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 The development of information technology that is growing very rapidly has an 
effect on the community in supporting various business activities, both large and 
small so that they can be known globally. The marketing trend is switching from 
conventional (offline) to digital (online). The concept of digital marketing for 
business actors1 is to be able to market their products from anywhere and 
anytime via the internet. The focus of the problem raised is the application of 
digital marketing. This study uses a type of qualitative research that is useful for 
providing facts and data regarding the application of digital marketing. Then data 
collection techniques using interview techniques. From the results of the study, 
it was found that PT Fratama Kencana Gemilang felt the benefits of digital 
marketing such as more affordable promotional costs, being able to reach wider 
consumers, more complete information content and more accurate data. 
However, the most felt benefit by carrying out promotional activities using digital 
marketing is that it can reach wider consumers throughout Indonesia. 
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1. INTRODUCTION 
 The development of internet technology is a marker for the entry of the industrial revolution era 4.0. 
With the internet, everyone is able to access information quickly and easily without any space and time 
limits. The internet is also not only used as a tool to obtain the latest information and interact with other 
people virtually. However, it is also used as a place to buy the desired item without having to buy it directly 
through the store. The convenience offered through the internet is what ultimately results in the increasing 
number of internet users. (Tarbiyah et al., 2021) 

Digital marketing is a concept that represents technology as a digital media channel both to promote 
products or services and also with the aim of building a digital brand (Minculete & Olar, 2018). Meanwhile, 
digital marketing according to Coviello, Milley, and Marcolin is the use of the internet and the use of other 
interactive technologies to create and connect dialogues between companies and identified consumers 
(Nurina et al., 2020). Meanwhile, according to Urban (2004), digital marketing is a marketing activity that 
uses the internet and technology to expand and improve traditional marketing functions. (Maharani et al., 
2021) 

The use of digital marketing activities by entrepreneurs has increased the use of Internet media in 
the market. The first two benefits of digital marketing are that, compared to traditional advertising, using 
digital marketing for marketing is cheaper and easier to reach potential customers. The nature of digital 
marketing makes it easy for consumers to verify and compare products with one another. The second place 
is where the amount of information is large. Using digital marketing provides a lot of information. Compared 
to traditional media such as print media, the amount of information and television is so large (Ahmadi et al., 
2021). Digital marketing or digital marketing can also store the data that the company needs accurately. 
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Currently, digital marketing is the main choice for marketers because it has several advantages, such 
as its wide reach, interactive, current and up-to-date information, as well as being easy and useful in the 
buying process. Digital marketing is also an option for young entrepreneurs because it is cheap but has a 
significant marketing impact (Adithia & Jaya, 2021). Digital marketing as a promotional medium aims to 
convey or disseminate or market a product so that it can influence consumers to buy it. Promotional 
activities can be done through advertising in mass media, face to face, promotion, door to door and so on. 
(Oktaviani & Rustandi, 2018) 

 
2. METHOD 
 The type of research used in this research is descriptive qualitative research by using literature or 
literature study that focuses on explaining the research results obtained by the researcher. The collection 
method used in this study is a secondary data collection method. Secondary data retrieval of this research 
through the management of PT Fratama Kencana Gemilang, books on marketing, theses, and scientific 
journals, websites that are relevant to this research and have the same dependent and independent 
variables as the title chosen by the researcher. (Tarbiyah et al., 2021) 
 
3. RESULT AND DISCUSSION  
Brief Overview of PT Fratama Kencana Gemilang 
 
 

 

 
Figure 1. Logo of PT Fratama Kencana Gemilang. 

Source: Company Profile PT Fratama Kencana Gemilang 
 

 PT Fratama Kencana Gemilang which was founded on December 27, 2018 is a business unit engaged 
in Information Technology (IT) services in the form of software development, Hardware Procurement, 
Maintenance, Service, Training, Networking & IT Consultance along with supporting applications/devices. 
PT Fratama Kencana Gemilang was founded in karawang by taking the exotic value of karawang as the base 
of the struggle and accompanying the rapid growth of information technology in Indonesia. PT Fratama 
Kencana Gemilang focuses on service (Customer Satisfaction) and quality assurance to consumers. PT 
Fratama Kencana Gemilang applies technical standards as well as in-depth research and analysis to fulfill 
consumer needs. With the support of professionals in their field, PT Fratama Kencana Gemilang strives to 
realize the vision to become a total IT solution provider company on a national scale. PT Fratama Kencana 
Gemilang intends to build its capabilities based on a strong vision, a strong workforce and solid cooperation 
with its partners. The commitment of PT Fratama Kencana Gemilang is to achieve success by providing 
solutions that can be used by its partners in achieving them more quickly, effectively and efficiently. 
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            In the implementation of digital marketing, business people must examine various digital 
communication techniques that are part of an online business communication strategy that aims to carry 
out digital marketing planning by a company. Digital media channels are one of the digital communication 
techniques used by companies to promote products through internet media through websites with the aim 
of attracting and influencing customers to make purchase transactions (Astuti et al., 2015). The digital 
media channels include: 

1. Search engine marketing (SEM), the use of online advertisements on search engine results pages is 
useful for helping visitors find websites for market products that are offered. Search marketing 
techniques are divided into 2, namely sponsored links that use a pay-per-click system and placement 
in lists to use search engine optimization (SEO). Search engine optimization is the process of setting 
content on a website so that it can be found by internet users who are in the process of searching for 
content and presenting content so that they can be easily found by other search engines. 

