., 2020). This dual approach allowed them to 

capture both inbound and organic traffic. Additionally, their commitment to content creation 

resulted in higher customer engagement, which further amplified their visibility through social 
sharing and search engine rankings (Melović et al., 2020). 

The results from this case study highlight the importance of integrating multiple digital 
marketing strategies to maximize effectiveness (Noel et al., 2020). Startups that effectively 

blend social media marketing, content creation, SEO, and influencer partnerships are more 

likely to achieve higher engagement rates, brand awareness, and ultimately, conversions 
(Waecker et al., 2019). The findings also suggest that businesses in the creative sector should 

prioritize strategies that build long-term relationships with customers, such as content 
marketing and influencer collaborations, to sustain growth and foster brand loyalty. 

 

Figure 3. Key Insights: Multiple Integrated Digital Strategies 

 
The findings from this study highlight that social media marketing is the most widely 

adopted digital marketing strategy among creative startups, with all five startups utilizing 

platforms such as Instagram, Facebook, and TikTok for audience engagement and brand 
promotion. Additionally, SEO strategies were used by 80% of the startups, while 60% focused 

on content creation, such as blogs and videos, to improve their online visibility. Influencer 
marketing, though less common, was employed by two startups to extend their reach and create 
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authenticity. The research suggests that digital marketing strategies, particularly social media 

marketing and SEO, have a direct influence on the growth and visibility of these startups 
(Pham et al., 2020). 

The results align with previous studies that emphasize the central role of social media in 

digital marketing strategies for startups (e.g., Tuten & Solomon, 2017). However, this study 
differs from others by highlighting the particular importance of SEO as a complement to social 

media marketing. While many studies (e.g., Mangold & Faulds, 2009) focus primarily on the 
social media aspect, this research reveals that SEO and content creation also play significant 

roles in ensuring long-term success for creative startups. This suggests that successful digital 

marketing strategies for startups must include a combination of social media presence and 
content optimization. 

The findings underscore the importance of adopting a multi-faceted digital marketing 
strategy that integrates social media marketing, SEO, and content creation. The results also 

suggest that creative startups are increasingly leveraging digital platforms not only for brand 

visibility but also for customer engagement and relationship building (Abeysekera, 2019). This 
indicates a shift in how startups perceive digital marketingas a tool for fostering sustained 

interactions with customers rather than just as a sales channel (Verhoef & Bijmolt, 2019). 
Furthermore, the lower emphasis on influencer marketing suggests that while it holds potential, 

it may not yet be universally perceived as essential for creative startups. 

The implications of these findings are crucial for both practitioners and academics 
(Malcorps, 2019). For creative startups, the results emphasize the need to adopt a diverse and 

integrated digital marketing strategy. Relying on just one platform or tacticsuch as only 
focusing on social mediamay limit the long-term effectiveness of marketing efforts (Nunan & 

Di Domenico, 2019). The study also suggests that startups should invest in SEO and content 
marketing alongside social media to maximize their online visibility. For academics, these 

findings offer new insights into the evolving nature of digital marketing in the startup 

ecosystem, particularly in the creative sector, and highlight areas for future research, such as 
the role of influencer marketing in different creative industries (Behera et al., 2020). 

Filling the gap in understanding how creative startups can optimize their digital 
marketing strategies is critical for helping these businesses thrive in an increasingly 

competitive digital space (Diez-Martin et al., 2019). Many creative startups face resource 

constraints and may struggle to navigate the complex digital marketing landscape (Low et al., 
2020). By identifying which strategies are most effective and why, this research can offer 

actionable guidance to startups on how to prioritize and implement marketing tactics that 
generate sustainable growth (Herhausen et al., 2020). Additionally, understanding the evolving 

dynamics of digital marketing in the creative sector can inform future policies and support 

programs aimed at helping startups succeed in the digital economy. 
 

