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Abstract 

 
Sophisticated technology is drastically changing the society including consumer behaviour and their purchasing 

patterns. Many companies are already actively combining IoT technology, mobile applications, smart home appliances 
and other consumer electronics devices in multiple marketing communication channels. Marketing Managers are 
increasingly starting to direct company's communication towards modern marketing channels  such as mobile and 

online with traditional channels slowly being replaced. New technologies in retail marketing, such as NFC and 
Bluetooth LE, offer a wide range of opportunities for reaching consumers in various creative ways. Soon, integrated 
multi-channel marketing strategies will include a seamless flow of personalized brand's messages through a number of 

inter-connected channels. By recognizing the value of new technologies in marketing and by implementing them, 
companies can achieve strong competitive advantage and a greater return on investment. 
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Technology today is developing so rapidly that its continual improvements are getting 

increasingly difficult to keep the pace with. Companies which own sophisticated technology are 

setting a new standard of doing business for the whole industry. At the moment, digital 

transformation of society is taking place so performing marketing activities through new 

technologies can be a strong competitive advantage for the company. We can expect that future 

technological trends will make buyer behaviour incomparable to what it is today. Integrated multi-

channel marketing communications of the future will include a seamless flow of company’s 



communications through various inter-connected channels. In a decade from now, revolutionary 

marketing innovations combined with technologies that are yet to be developed, will have a 

significant effect on society behaviour and the consumer lifestyle. Today mobile technology has 

immense influence on marketing communication and purchase decisions. Mobile channel is 

becoming the leading communication channel because it enables a direct two-way communication 

between companies and consumers in real time. Apart from interaction with the brand they are 

interested in, consumers look for unique brand experience. Companies which know how to provide 

a memorable user experience, via any marketing channel, without a doubt will gain top positions in 

consumers’ perception. With so many brands out there fighting for consumers’ attention, it is 

essential that companies ensure solid brand recognition. To do that, they need to be different and 

better in all aspects of business, especially in their approach to consumers. 

In practice, the main reason why many companies perform with average financial results 

and lower market share can often be found in low enthusiasm to keep up with the newest 

technological trends.  

Lack of financial funds to invest in modern IT equipment and software is another 

justification from management side, who forget to take into account that solid back-office IT 

infrastructure is crucial for marketing operations. Many books provide general theoretical insight 

into possible sources of competitive advantage. However, practical suggestions and implications 

on how to use new technologies to improve specific dimensions and metrics of marketing can 

seldom be found. Marketing Managers of the last century didn’t have at disposal modern 

technologies, so they had to base their decision-making on their own judgement or intuition, and 

even using “trial and error” method to discover what consumers want, need and like. Without 

technology which would help them obtain essential data about the market, companies were often 

misled and their marketing campaigns had weaker chances of success. Market research would take 

too long and management would receive research results too late to be able to react in due time 

because fast changes on the market require constant monitoring, flexibility and immediate actions 

in order to remain “in the game”. Companies had no easy way of finding if customers’ satisfaction 

with company’s products and services is beyond their expectations or below them nor to determine 

exact reasons of weak sales results and low market share. Today companies have an abundance of 

modern technologies at hand. However, many companies still haven’t adapted their business to 

21st century market ways of doing business. It seems as if implementation of new technologies is 

something which they like to postpone.  Today it is possible to do entire market segmentation 

process by using only data from existing databases, without having to do market research and 

environment analysis from scratch. Companies have been systematically collecting and keeping 

data on their customers for the past 15-20 years, mostly through loyalty program cards.  

Collected data includes consumers’ personal data, purchasing patterns, details of 

purchasing transactions, favourite sales channels, products bought, list of complaints etc. 

Demographic, economic, psychographic and behaviouristic characteristics serve the companies to 



predict future purchases of each consumer segment and to plan production, orders, procurement, 

sales volume, forecast revenues and profit. Marketing Managers need to know how to use the huge 

potential of big data and information technologies in order to collect data which is important for 

the company including data on consumers’ attitudes and perceptions of the brand, perceived 

quality of service, appropriateness of prices, distribution channels, brand position compared to 

competition, brand awareness, etc.   In service industry, each moment of truth counts and official 

website is the consumers’ first contact with the service provider. Website load time can play a 

major role in the eyes of a new consumer. Too long waiting for the web page to load can be the 

one and only reason why a consumer gave up and went on to search online for another service 

provider. Explanation is simple: consumers prefer brands which they can trust and which are 

dependable and if the website seems unstable and unreliable, customer will instantly perceive the 

company as such. Service characteristics and moments of truth perceived by every client will sum 

up to define a complete “product” of a service provider, as perceived through the eyes of the 

clients. If customers perceive higher quality than expected, their experience with the service will be 

more positive and their satisfaction higher.  

Competitive Advantage  

Marketing Manager’s combination of communication channels will affect company’s 

ability to stand out from competitors and its competitive advantage. Implementation of new 

technologies will surely contribute to better marketing performance and better business results. 