2. Online PR, optimizing mentions and interactions that benefit the company's products and websites 
by using social media or blogs that are currently being visited by potential customers. 

3. Online partnerships, creating and managing long-term arrangements to promote a company's online 
services on third party websites or via email communications. 

4. Interactive advertising, the use of online-based advertising such as banners and multimedia ads to 
achieve brand awareness and drive clickthrough (through clicks from the audience) to the target site. 

5. Opt-In email marketing uses internal lists to activity and retain subscribers. This method adds to the 
contact list in email marketing through consumers who have already registered who have been 
approved and know that consumers will receive regular emails containing marketers' 
advertisements. 

6. Social media marketing is an important category in digital marketing that involves and encourages 
customer communication on company-owned sites or the emergence of other social media such as 
Facebook, Twitter, Instagram, YouTube, publisher sites, blogs and forums. Social media marketing is 
a strategy in marketing activities that utilize various social media sites. 
Social media can be interpreted as a method in marketing activities that are always successful in 
promoting their goods or services through internet marketing. It is important for business people to 
implement social media platforms that are currently influential in increasing the number of sales. The 
social media platforms used by business people include: 

1. Facebook marketing, namely marketing activities by utilizing Facebook. 
The objectives of Facebook marketing are (Helianthusonfri, 2012): 

a. Building communication, community is the most important thing in Facebook 
marketing because through the community a group will be formed who will later buy 
the company's products 

b. Connecting each other, in the business world, the relationship between sellers and 
consumers is very necessary. Through Facebook marketing, companies can create 
media that can connect the two so that interaction can occur. 

c. Creating credibility, credibility is the quality or power to create customer trust in 
Facebook marketing, not only sales, the company must also build good credibility so 
that it can be known as a company that has capabilities in a field. 

d. Communication, communication is needed in marketing by the operations of a business 
through the features available on Facebook, the company easily communicates with 
consumers. 

e. Selling, by using Facebook, we can become products through features that are already 
available, namely by building an online store on the Facebook fanspage. 

f. Bringing visitors, the purpose of Facebook marketing is to bring visitors to the 
company's website which will increase business activities. The advantages of using 
Facebook marketing compared to other forms of promotional activities are that the 
promotion costs are so cheap, meet while promoting, targeted market facilities and are 
suitable for building credibility and branding (Helianthusonfri, 2012). 
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2. Instagram marketing, Instagram is an application that is used to share photos and videos, 
which makes many users start trying online businesses by promoting their products through 
Instagram (Nisrina, 2015). The system in Instagram is to become a follower of other user 
accounts or have Instagram followers. So that communication between Instagram users can 
be established by giving a like sign and commenting on photos uploaded by other users. 
Instagram also has a special feature of business tools to help companies better understand 
their followers in growing their business. With business features companies gain insight into 
followers and posts and promote posts to support business goals on the Instagram app. So 
that customers can see important information on a company's Instagram account profile. In 
addition, Instagram has many advantages, one of which is advertising through Instagram. 

3. Twitter marketing is one of the social media used by companies as a means of promotion and 
expanding reach and interacting with customers effectively and practically. Means of 
marketing in twitter through tweets. Tweets that have been posted can be seen by followers 
of a company (Helianthusonfri, 2012). 

4. Youtube marketing, YouTube is one of the social media used by business people as a 
marketing tool. The marketing model presented by YouTube is in the form of videos which 
are more interesting and entertaining (Helianthusonfri, 2016). The benefits of YouTube 
marketing are (Helianthusonfri, 2016): 

a. Build brand awareness, as a social media that can be used to suggest interaction with 
the target market through visual content. By utilizing YouTube, companies can market 
their products more cheaply with a broad term. 

b. Can be used for product presentations by introducing and offering these products 
through videos. 

c.  Bringing traffic to the website, apart from being a product promotion tool, YouTube 
can also be used as a source of web traffic, in other words, it can promote websites. 
 

4. CONCLUSIONS  
             PT.FRATAMAKENCANAGEMILANG which was founded on December 27, 2018 is a business unit 
engaged in Information Technology (IT) services in the form of software development, Hardware 
Procurement, Maintenance, Service, Training, Networking & IT Consultance along with supporting 
applications/devices. During promotional activities using digital marketing, PT Fratama Kencana Gemilang 
felt the benefits of digital marketing such as more affordable promotional costs, being able to reach wider 
consumers, more complete information content and more accurate data. However, the benefits that are 
most felt by PT Fratama Kencana Gemilang by carrying out promotional activities using digital marketing 
PT Fratama Kencana Gemilang can reach wider consumers throughout Indonesia. 
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