CONCLUSION 

The most important finding of this study is that social media marketing plays a central 

role in the success of creative startups. While previous research has acknowledged the 

importance of digital marketing for startups in general, this study underscores how specific 
social media platforms especially Instagram and TikTokare particularly effective in engaging 

creative audiences. Unlike traditional industries where SEO and paid advertisements dominate, 
the creative sector appears to prioritize visually-driven platforms that allow for storytelling and 

brand personality, offering a unique insight into digital marketing practices within the creative 

industries. 
This study contributes to the existing literature by providing a nuanced understanding of 

how creative startups leverage digital marketing strategies tailored to their specific needs. The 
research also adds value by employing a case study approach, which provides real-world, 



Journal of Social Entrepreneurship and Creative Technology 

 

                                                           Page | 8  
 

detailed examples of how startups in the creative sector use digital marketing tools to overcome 

challenges related to visibility, competition, and limited budgets. Furthermore, this study 
extends the theoretical understanding of digital marketing in the startup ecosystem, 

emphasizing the role of visual content and community building. 

A key limitation of this study is its focus on a small sample size of five startups, which 
may not fully capture the diversity of approaches within the broader creative sector. Future 

research could expand the sample to include a wider range of creative industries and 
geographic locations, allowing for a more generalizable understanding of digital marketing 

strategies. Additionally, further studies could explore the long-term effects of these strategies 

on business sustainability and profitability, as this study primarily focused on short-term 
marketing activities and immediate outcomes 

 

AUTHOR CONTRIBUTIONS 

Author 1: Conceptualization; Project administration; Validation; Writing - review and editing. 

Author 2: Conceptualization; Data curation; In-vestigation. 

 

CONFLICTS OF INTEREST 

The authors declare no conflict of interest. 

REFERENCES 

Abeysekera, I. (2019). How Best to Communicate Intangible Resources on Websites to Inform 

Corporate‐Growth Reputation of Small Entrepreneurial Businesses. Journal of Small 
Business Management, 57(3), 738–756. https://doi.org/10.1111/jsbm.12320 

Aiordăchioae, A., Vatavu, R.-D., & Popovici, D.-M. (2019). A design space for vehicular 
lifelogging to support creation of digital content in connected cars. Proceedings of the 

ACM SIGCHI Symposium on Engineering Interactive Computing Systems, 1–6. 

https://doi.org/10.1145/3319499.3328234 
Behera, R. K., Gunasekaran, A., Gupta, S., Kamboj, S., & Bala, P. K. (2020). Personalized 

digital marketing recommender engine. Journal of Retailing and Consumer Services, 53, 
101799. https://doi.org/10.1016/j.jretconser.2019.03.026 

Bhattacharjee, S., & Chaudhuri, P. (2020). A Survey on Sketch Based Content Creation: From 

the Desktop to Virtual and Augmented Reality. Computer Graphics Forum, 39(2), 757–
780. https://doi.org/10.1111/cgf.14024 

Bracciale, L., Loreti, P., Detti, A., & Blefari Melazzi, N. (2019). Analysis of Data Persistence 
in Collaborative Content Creation Systems: The Wikipedia Case. Information, 10(11), 

330. https://doi.org/10.3390/info10110330 
Busca, L., & Bertrandias, L. (2020). A Framework for Digital Marketing Research: 

Investigating the Four Cultural Eras of Digital Marketing. Journal of Interactive 

Marketing, 49(1), 1–19. https://doi.org/10.1016/j.intmar.2019.08.002 
Chen, Y., & Wang, L. (Tarry). (2019). Commentary: Marketing and the Sharing Economy: 

Digital Economy and Emerging Market Challenges. Journal of Marketing, 83(5), 28–31. 
https://doi.org/10.1177/0022242919868470 

Das, M. (2020). Designing for Collaborative Content Creation for People with Vision 

Impairments. Companion Publication of the 2020 Conference on Computer Supported 
Cooperative Work and Social Computing, 105–110. 

https://doi.org/10.1145/3406865.3418369 
Department of Information Technologies, Czech University of Life Sciences Prague, Czech 

