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Abstract 
Online marketing strategies is one of the powerful tools that used by the organization in 
promoting the products and services through the internet. Online marketing was includes social 
media marketing, email marketing and websites marketing. Online marketing strategies were 
created the benefits for the business society that have been noticed from some studies. The 
issue is whether the online marketing strategies are important for the growth of organization in 
business society or otherwise. This paper proposes a framework to identify the benefits of 
online technology marketing strategies. In order to achieve this aim, the proposed framework 
are identified the aspect that reinforce online technology marketing are beneficial to the 
organization.  
Keywords: benefits, online marketing, online technology, marketing tools, customer’s 
engagement, skillsets, cost. 
 

1. Introduction 
Internet online marketing has generally defined as the use of internet technology 

in achieving marketing objectives (Roberts and Zahay, 2012; Strauss and Frost, 2014; 
Shaltoni, 2017), it is most interesting that some of the expertise believed that the 
faster’s way to growth the company in the 21st century is through the internet platform 
especially the social media as an effective marketing strategies (Edosomwan et al, 
2011; Flaningen & Obermier, 2017). The internet marketing tools are function with the 
availability of internet access moreover the internet and technology are needed to link 
each other’s in completing its operation because the technology can’t be fully function 
for marketing strategies without connected to the internet. In addition, with the use of 
technology and access to the internet, the sales and marketing organization can 
completing their task in promoting their product through the internet marketing 
strategies (Nosrati et al, 2013). The internet has the biggest potential to enhance small 
medium enterprise marketing in a variety of areas including adjustment of customer 
online relationship, accessing to new target market, business collaboration, product 
engagement with customers and improving company internal efficiency (Ansari & Mela, 
2003; Barnes et al., 2012; Harrigan et al., 2010; Harris & Rae, 2009; Alford & Page, 
2015). In other hand, the increase of users using the internet platform was effected the 
people behavior where the internet technology medium has dramatically transformed 
the marketing world and makes internet marketing especially social media marketing as 
an most effectives channel in marketing and promoting the product and services for 
public and private sectors (Belch & Belch, 2014; Assimakopoulos et al., 2017). Social 
networking site was providing the digital infrastructures where allowing users to express 
their beliefs of interest, point of view and also connecting with other people who also 
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have the same interest, for these interaction can be considered as the digital platform 
that are been used to facilitate this social interaction as multi sided platform where this 
be used to replace the traditional marketing strategies in making a face to face direct 
selling to the online marketing method (Yablonski, 2016; Costas Assimakopoulos et al., 
2017). In this paper are discussed about the benefits of online marketing strategies in 
the business society in improving the market strategies. 

The aim of this study is to identify the benefits of online technology marketing 
strategies in the business society. In order to achieve this objective, this research 
proposes framework to determine the benefits of online marketing technology marketing 
strategies. 

The remainder of this paper is organized as follows. Section 2 is literature review. 
Analyze of review in section 3 and proposed framework is in section 3. Final section 
contains some concluding points. 
 
2. Literature Review  

This research is expected to identify the benefits of online technology marketing 
strategies. The different variables had been carried out were discussed in different 
views. For the benefits of online technology marketing strategies, it is focuses on four 
sections of different independent variables; as an essential marketing tool, online 
customer’s engagement, improving technology skillsets and lastly, cost benefits.  
 
2.1 As a Marketing Tool  
 Most of the entrepreneur saw this online marketing platform as a chance in order 
to introduce their products and services because the online market is too widespread 
and all of the post can fast widely spread with the power of viral (Assimakopoulos et al., 
2017; Shaltoni, 2017). The small business especially have to see the websites as the 
powerful benefits to them as a marketing strategy, they need to viewed the internet 
marketing as the important marketing tools that provide access to new target of 
customers, help in build the stronger engagement with existing customers, access to 
the world markets and also can change the customers perceptions about the existing 
products or services (Martin & Matlay, 2003; Alford & Page, 2015). Besides, there is a 
relationship between a strong marketing orientation and business performance where 
the business marketing orientation scale are helping in tracing the qualities of the 
market development including the feedback and customers information, the target 
market, identifying the customers need and behavior as well as helping in retrieving the 
competitor existence so that the organization can improve their strategies of marketing 
and overcome their weaknesses. Internet marketing can also be used as a data analytic 
tool and digital marketing analytic because the business organization can collect data 
about the latest market targeting, suitable promotional method, customer feedback and 
others where it can enable them to set a new goals and improving their products and 
service (Coviello, Milley, & Marcolin, 2001; Pena, Jamilena, & Molina, 2011; Simmons 
et al., 2011 And Alford & Page, 2015). In defending the online marketing strategy 
especially the use of social networking site are the beneficial platform for the users, 
Costas Assimakopoulos et al., (2017) was mentioned that social networking site and 
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social media was giving the advantages to the business organization because the 
people are mainly used the social media as a medium for interaction in almost 24/7 and  
was reveals that the social media have a huge potential to introduce the new existing 
product effectively by using the power of viral concept. Furthermore, based on Khan 
(2013) And Fleningen & Obermier, (2017) although the benefits of interactive 
communication that have offered by using the social networking site platform, it also 
makes social networking site and social media marketing is one of the richest mediums 
that suitable to the online marketer in promoting their product through the internet.   
  
