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Abstract

Digital transformation has become a primary driver reshaping competitive structures
and the formulation of marketing strategies in contemporary organizations. This article aims to
examine the underlying concepts, impacts, and strategic adaptation approaches from a
marketing perspective.

The analysis indicates that digital transformation is not merely the application of
technology to marketing activities; rather, it represents a structural shift that influences
consumer behavior, data management practices, and the creation of personalized customer
experiences. To respond effectively to these changes, organizations must develop dynamic
capabilities to overcome the condition of digital deadlock, particularly among small and
medium-sized enterprises (SMEs). This article proposes a framework for organizational
adaptation across five key dimensions: 1) marketing strategies, 2) organizational structure, 3)
human resources, 4) organizational culture, and 5) technology. Successful adaptation
depends on the organization’s level of digital readiness and the integration of digital
innovation with human-centered values. Furthermore, this article contributes to the literature
by integrating the concept of dynamic capabilities with digital marketing mechanisms to
explain the process-based relationship between organizational transformation and marketing

outcomes in a systematic manner. To explain this relationship, it extends existing frameworks
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that have typically examined digital transformation separately from the marketing domain.
Moreover, the article proposes an integrated five-dimensional framework. This can serve as a
foundation for future empirical research, particularly in assessing digital readiness and
examining the adaptive strategies of SMEs in developing countries, where resource constraints
differ from those of large organizations. As such, the study advances both theoretical
understanding and practical application, offering strategic insights for achieving sustainable
competitive advantage.
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Ysunnieuan (External Context)
® .AS¥gNIFIA (Digital Economy)

e muldsuntasnduindeusiumalulad (Technology Driven Change)

\4

nsiUAgustugndna (Digital Transformation)

\7

nalnn1sasunUasiIun1snaInvYe9eIAns

(Organizational Marketing Transformation Mechanisms)

ﬂ’]iL‘U?ﬁIUuLLUadwqaﬂﬁuQ’Uﬁnﬂ (Transformation of Consumer Behavior)
o nsmamiiduideusnedoya (Data Driven Marketing)

®  aIneAIvia (Digital Channels)

e  UszaunisaignAn (Customer Experience)

e szuUNMInaInsnlulf (Marketing Automation)

FupdeulngAnuainsadna Tnvesenns (Ene&ated through Organizational Dynamic Capabilities)

NAANSN19N1IAaIn (Marketing Outcomes)
° msa%’wqmﬁﬂﬁgﬂﬁﬁ (Customer Value Creation)
o  UszAnSNan19N1Imann (Marketing Performance)

o  anulaUSauNenIsuLsdu (Competitive Advantage)

\/

uInnssuluAagsia (Business Model Innovation)

AWl 1 HansEnUvInsAsusnugRdviaienisnainvesesns
#31: Lemon and Verhoef (2016); Teece et al. (2016); Bukht and Heeks (2019); Kannan and Li
(2017); Teece (2018); Vial (2019); Verhoef et al. (2021)
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