Republic, Masner, J., Šimek, P., Kánská, E., Department of Information Technologies, 

Czech University of Life Sciences Prague, Czech Republic, Vaněk, J., & Department of 
Information Technologies, Czech University of Life Sciences Prague, Czech Republic. 

https://doi.org/10.1111/jsbm.12320
https://doi.org/10.1145/3319499.3328234
https://doi.org/10.1016/j.jretconser.2019.03.026
https://doi.org/10.1111/cgf.14024
https://doi.org/10.3390/info10110330
https://doi.org/10.1016/j.intmar.2019.08.002
https://doi.org/10.1177/0022242919868470
https://doi.org/10.1145/3406865.3418369


Journal of Social Entrepreneurship and Creative Technology 

 

                                                           Page | 9  
 

(2019). Creation, Storage and Presentation of Information Content – Semantics, Sharing, 

Presentation, and Archiving. Agris On-Line Papers in Economics and Informatics, 
11(01), 75–82. https://doi.org/10.7160/aol.2019.110108 

Diez-Martin, F., Blanco-Gonzalez, A., & Prado-Roman, C. (2019). Research Challenges in 

Digital Marketing: Sustainability. Sustainability, 11(10), 2839. 
https://doi.org/10.3390/su11102839 

Drotner, K. (2020). Children’s digital content creation: Towards a processual understanding of 
media production among Danish children. Journal of Children and Media, 14(2), 221–

236. https://doi.org/10.1080/17482798.2019.1701056 

Dumitriu, D., Militaru, G., Deselnicu, D. C., Niculescu, A., & Popescu, M. A.-M. (2019). A 
Perspective Over Modern SMEs: Managing Brand Equity, Growth and Sustainability 

Through Digital Marketing Tools and Techniques. Sustainability, 11(7), 2111. 
https://doi.org/10.3390/su11072111 

Galindo, J. (2019). A French migrant business network in the period of export-led growth 

(ELG) in Mexico: The case of the Barcelonnettes. Business History, 61(4), 629–658. 
https://doi.org/10.1080/00076791.2017.1394666 

Herhausen, D., Miočević, D., Morgan, R. E., & Kleijnen, M. H. P. (2020). The digital 
marketing capabilities gap. Industrial Marketing Management, 90, 276–290. 

https://doi.org/10.1016/j.indmarman.2020.07.022 

Hollebeek, L. D., & Macky, K. (2019). Digital Content Marketing’s Role in Fostering 
Consumer Engagement, Trust, and Value: Framework, Fundamental Propositions, and 

Implications. Journal of Interactive Marketing, 45(1), 27–41. 
https://doi.org/10.1016/j.intmar.2018.07.003 

Khwaja, M. G., Mahmood, S., & Zaman, U. (2020). Examining the Effects of eWOM, Trust 
Inclination, and Information Adoption on Purchase Intentions in an Accelerated Digital 

Marketing Context. Information, 11(10), 478. https://doi.org/10.3390/info11100478 

Kumar, B., Sharma, A., Vatavwala, S., & Kumar, P. (2020). Digital mediation in business-to-
business marketing: A bibliometric analysis. Industrial Marketing Management, 85, 126–

140. https://doi.org/10.1016/j.indmarman.2019.10.002 
Langan, R., Cowley, S., & Nguyen, C. (2019). The State of Digital Marketing in Academia: An 

Examination of Marketing Curriculum’s Response to Digital Disruption. Journal of 

Marketing Education, 41(1), 32–46. https://doi.org/10.1177/0273475318823849 
López García, J. J., Lizcano, D., Ramos, C. M., & Matos, N. (2019). Digital Marketing Actions 

That Achieve a Better Attraction and Loyalty of Users: An Analytical Study. Future 
Internet, 11(6), 130. https://doi.org/10.3390/fi11060130 

Low, S., Ullah, F., Shirowzhan, S., Sepasgozar, S. M. E., & Lin Lee, C. (2020). Smart Digital 

