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One of the essential elements of a successful business is a
marketing strategy. This study aims to obtain evidence that field
studies of business marketing strategies in 2002 will continue. To
answer this question, we have successfully obtained a series of @{“
data and information searches electronically on several v
publication databases in academic scientific publications, books,

and media websites that discuss marketing issues and predictions

in 2022. These data are meaningless to this research without a

review. An in-depth study involves a data coding system for

interpreting digest data to answer the questions of this study. We

focus on this literature search for publications between 2010 and

2022, considering that this period was one of the most intense

periods of technological and information changes related to how

businesses responded to these developments to promote their

business. With the results of the study and discussion of the data

findings, we can finally conclude that the understanding of

business marketing strategies that will continue in 2022 is the use

of the latest technological means, including artificial intelligence

social media, and a number of the latest applications where it is

proven that the application data is very relevant for marketing all

products and services.

l. Introduction

Digital marketing is a promotional system in the computerized era that is currently
widely used by organizations. This technique is faster, simpler, and ready to reach a wider
audience of buyers (Todor, 2016). No wonder organizations are vying to run computerized
advertising as a promotional procedure for their businesses in the era of digitization. Showing
a system like this is essential to compete with its competitors. Promoting itself is an essential
interaction in the business world. Promoting is the beginning of a business. Deciding on the
proper promotion procedure will significantly affect the organization's business. Follow-up
promotion is a great way to introduce products to buyers using online media. This advertising
methodology enjoys countless benefits compared to conventional show-off procedures
(Saura, 2021).

Before realizing advanced showcasing further, we surely need to get what promoting is.
Advertising is a work to acquaint items with purchasers or people in general (Font &
McCabe, 2017). Essentially, advertising is an action to fabricate a brand or notoriety. These
endeavors are completed with a few exercises from advancement, dispersion, deals to item
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improvement systems. Promoting is the lead of a business and assumes a significant part in
the advancement of a business. Indeed, one might say that there will be no effective business
without a decent advertising system. The advantages of advertising are expanding deals,
fostering items, assembling significant associations with purchasers, and becoming a method
for marking.

Advanced marketing is a promoting system that cannot be isolated from mechanical
turns of events, particularly cell phones and web-based media (Rossing et al., 2012). Cell
phones and web-based media unguestionably affect the robust improvement of advanced
advertising. In this way, how to arrive at potential clients using cell phones and informal
communities is the most recent correspondence channel, which can fabricate associations
with clients, consequently expanding deals. There are different gets to so that potential
shoppers could see the offers, such as on the Website, Blog, and online media such as
Instagram, Whatsapp, Twitter, Facebook (Charlesworth, 2014).

After understanding such information, we can evaluate which advancements are
extraordinary and dreadful. So, a business can improve for the accompanying period (Ohno
& Bodek, 2019). More broad Reach The accompanying advantage is the wide geographic
reach of Digital Marketing. We can spread the picture or thing all around the planet with
several straightforward assignments by using the web. Humble and Effective. Stood out from
customary exhibiting, electronic publicizing is significantly more affordable and more
impressive.

Based on above theory and gap, what busniss stratergy prediction in 2022 would about,
we would like to seek relevant research evidence from previous study and therefore, hey will
be used to answer this research question and hyphothesis. It could say, marketing is very
important in a company or organization because with marketing, companies can reach the
intended target market and get more customers. One of the fundamental reasons it is
important to learn marketing strategies with internet applications is because marketing has a
very large role in economic growth and development. Marketing stimulates research and new
ideas that will result in innovative new goods and services.

I1. Research Methods

For the first time in this study, we formulate the problem of the study, namely,
understanding the prediction of marketing strategy in 2022 (Rowles, 2022). Does the old
marketing strategy continue or not. In getting answers to this incident, we used an exploratory
approach to as much data and information as possible or logical phenomena where as much
data as possible then we summarized utilizing adaptation, interpretation of data coding, and
evaluation very critically so that we can conclude which part is the answer valid and reliable
(Wang et al., 2022). Our data is focused on previous studies or secondary data, and then we
separate the report into descriptive qualitative data by referring to previous studies that fall
into the category of the literature review. In order for the exposure data and findings of our
story to be discussed at the latest level, we limit the literature that we live into those
published between 2010 and 2022, considering that this data must be the latest following
standard technology, where work is updated almost every year with findings—new
applications of digital systems (Shahid et al., 2022). The search we did electronically was to
visit several complications such as scientific articles, books from the academy proceedings,
and websites that discuss marketing issues in the 2022 era using digital and the strategies
used. Thus, what is the role of carrying out a literature review that aims to understand
supported by the data and results of the latest study evidence in the field (Aromataris &
Riitano, 2014)?
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I11. Discussion

