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Abstract

The emergence of digital technology has affected business landscape including
the collapse of the print media, the decline of radio and television media, the delinked
of retail business, the growth of e-commerce business, the growth of streaming business
and the spreading of Covid 19. Those have affected the marketing landscape the way
that marketing tool that marketers used to deliver the brand value to the consumers

cannot be the same. The change in consumer behavior, marketing trend, marketing
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mix, definition of marketing. Strategies have change marketing landscape. The digital
technology has created new tools and concepts for marketing, such as Viog, Mobile

marketing, Search engine marketing, Omni channel and Big data analytics in marketing.

Keywords: Digital technology, Marketing perspectives, Affected
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