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ABSTRACT

In the dynamic landscape of modern marketing, innovative

strategies are essential for businesses to thrive. This article

delves into the intricate interplay between brand

positioning, market segmentation, and consumer

engagement within the realm of marketing management.

  Brand positioning forms the cornerstone of e�ective

marketing, de�ning how a brand is perceived in the minds

of consumers relative to competitors. Market segmentation
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further re�nes this process by dividing heterogeneous

markets into distinct groups with similar needs and

preferences. By understanding these segments, marketers

can tailor their strategies to resonate with speci�c

consumer demographics. However, in the digital age,

consumer engagement has emerged as a critical factor

driving marketing success. Engaging consumers goes

beyond traditional advertising; it involves creating

meaningful interactions and fostering relationships

through various channels, including social media, content

marketing, and experiential events. The synergy among

brand positioning, market segmentation, and consumer

engagement is paramount for achieving sustainable

competitive advantage and fostering brand loyalty in

today's hypercompetitive markets. This article explores

how innovative approaches in marketing management

leverage the intricate connections between brand

positioning, market segmentation, and consumer

engagement to drive business growth and cultivate

enduring relationships with consumers.

REFERENCES

Aldoseri, A., Al-Khalifa, K. N., & Hamouda, A. M. (2024). AI-

Powered Innovation in Digital Transformation: Key

Pillars and Industry Impact. Sustainability, 16(5), 1790.

https://doi.org/10.3390/su16051790

Alawadh, M., & Barnawi, A. (2024). A Consumer Behavior

Analysis Framework toward Improving Market

Performance Indicators: Saudi’s Retail Sector as a Case

Study. Journal of Theoretical and Applied Electronic

Commerce Research, 19(1), 152-171.

https://doi.org/10.3390/jtaer19010009

Beaumont, C. D., Berry, D., & Ricketts, J. (2022). Technology

Has Empowered the Consumer, but Marketing

Communications Need to Catch-Up: An Approach to Fast-

Forward the Future. Businesses, 2(2), 246-272.

https://doi.org/10.3390/businesses2020017

Cardoso, A., Gabriel, M., Figueiredo, J., Oliveira, I., Rêgo,

R., Silva, R., & Oliveira, M., Meirinhos, G. (2022). Trust and

Social Science (February -

March 2024)

SECTION

Articles

LICENSE

Copyright (c) 2024 Tirta Mulyadi, PA

Andiena Nindya Putri, Rosento, Yenni

Kurnia Gusti, Sabil

This work is licensed under a Creative

Commons Attribution 4.0

International License.

Authors who publish their

manuscripts in this journal agree to

the following conditions:

1. The copyright on each article

belongs to the author(s).

2. The author acknowledges that

the Dinasti International

Journal of Education

Management and Social Science

(DIJEMSS) has the right to be

the �rst to publish with a

Creative Commons Attribution

4.0 International

license (Attribution 4.0

International (CC BY 4.0).

3. Authors can submit articles

separately, arrange for the non-

exclusive distribution of

manuscripts that have been

published in this journal into

other versions (e.g., sent to the

author's institutional repository,

publication into books, etc.), by

acknowledging that the

manuscript has been published

for the �rst time in the Dinasti

International Journal of

Education Management and

Social Science (DIJEMSS).

https://doi.org/10.3390/su16051790
https://doi.org/10.3390/jtaer19010009
https://doi.org/10.3390/businesses2020017
https://dinastipub.org/DIJEMSS/issue/view/114
https://dinastipub.org/DIJEMSS/issue/view/114
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/