3.1 Understanding Benefits of Digital Marketing

Advanced showcasing is an advertising technique that enjoys countless benefits
contrasted with conventional promoting, including the Simplicity of arriving at a more
extensive objective market (Khan & Siddiqui, 2013). It can likewise arrive at a particular
objective market. The expense required is modest. It utilizes two-way correspondence with
expected clients. It should be possible rapidly, even like a flash. Computerized promoting is a
showcasing methodology applied in different business areas. It is essential to carry out
advanced advertising for showcasing systems to make the correct strides to accomplish the
ideal outcomes. Mindfulness and awareness are essential to make the right strides in
computerized advertising to acquaint items with the market or purchasers. In advanced
promotion, organizations assemble purchaser mindfulness by first putting notices in internet-
based media. Interest will arise after building shopper mindfulness. Disconnected frameworks
are purchasers straightforwardly searching for data on the lookout.

Want in a certainty time emerges in purchasers, so they need to attempt an item or
administration. The web-based framework is portrayed via looking for complete data about
items or administrations through sites. The last stage is the assurance of how the purchaser
manages the item or administration—the benefits of applying digital marketing. The upsides
of carrying out advanced advertising by organizations demonstrate that they enjoy many
benefits and advantages that can be gotten. What are the benefits of carrying out automatic
promotions? Here is a portion of the upsides of advanced showcasing contrasted with
traditional promoting. Organization speed promoting procedures utilizing advanced media
should be possible rapidly, even right away.

Moreover, advanced marketing can likewise be estimated continuously and definitively.
The consequences of advertising exercises can be promptly known by utilizing the web
media.

3.2 Marketing with Data Privacy

After the year, security and every one of its changes is the absolute champ. This shows
that even our industry can realize when it is hauled, kicking and shouting, to school. Be that
as it may, "security" is a powerful word with many implications (Wies & Moorman, 2015).
What CMOs mean here is two-crease: first, that in the pre-client or per-client promoting and
advertising phases of the client venture, gadget level information and individual-level
information that convey granular bits of knowledge on conduct that have customarily been
procured through IDFA on iOS, GAID on Android, and treats on the web is disappearing.
Also second, in the post-client or post-client stage - when somebody has introduced or joined
or bought - brands are working more earnestly to win clients' confidence to get permission
information and use it further to develop administration (Morey et al., 2015).

We have discussed the eventual fate of attribution and the fate of showecasing
estimation in this new reality fairly endlessly. Change's Alam et al. (2020) puts it concisely:
The eventual fate of estimation will use collected information-driven by Al, and based on
straightforwardness and trust.” Progressively, as we see great unofficial law, more fines for
breaks, all the more terrible press without a doubt or saw issues, and more tech organizations
confining information assortment and access, we can anticipate that advertisers should keep
on moving away from "unconfirmed information that they do not possess or administer,
zeroing in instead on first-party information obtaining and relevant promoting (Foroudi et al.,
2017). As we move to a more protection-first future and away from outsider information, we
will see advertisers twofold down on building their crowds and networks and embrace new
kinds of information like aim-based arrangements. We will see a more significant
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accentuation on activities and signs versus individual data like socioeconomics and interests.
Advertisers will have no real option except to test new techniques to prepare for the future,
which will prompt a great deal of trial and error and testing (Villanova et al., 2021).

Marketing trend 2022 is an expectation in the force of story and content. The division
between brand and execution marketing is, to a great extent, bogus, yet it is not shocking that
in a period where we are driving with protection, advertisers feature the force of brand
through the story (Behunova et al., 2022). That is narrating in the video, narrating by the
powerhouse, narrating with thought initiative upheld via website streamlining (SEO),
narrating by familiar sound in Twitter Spaces, and the sky is the limit from there. "Buyers
currently burn through 1/3 of their media time with good sound is presently the most
available medium (Tiwari & Kaurav, 2022). Also, advertisers are awakening to the gigantic
capability of sound to convey exceptionally connected with targetable crowds at scale.