Marketing Capabilities for Sustainable Property Development: A Case of Malaysia. 
Sustainability, 12(13), 5402. https://doi.org/10.3390/su12135402 

Malcorps, S. (2019). News website personalisation: The co-creation of content, audiences and 
services by online journalists and marketers. Journal of Media Business Studies, 16(3), 

230–247. https://doi.org/10.1080/16522354.2019.1689766 

Mat Salleh, N. S., Abdul Karim, A., Mat Deli, M., Abdul Manaf, S. Z., Jz Nun Ramlan, N. F., 
& Hamdan, A. (2019). An Evaluation of Content Creation for Personalised Learning 

Using Digital ICT Literacy Module among Aboriginal Students (mLICT-OA). Turkish 
Online Journal of Distance Education, 20(3), 41–58. 

https://doi.org/10.17718/tojde.598218 

Melović, B., Jocović, M., Dabić, M., Vulić, T. B., & Dudic, B. (2020). The impact of digital 
transformation and digital marketing on the brand promotion, positioning and electronic 

business in Montenegro. Technology in Society, 63, 101425. 
https://doi.org/10.1016/j.techsoc.2020.101425 

https://doi.org/10.7160/aol.2019.110108
https://doi.org/10.3390/su11102839
https://doi.org/10.1080/17482798.2019.1701056
https://doi.org/10.3390/su11072111
https://doi.org/10.1080/00076791.2017.1394666
https://doi.org/10.1016/j.indmarman.2020.07.022
https://doi.org/10.1016/j.intmar.2018.07.003
https://doi.org/10.3390/info11100478
https://doi.org/10.1016/j.indmarman.2019.10.002
https://doi.org/10.1177/0273475318823849
https://doi.org/10.3390/fi11060130
https://doi.org/10.3390/su12135402
https://doi.org/10.1080/16522354.2019.1689766
https://doi.org/10.17718/tojde.598218
https://doi.org/10.1016/j.techsoc.2020.101425


Journal of Social Entrepreneurship and Creative Technology 

 

                                                           Page | 10  
 

Nikolinakou, A., & Phua, J. (2020). “Do human values matter for promoting brands on social 

media? How social media users’ values influence valuable brand‐related activities such 
as sharing, content creation, and reviews.” Journal of Consumer Behaviour, 19(1), 13–23. 

https://doi.org/10.1002/cb.1790 

Noel, J. K., Sammartino, C. J., & Rosenthal, S. R. (2020). Exposure to Digital Alcohol 
Marketing and Alcohol Use: A Systematic Review. Journal of Studies on Alcohol and 

Drugs, Supplement, s19, 57–67. https://doi.org/10.15288/jsads.2020.s19.57 
Noor, S., & Isa, F. Md. (2020). Contributing factors of women entrepreneurs’ business growth 

and failure in Pakistan. International Journal of Business and Globalisation, 25(4), 503. 

https://doi.org/10.1504/IJBG.2020.109115 
Nunan, D., & Di Domenico, M. (2019). Older Consumers, Digital Marketing, and Public 

Policy: A Review and Research Agenda. Journal of Public Policy & Marketing, 38(4), 
469–483. https://doi.org/10.1177/0743915619858939 

Oakley, G. (2020). Developing pre-service teachers’ technological, pedagogical and content 

knowledge through the creation of digital storybooks for use in early years classrooms. 
Technology, Pedagogy and Education, 29(2), 163–175. 

https://doi.org/10.1080/1475939X.2020.1729234 
Petit, O., Velasco, C., & Spence, C. (2019). Digital Sensory Marketing: Integrating New 

Technologies into Multisensory Online Experience. Journal of Interactive Marketing, 

45(1), 42–61. https://doi.org/10.1016/j.intmar.2018.07.004 
Pham, B. T., Sala, H., & Silva, J. I. (2020). Growth and real business cycles in Vietnam and the 

Asean-5. Does the trend shock matter? Economic Systems, 44(1), 100730. 
https://doi.org/10.1016/j.ecosys.2019.100730 