2.2 Online Customer Engagement 

Based on Internet World Stats (2014), reveals that the world population of the 
users are using the internet platform up to 2012 was exceeds 2.41 billion and it is 
increasingly from time to times. One of the online marketing technologies is by using the 
digital marketing data analytics tool where allowing the business owner generates the 
data information in business society and enable them to set a new goals and targeting 
for their marketing strategies (Fischer & Reuber, 2011). One of the ways in collecting 
the data is by using the customer feedback and comments where through the internet 
especially via social media are enable the organization more alert about the 
opportunities for improving their service offer and creates the customer bonding by 
identifying new customer segments to target, including goals to achieve that target and 
also the objectives to measure those goals (Alford & John Page, 2015). To build the 
engagement with the online customer is by built the customer trust because they reveal 
that the trust is an important key of customer attitude toward the online shopping 
(Hassanein & Head, 2007; Lin, 2011; Al-Debei, Akroush & Ashouri, 2014). In addition, 
the companies that success in building the high levels of trust in an e-commerce 
website may generates more potential customer (Gefen & Straub, 2003) and the more 
online retailer enjoying producing a high quality of online shop and websites, the more 
trust of customer will point to purchasing the product from that online seller shops 
(McKnight et al., 2002; Wen, 2009; Al-Maghrabi et al., 2011 And Al-Debei, Akroush & 
Ashouri, 2014). However, Zhou (2011) And Al-Debei, Akroush & Ashouri, (2014) has 
point out that the customer attitudes toward online shopping are greatly affected by the 
powerful design and function of the online seller website because the most attractive 
and high quality of websites was encourage the high level of customer trustworthiness 
to online seller (Hsiao et al, 2011). Moreover, most of the customers are attend to give 
positive reviews and comments about the online seller and its products if their online 
shop appearances are high of quality and attractive with the information about the 
product are completely stated (Al-Maghrabi et al, 2011).    
 
2.3 Improving Online Technology Skillsets 

In order to overcome the lack of technology skills among the manpower of the 
organization through the online marketing strategies regarding the use of  social media 
and other internet technology to collect and analyzing the customers data as well as 
built the customer relationship through the marketing strategies and also to make a 
research for market analysis  (Malthouse et al, 2013) , the organization need to change 
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the culture of its work by improving their manpower skill in adapting with the use of 
technology so that all of them have a latest technology skillsets including data analysis 
skill, interpretation, and business marketing intelligence (Alford & Page, 2015). 
According to Abuhamad & Shaltoni, (2013) were arguing that the organization needs to 
use the latest technologies in improving their organization operation so that their 
organization will adapt with the latest technology as well as success in online marketing 
technology. To pretend the point that online technology marketing is important to be 
adapt and improved in manpower skillsets to avoid them out of technology skill in 
competitive advantage for online business, Ahmad et al, (2015); Al-Qirim, (2007), 
Wymer & Regan, (2005) And Shaltoni, (2017) was mention that the business 
organization need to keep updated with the advancement of technology to make sure 
that they can compete with others business organization in marketing their product 
through online so that the organization can walk along with the advancement of 
marketing technology. In order of using the technology as a digital channels of 
communication, the company are attend to having the good quality staff with adapting of 
technology because the staff can learned the new skill of using the online marketing 
technology, the beneficial of online marketing which increase the technology skillsets 
includes the  customer data analytic, market analysis, and also gain the better 
understanding of potential customer behavior for developing effective online marketing 
strategies (Flaningen & Obermier, 2017). Moreover, in supporting the benefits of online 
marketing can improving the new skillsets, Samangka et al, (2015) And  Shaltoni, 
(2017) was mention that the internet is considered as innovation of online marketing 
and has been use by the marketer and decision maker in innovative platform to 
increase their investment and develop industrial markets through the social media 
online marketing. 