Furthermore, think about what: focusing on is context-oriented because of how
webcasts have themes. Furthermore, it is in this way protection safe (van Es & Sherin, 2010).
How are we treated now? Make proceeded with interests in content showcasing, proposes
Digital Ocean's Carly Brantz, adding that “content is a way that advertisers can keep their
image top of the psyche.” That works in Business 2 Business, without a doubt - Digital ocean
is a cloud administration with 600,000 clients - however it additionally works for portable
games or fintech applications or retail customer-facing facades. Powerhouses may be a
channel, yet they work best in content promoting: appearing, sharing, talking, embracing, and
not simply putting the prototypical (Waycott et al., 2013). We also see a retail move in
fascinating ways with China-affected live shopping patterns: the maker economy adaptation
of home shopping network.

Social marketing is going through many stages, such as Facebook, Instagram
application, TikTok, Pinterest (among others). Gupta (2019) has seen a 100 percent increase
in social shopping income and a tremendous 1300% expansion in Instagram reference traffic
to her site. "Instagram shopping is turning into a beneficial option in contrast to paid
advertisements." A great deal of content advertising occurs on the site or in the application
where - think about what - we control the vertical and the even (extra focuses assuming you
get that Outer Limits reference). It is a claimed property, and very much like in web-to-
application versatile application introduce ventures that have become so well known in 2021,
we can add anything we like to the page and gather permission information that the client or
client wishes to give (Tang & Jiao, 2022).

3.3 The Artificial Intelligent Marketing Approach

Intense onlookers of graphical information will note that Artificial Intelligence is the
fourth-most referred to the region in the outline above, yet there is an admonition: the third-
most is richly named “kitchen sink™ since it is a get pack of uncategorized and
uncategorizable points. They are counting a few exceptionally entertaining ones (Thiraviyam,
2018). See more with regards to that beneath. Be that as it may, this is a leap up from the
2021 expectations, where Al arrived in the seventh spot for artificial brainpower. Advertisers
are betting everything on Al and Al as a fundamental component in numerous areas:
promotion focusing on, understanding age, interchanges conveyance, innovative
advancement, information demonstrating, prescient investigation, message, and proposition
improvement, change rate enhancement, and that is only the tip of the iceberg (Dimitrieska et
al., 2018).

3.4 Marketing Expectation Metaverse

Pose similar inquiry of top advancements for advertisers a half year sooner, and
metaverse could not have possibly settled the score one vote, in (exceptionally) humble
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assessment (Lee et al., 2021). Be that as it may, advertisers get on board with fleeting trends
as quickly as any other person, and the metaverse is a significant, loud, and difficult to
overlook cart. Look: we have quite recently gone through two years of taking care of every
one of our responsibilities essentially, alongside a lot of our shopping and mingling. Is
anyone surprised - particularly given Facebook? Meta's multi-billion-dollar turn to the
metaverse - that advertisers think virtuality has a significant future close by rawness? It
begins with something as straightforward as virtual occasions. Alternatively, setting a couch
in a family room utilizes expanded reality. Alternatively, even tomfoolery, similar to how
Snap and Viber are doing face swaps and channels. What is more than good times can have a
business or advertising suggestions (Garon, 2022).

Organizations are searching for ways of helping commitment with clients and
increment perceivable among a vast crowd. Chen et al. (2021) see that business will begin
considering metaverse and channels to be commitment choices and covers with a total change
of the article, geo-designated components attached to explicit areas, and complex 3D impacts.
There is a viable justification behind this emphasis on metaverse and augmented reality. "The
pandemic is not finished at this point, and we are probably going to confront another
lockdown. This marketing approach and prediction will assist with carrying the items to the
client while protecting them.” In addition, with Facebook putting in a real sense billions of
dollars into metaverse and various stages and technologists following after accordingly, there
will undoubtedly be potential open doors for advertisers (Norman, 2017).

