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ABSTRACT	

This	research	examines	the	role	of	marketing	innovation	in	enhancing	the	sustainability	
of	the	creative	market	in	the	digital	era.	Through	a	systematic	literature	review,	this	study	aims	
to	identify	current	trends,	best	practices,	and	challenges	in	implementing	innovative	marketing	
strategies	in	the	creative	industry.	The	analysis	covers	various	aspects	of	marketing	innovation,	
including	 digital	 technology	 adoption,	 value-based	 strategies,	 consumer	 collaboration,	 and	
integration	of	online-offline	experiences.	Research	findings	indicate	that	digital	transformation	
has	 become	 a	 primary	 driver	 of	 marketing	 innovation,	 with	 the	 utilization	 of	 artificial	
intelligence,	virtual	reality,	and	blockchain	opening	new	opportunities	for	personalization	and	
creativity	 in	 marketing.	 A	 significant	 shift	 towards	 value-based	 and	 sustainable	 marketing	
strategies	is	identified	as	a	response	to	consumer	demands	for	ethical	and	sustainable	products	
and	services.	Collaboration	and	co-creation	with	consumers	emerge	as	effective	approaches	to	
enhance	product	relevance	and	build	customer	loyalty.	Adaptability	and	flexibility	of	marketing	
strategies	 prove	 crucial	 in	 facing	 rapidly	 changing	 market	 dynamics.	 Seamless	 integration	
between	online	and	offline	marketing	is	found	to	be	key	in	creating	holistic	customer	experiences.	
This	 study	 concludes	 that	 marketing	 innovation	 plays	 a	 vital	 role	 in	 enhancing	 the	
competitiveness	and	sustainability	of	the	creative	industry.	Recommendations	include	investing	
in	digital	capabilities,	developing	value-based	strategies,	strengthening	consumer	collaboration,	
increasing	organizational	flexibility,	and	optimizing	the	integration	of	online-offline	strategies.	
The	implications	of	this	research	are	relevant	for	creative	industry	practitioners,	policymakers,	
and	researchers	in	the	fields	of	marketing	and	creative	industries.	

Keywords:	Innovation,	Marketing,	Creative	Market	
	
ABSTRAK	

Penelitian	ini	mengkaji	peran	inovasi	pemasaran	dalam	meningkatkan	keberlanjutan	
pasar	kreatif	di	era	digital.	Melalui	studi	 literatur	sistematis,	penelitian	ini	bertujuan	untuk	
mengidentifikasi	 tren	 terkini,	 praktik	 terbaik,	 dan	 tantangan	 dalam	 implementasi	 strategi	
pemasaran	inovatif	di	industri	kreatif.	Analisis	mencakup	berbagai	aspek	inovasi	pemasaran,	
termasuk	adopsi	teknologi	digital,	strategi	berbasis	nilai,	kolaborasi	dengan	konsumen,	dan	
integrasi	pengalaman	online-offline.	Hasil	penelitian	menunjukkan	bahwa	transformasi	digital	
menjadi	 pendorong	 utama	 inovasi	 pemasaran,	 dengan	 pemanfaatan	 kecerdasan	 buatan,	
realitas	virtual,	dan	blockchain	membuka	peluang	baru	untuk	personalisasi	dan	kreativitas	
dalam	 pemasaran.	 Pergeseran	 signifikan	 menuju	 strategi	 pemasaran	 berbasis	 nilai	 dan	
keberlanjutan	teridentifikasi	sebagai	respons	terhadap	tuntutan	konsumen	akan	produk	dan	
layanan	yang	etis	dan	berkelanjutan.	Kolaborasi	dan	co-creation	dengan	konsumen	muncul	
sebagai	pendekatan	efektif	untuk	meningkatkan	relevansi	produk	dan	membangun	loyalitas	
pelanggan.	 Adaptabilitas	 dan	 fleksibilitas	 strategi	 pemasaran	 terbukti	 krusial	 dalam	
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menghadapi	dinamika	pasar	yang	cepat	berubah.	Integrasi	seamless	antara	pemasaran	online	
dan	offline	ditemukan	sebagai	kunci	untuk	menciptakan	pengalaman	pelanggan	yang	holistik.	
Penelitian	 ini	 menyimpulkan	 bahwa	 inovasi	 pemasaran	 memainkan	 peran	 vital	 dalam	
meningkatkan	daya	saing	dan	keberlanjutan	industri	kreatif.	Rekomendasi	meliputi	investasi	
dalam	kapabilitas	digital,	pengembangan	strategi	berbasis	nilai,	penguatan	kolaborasi	dengan	
konsumen,	 peningkatan	 fleksibilitas	 organisasi,	 dan	 optimalisasi	 integrasi	 strategi	 online-
offline.	Implikasi	penelitian	ini	relevan	bagi	praktisi	industri	kreatif,	pembuat	kebijakan,	dan	
peneliti	di	bidang	pemasaran	dan	industri	kreatif.	