Most common sources of competitive advantage are specific advantages related to elements of 

marketing mix as well as relationship advantages with consumers, employees, vendors, distributers 

and supply chain partners. As a result of competitive advantages, companies can enjoy various 

benefits, such as higher barriers to entry for new entrants into the market, lower expenses and 

higher earnings - which subsequently lead to increased profitability and larger market share.  

According to DMA research (Digital Marketing Institute, 2016), an average consumer uses five 

different technological devices each day, including: smartphone, desktop computer or laptop at 

work, personal laptop, tablet and Smart TV. Companies need to understand the significant role 

which technology plays in lives of today’s consumers, and try to design user experience and 

relevant personalized content which will attract target consumers. The idea is not about just seizing 

this opportunity and reaching out to prospects directly through all channels available (companies 

doing so are often perceived as intrusive and are therefore ignored by the consumer). On the 

contrary, communication should be personalized and adjusted to a particular phase of consumers’ 

buying process. The fact is that consumers perceive the same message differently at different 

phases of their decision journey.   

Companies which own sophisticated technology are setting a new standard of doing 

business for the whole industry. Performing marketing activities through new technologies can be 

a strong competitive advantage for the company. By recognizing the value of new technologies in 

marketing and by implementing them together with established marketing know-how, a greater 



return on investment can be achieved. A successful business model intended for operating at 21st 

century market has to include new technologies in marketing. Companies which keep postponing 

implementation of new technologies, lose the opportunity to connect with their consumers in the 

most suitable way. In practice, the main reason why many companies perform with average 

financial results and lower market share can often be found in low enthusiasm to keep up with the 

newest technological trends. Lack of financial funds to invest in new technologies, modern IT 

equipment and software is just a justification from management side, who forget to take into 

account that solid technological infrastructure is crucial for marketing operations.   Mobile channel 

is becoming a leading channel because unlike other channels, here companies are able to get 

through to consumers directly, providing benefits to consumers such as unique brand experience 

and greater real-time interaction. Chances are that all of the above will result in greater brand 

recognition and higher brand loyalty on customer side. 

Depending on the industry, the aspect of new technologies in marketing will have a 

stronger or weaker role in creating competitive advantage and perceived better position. After 

conducting market segmentation and detailed analysis of customer segments, a company will find 

out which segments recognize and use technology more and which technologies in marketing they 

value most. Marketing Managers are increasingly starting to direct company's communication 

towards modern channels such as mobile and online. At the same time, traditional channels a.k.a. 

mainstream media are slowly being put in second place, mostly because digital channels are 

relatively cost-effective compared to traditional ones which are often too expensive and too 

complicated for an average (small or medium-size) company. New marketing campaign methods 

in mobile market are more effective than traditional ones, even though competition is intensifying 

day by day. With advanced technology allowing mass usage of smart communication devices, a 

change in traditional consumer purchasing behaviour is changing the society beyond recognition. 

Over 6 billion people are using mobile phones daily therefore mobile devices are affecting a 

change in purchasing patterns and buyer behaviour which existed over the last century. With 

Internet having become the first point of contact between companies and consumers, companies 

are now given a chance to affect consumers’ beliefs about the brand or the product solely on online 

user experience. It is recommended that companies continuously learn on infinite possibilities 

which online, mobile and virtual space offer. Understanding and using new technologies will help 

companies improve consumer experience in all marketing communication channels. If companies 

combine IoT (Internet of Things) technology, mobile applications, positioning systems and smart 

consumer electronic technology, then their marketing messages will be consistent and seamlessly 

delivered to consumers. 

It is well-known that all marketing activities should not be focused in one channel and that the 

same message should be systematically driven through several channels. Similarly, it is important 

to implement new technologies in more marketing channels and not focus only on some of them, 

e.g. just online. When allocating financial funds to marketing activities, companies give priority to 

channels which are most used for communication, direct contact and interaction with consumers. 



In case companies lack resources to implement omni-channel marketing strategy, a multi-channel 

marketing strategy can also provide the company with desired results. 

Whichever combination of channels a company decides on, it is important to have consumers in 

mind, to pay attention to where they are, how they feel, what they are doing and who they are with 

at a certain moment, in order to be most receptive to a certain marketing communication received 

at that moment 

Conclusion 

Official website, in-store Wi-Fi and digital displays are must-have technologies because 

almost every company today has them. Other technologies are optional but can prove to be a 

source of differentiation from competition. In order to successfully reach consumers, companies 

have to update their outdated technologies and adjust integrated marketing communication through 

all marketing channels accordingly.  In practice, one of the main reasons why some companies 

perform with average financial results and lower market share can be found in low enthusiasm to 

keep up with technological trends or low investment in new technologies. Today, businesses have 

an abundance of modern technologies at hand. However, many small and medium-sized 

companies still haven’t adapted their business to 21
st
 century business conditions and new ways of 

interacting with consumers. Surprisingly, it seems that implementation of new technologies is 

something which they like to postpone. Except for following new trends in marketing 

communication, medium-sized and large companies should make sure that marketing department 

has up-to-date IT equipment and software at hand in the office because they are essential for 

quality marketing operations. 
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