Simply an expression of alert: "It could require up to 10 more years Advertising 2022
prediction with Web3, crypto, blockchain. Metaverse is hot, gleaming, and invigorating, so it
got a lot of votes (van der Merwe, 2021). Web3 is likewise hot and glossy and energizing,
and it has the extra added rush of making a ton of brands and many individuals a large chunk
of change. Web3 is an approximately joined mixture of advances that at their root are pointed
toward decentralizing an innovation world that has blended around the monsters of enormous
tech: Facebook, Google, Amazon, Apple, Microsoft, and that is only the tip of the iceberg. At
the same time, there are a few questions about the truth of that solidification, the innovations
(Mackenzie, 2022).

In the wake of supporting Bitcoin for buying vehicles and easing off an arrangement of
unpredictability, Tesla has vowed to permit individuals to purchase Teslas with DogeCoin.
The Web3 establishment builds informing, courseware, and more on decentralized
establishments (Osivand, 2021). DAOs are trying (and neglecting) to buy duplicates of the
U.S. constitution, de-carbonize the climate, re-wild created land, and significantly more, for
the most part, energized by tokens (altcoins) given Ethereum. Furthermore, decentralized
craftsmanship projects like the Billion Zombie Club sell and raise many dollars. Is it too soon
for advertisers to bounce ready (Tan & Salo, 2021).

The year 2022 will be the time of regular crypto for organizations and shoppers as
individuals and endeavors put resources into digital currencies, look for master guidance, and
direct examination to guarantee that they are settling on insightful speculation choices; crypto
is set to affect ordinary organizations and ordinary individuals the same (Wang et al., 2022).
"Balenciaga, Adidas, and a large group of extravagance brands have effectively begun trying
different things with Web 3.0. However, it is unclear how these virtual cooperations can be
more vivid tackier, and possibly mean deals. "How it mixes with social trade will be
something we will all have to understand.” However, NFTs are not simply senseless scratches
on paper that resemble something the third-grader brought home yet were executed on a
plane napkin (Dahdal et al., 2022).

They can be computerized agreements from the tickets and passages to encounters.
"Brands will quit involving NFTs for senseless restricted version badge of corporate
insatiability taking advantage of the publicity, and, all things being equal, begin involving
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them for their genuine use-case: confirming responsibility for brand's advanced resources
(Sharma et al., 2022).”Non-fungible tokens (NFTs) will develop greater in gaming, turning
into a standard option in contrast to incorporated and custodial responsibility for resources
(Dalhammar, 2016).

It is still right on time for these new plans of action, Arora & Kumar (2022). However,
he noticed that they are developing dramatically (continuously energizing so that an
advertiser could hear). Individuals spend more than $2 billion on NFTs in the principal
quarter of the year alone 100% increment from the final quarter of 2020. Assuming that
pattern proceeds amazing. Free development specialist in portable client procurement Matej
Lancaric is intrigued yet names the current craze a "hype train™ and proposes some alert.

3.5 Marketing with Environmental Social Governance

For 2021 an empathic brand story for pandemic-wounded clients and cause-based
advertising to line up with individuals brands serve positioned second and 6th, separately
(Limkriangkrai et al., 2017). For 2022, natural, social, and corporate administration assumes
their aggregate position. "Organizations are under expanding strain to quantify, improve, and
unveil their ESG execution to financial backers, to buyers, and controllers and their
endeavors are venturing into each region of their activities, similar to the dangers and open
doors. It is one reason for the shift to virtual gatherings and the metaverse. Also, others
believe it is essential to cover in a highly petulant climate that has seen a few organizations
boycott civil rights conversations.

Doordash and its on-stage promotion network are genuine models (Landon, 2021).
Who might have imagined that an on-request conveyance administration could make an in-
house promotion organized five years prior? (Anybody who saw supermarkets and the
promoting they sold through shopping baskets and had an extraordinary measure of the
creative mind.) Join this with the on-stage retail buy capacity that Facebook, TikTok, Snap,
and who can say for sure which different stages might want to have and we have the
complete supper bargain: every one of the elements for a cutting edge re-production of the
walled garden: Social destinations proceed to develop and increase (Dai et al., 2021). A high
and expanding level of purchasing choices are made on them. Their trade abilities are getting
more grounded. Shoppers who cut their teeth purchasing on Amazon currently hope to have
the option to purchase anything, anyplace, and whenever.