 
2.4 Reduce Marketing Cost 

Social media has become the effective platform that functions to connect with 
other people as long as have an internet access. By using the social media can 
increase communication for organization in introducing brand awareness and improved 
customer services. By using the social media as an online marketing platform can 
reduce the marketing cost because the social media serves as a relatively inexpensive 
platform for the organization to implement their marketing campaign. One of the 
examples of social online marketing is by using the Email marketing strategy because it 
is the cheaper and faster compared with traditional mail where need the high cost for 
producing the artwork, painting, addressing and mailing (Nosrati et al., 2013). The social 
media marketing is the richest platform that available for the marketers in order to 
introduce new products and as a marketing purpose because the social media platform 
have the effective power of viral and most of the people are using the social media as a 
medium of interaction for almost every day in a week (Khan, 2013; Assimakopoulos et 
al., 2017).  In other side, the customers of the online shopping also can gain the 
benefits by using the online marketing strategies where from the customers side, they 
can save money, efforts and time when they make a product purchasing through the 
online market. By using the online platform customers can compare the price of the 
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product and no need to go directly to the shops. Moreover, the online seller, can save 
the cost of marketing because they can reduce their cost in printing and also 
advertisement through television where acquired them to pay a lot of money (Al-Debei, 
Akroush & Ashouri, 2014)  
 
3. Analyze Review 

Table 1 show the gap from the previous study. In this table it show that most of 
the previous study focus on cost benefits where 6 studies was point out that cost 
benefits are effected of reducing the cost for products marketing compared to traditional 
marketing and also allowed customer in saving their cost with comparing the product 
price when shopping through online market. However there are still limited studies 
focused on essential marketing tools where there are different opinions about the online 
marketing is important platform for the marketing tools, some studies was argued online 
marketing is not necessarily the important marketing tool to growth the business.  
 

Table 1: Analysis of review 

No   
Author  

Essential 
marketing 
tools 

Online 
customer 
engagement  

Improving 
online 
technology 
skillsets  

Cost 
benefits 

1 Alford and Page 
(2015) 

 
  

 
  

 
  

 
 

 
2 

Assimakopoulos, et 
al. (2017) 

 
  

 
  

 
  

 
  

 
3 

Flanigan and  
Obermier (2017) 

 
 

  
  

 
  

4 Al-Debei, Akroush 
and Ashouri (2015) 

 
  

 
  

  
  

5 Masoud Nosrati,  
et al. (2013) 

    
  

6 Shaltoni (2017)       

7 Hartemo (2016)       

8 Hanninen & 
Karjaluoto (2017) 

     

9 Baena (2016)      

10 Haddud et al. (2017)      

 
4. Research Framework 

The figure 1 shows purpose framework to guide the research with benefits of 
online marketing strategies which are as essential marketing tools, online customer’s 
engagement, improving new skillsets and lastly is reduce marketing cost. In this study, 
were identified four different independent variable and it was defines based on previous 
discussion in Section 2.1 essential marketing tools, section 2.2 online customers 
engagement, section 2.3 improving new skillsets and section 2.4 reduce marketing cost. 
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These independence variables are important due to implement the online marketing 
strategies in business sector.  
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1: Proposed of Framework 
 
5. Conclusions 

In a nutshell, it can be concluded that the most of the studies was focusing and 
discussed about 4 main point that becomes the benefits of online marketing strategies 
which is the online marketing as an essential marketing tools, building the online 
customers engagement, improving the online technology skillsets for the manpower and 
also are giving the cost benefits to the both side online seller and shopper.  Through the 
point online marketing strategy as an essential marketing tool discussed that the online 
marketing as an current platform that was used by most of the business organization in 
marketing their products because the internet is the powerful tools to spread the 
availability of the internet by using the power of viral, moreover the marketer can simply 
target their market segment and used the online strategies to achieved their market 
segment because with the greatest users of social media they can define the targeted 
customers by focusing on the suitability of the product. Besides, in building the online 
customers engagement, the studies was mentioned that the customers trust is very 
important to encourage potential customers for buying the products and from that point, 
the studies was reveals that the qualities and appealing of the websites or online shop 
will attract customers attention and building customers trust. Another than that, the 
studies also stressed out with the using of online technology marketing, the business 
organization can improved the technology skillsets of manpower where they can 
specialist in using data analytic tool, online market analysis tool and mores. Lastly, the 
cost benefits was discussed in this studies where by using the online technology 
marketing can reduce the cost of  marketing because the marketer no need to spend 
the money for printing and television advertisement because the social media have a 
power of viral.      
 

Online Marketing 
Strategies 

Benefits 

Online Customers 
Engagement 

As an Marketing Tools 

Improving Online         
Technology Skillsets 

Reduce Marketing Cost 
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