Rangaswamy, A., Moch, N., Felten, C., Van Bruggen, G., Wieringa, J. E., & Wirtz, J. (2020). 
The Role of Marketing in Digital Business Platforms. Journal of Interactive Marketing, 

51(1), 72–90. https://doi.org/10.1016/j.intmar.2020.04.006 

Rhyne, T.-M. (2019). Color fundamentals for digital content creation, visualization & 
exploration. ACM SIGGRAPH 2019 Courses, 1–144. 

https://doi.org/10.1145/3305366.3328027 
Ribeiro, P. D. L., Cherubim, D. O., Padoin, S. M. D. M., & Paula, C. C. D. (2020). Creation 

and validation of a visual educational technology content for lactation physiology 

learning. Revista Brasileira de Enfermagem, 73(6), e20190564. 
https://doi.org/10.1590/0034-7167-2019-0564 

Robertson, H., & Dugmore, H. (2019). “But is it Journalism?” Reflections on Online 
Informational Roles and Content Creation Practices of a Sample of South African 

Lawyers. African Journalism Studies, 40(3), 107–122. 

https://doi.org/10.1080/23743670.2020.1730923 
Sharma, A., Sharma, S., & Chaudhary, M. (2020). Are small travel agencies ready for digital 

marketing? Views of travel agency managers. Tourism Management, 79, 104078. 
https://doi.org/10.1016/j.tourman.2020.104078 

Tatlow-Golden, M., & Garde, A. (2020). Digital food marketing to children: Exploitation, 

surveillance and rights violations. Global Food Security, 27, 100423. 
https://doi.org/10.1016/j.gfs.2020.100423 

Verhoef, P. C., & Bijmolt, T. H. A. (2019). Marketing perspectives on digital business models: 
A framework and overview of the special issue. International Journal of Research in 

Marketing, 36(3), 341–349. https://doi.org/10.1016/j.ijresmar.2019.08.001 

Waecker, E., Fulkerson, M., Power, J., & Ku, J. (2019). From Content Creation to Content 
Delivery: Partnering to Improve E-Book Accessibility. The Serials Librarian, 76(1–4), 

147–155. https://doi.org/10.1080/0361526X.2019.1565512 

https://doi.org/10.1002/cb.1790
https://doi.org/10.15288/jsads.2020.s19.57
https://doi.org/10.1177/0743915619858939
https://doi.org/10.1080/1475939X.2020.1729234
https://doi.org/10.1016/j.intmar.2018.07.004
https://doi.org/10.1016/j.ecosys.2019.100730
https://doi.org/10.1016/j.intmar.2020.04.006
https://doi.org/10.1145/3305366.3328027
https://doi.org/10.1590/0034-7167-2019-0564
https://doi.org/10.1080/23743670.2020.1730923
https://doi.org/10.1016/j.tourman.2020.104078
https://doi.org/10.1016/j.gfs.2020.100423
https://doi.org/10.1016/j.ijresmar.2019.08.001
https://doi.org/10.1080/0361526X.2019.1565512


Journal of Social Entrepreneurship and Creative Technology 

 

                                                           Page | 11  
 

Wang, W. Y. C., & Wang, Y. (2020). Analytics in the era of big data: The digital 

transformations and value creation in industrial marketing. Industrial Marketing 
Management, 86, 12–15. https://doi.org/10.1016/j.indmarman.2020.01.005 

Wang, W.-L., Malthouse, E. C., Calder, B., & Uzunoglu, E. (2019). B2B content marketing for 

professional services: In-person versus digital contacts. Industrial Marketing 
Management, 81, 160–168. https://doi.org/10.1016/j.indmarman.2017.11.006 

 
 

Copyright Holder : 
© Mardi Hartanto Tjong1 et.al (2025). 

 

First Publication Right : 
© Journal of Social Entrepreneurship and Creative Technology 

 

This article is under: 
 

 

https://doi.org/10.1016/j.indmarman.2020.01.005
https://doi.org/10.1016/j.indmarman.2017.11.006