That blade cuts the two different ways. Media organizations sell, retail organizations
promote. Physical retailers, who lost billions of dollars during the pandemic, sit on secret
stashes of first-party information, says Huntingdon. That signifies "retail media spend™ will
swell (Barker et al., 2012). A continuous breakdown of everything into everything. A rehash
of the Chinese-style super app into new uber applications with Western qualities. As such, a
social application (Facebook) that offers classifieds (Facebook Marketplace) alongside
promotions (Facebook Ads) and amusement (Facebook Watch) and gaming (Facebook
Gaming) in addition to business administrations (Facebook Jobs) and retail (Facebook Shops)
not every one of the western stages is as cutting edge, obviously, and not all will decide to
offer such countless administrations.

The consequence of this quickly expanded virtualization becoming a converging of
computerized conditions, as proven by technology monsters like the Facebook and Instagram
application sending off shopping abilities, and social stages such as TikTok bringing out of
own commercial centers (Atwong, 2015). ). However, the existence of the Internet public
sphere tends to be seen as a contestation space where corporate and state forces try with
various ways to control and dominate it (Bo’do, 2019). In social media, individuals and
groups interact with each other online through the internet network (Indriyani, 2020). With
the internet, citizen media is able to disseminate information in the form of text, audio, video,
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photos, comments and analysis (Saragih, 2020). In this super-application, omnichannel,
Omni-gadget climate, advertisers who center around client experience will find themselves
ready to push in front of rivalry.” A converging of computerized conditions? Precisely:
everybody offers everything. Each stage turns into a promoting fortification. Also, tracking
down ways for advertisers to get to all of the scalably turns into another test for ad tech and
mar tech (Wang et al., 2019).

1VV. Conclusion

Finally, we can summarize the main points that we have obtained through data search
and qualitative research to answer the research problem, namely obtaining evidence from
field studies in the form of business marketing strategies in 2022 related to the use of
technology and communication to support business operations. We believe that with the
support of data and scientific evidence from various marketing perspectives and business
strategy perspectives. We believe this has answered the core problems of business and
marketing studies. Let us start with a summary of the key points that we first find evidence of
studies that understand the advantages of digital marketing technology. This is the answer as
the era of globalization and information has benefited all sectors, including business, since
digital literacy has become global. People tend to get what they need electronically, meaning
visiting various internet sites that they can use as a source of information. In other words,
with digital business, it is easier to run and more efficient, and this is following the principles
and objectives of the business, namely getting as much income and profit as possible by
minimizing expenses.

Hence, promotion or marketing through digital is a boon and achieves the objectives
and principles of business conduct. The next point, we conclude that this business model or
prediction going forward in 2012 is related to data where every business that promotes their
business prioritizes data and provinces rather than room charges. In other words, they are
competing to promote their business by utilizing data, and they are very prepositioned so that
the customer is protected and the business runs. Next is, we see the business trend in 2022 is
the tendency to approach marketing artificially or artificial intelligence or human artificial
intelligence. It is interesting that the more sophisticated and advanced the development of
technology, the easier it is for business people and also cashiers to run a business or to find
the needs they need, meaning that artificial intelligence is not only discussed in the world
such as education and research, but this is often and has become a trendy thing among
business people, especially marketing regardless of the type of business. We see that forward
marketing is related to a system or metaverse approach.

This approach is where people will compete to market their products using the
metaverse application, where everyone will be excited to be happy and feel this is the most
trendy and phenomenal solution for users. Businesses need them to understand and want to
be a part of technology. Next, we see that marketing is related to a social mentality, meaning
that marketing is now very closely related to efforts to save the environment socially and
culturally and individual principles. Hence, companies that adopt the new principles of social
mentality and environmental safety significantly impact business marketing success. Thus the
explanation of the critical points that we have obtained from various sources of study material
that we have studied with a phenomenological approach to get a goal where the prediction of
marketing strategy in the 21st century or 2022 is still following the old system or the latest or
they to combine the answer is all applications are closely related 80% are still related to the
use of applications that have been successful and booming in the previous year, namely 2001.
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