Kata	kunci:	Inovasi,	Marketing,	Pasar	Kreatif	
	
INTRODUCTION	

In	an	era	of	increasing	globalization	and	digitalization	fast,	industrial	creative	
has	appeared	as	sector	a	very	potential	and	dynamic	economy,	offering	opportunity	
significant	growth	for	various	countries	around	the	world.	This	sector,	which	includes	
various	 field	 like	 art,	 design,	 digital	 media,	 fashion,	 and	 entertainment,	 no	 only	
contribute	to	growth	economics,	but	also	plays	a	role	important	in	promote	identity	
culture	and	encouragement	social.	However,	in	the	middle	rapid	development	This	is	
a	 creative	 market	 face	 challenge	 complex	 sustainability,	 esp	 in	 matter	 maintain	
relevance,	 power	 competitiveness,	 and	 capability	 For	 Keep	 going	 innovate	 in	 the	
middle	 change	 preference	 fast	 and	 disruptive	 consumers	 sustainable	 technology.	
Phenomenon	This	exacerbated	by	the	COVID-19	pandemic	that	has	change	in	a	way	
drastic	landscape	global	economy	and	accelerating	digital	transformation	in	various	
sector,	incl	industry	creative.	

Innovation	marketing	appear	as	factor	critical	that	can	be	determine	success	
and	 sustainability	 perpetrator	 industry	 creative.	 Approach	 marketing	 traditional	
focused	 on	 promotions	 product	 just	 No	 Again	 adequate	 For	 face	 complexity	 of	
contemporary	markets.	More	marketing	 strategies	 are	needed	holistic,	 innovative,	
and	 value	 -	 oriented,	which	 is	 not	 only	 capable	 increase	 visibility	 and	 power	 pull	
product	creative,	but	also	creating	meaningful	relationship	with	consumer,	optimize	
experience	 customers,	 and	 encourage	 sustainability	 ecosystem	 creative	 in	 a	 way	
overall.	 Innovation	 marketing	 in	 context	 This	 covers	 various	 aspect,	 start	 from	
utilization	 digital	 technology	 and	 data	 analysis	 for	 personalization	 experience	
customers,	 more	 business	 model	 development	 flexible	 and	 responsive	 to	 market	
changes,	up	 to	 implementation	of	marketing	strategies	 that	 focus	on	sustainability	
and	responsibility	social.	

Study	about	 innovation	marketing	 in	 increase	sustainability	of	 the	creative	
market	 becomes	 very	 relevant	 and	 urgent,	 considering	 importance	 sector	 This	 in	
Modern	economy	and	challenges	big	thing	he	faced.	This	study	aims	for	explore	in	a	
way	 deep	 various	 form	 innovation	 marketing	 that	 can	 implemented	 in	 industry	
creative,	 analyzing	 impact	 to	 sustainability	 business	 and	markets,	 as	well	 identify	
factors	 key	 influences	 success	 implementation	 innovation	 the.	 With	 understand	
dynamics	 this,	 research	 expected	 can	 give	 outlook	 valuable	 for	 the	 perpetrators	
industry	creative,	maker	policy,	and	academia	in	develop	effective	strategies	for	push	

http://www.ejournal.iainu-kebumen.ac.id/index.php/pai
http://www.ejournal.iainu-kebumen.ac.id/index.php/pai
http://www.ejournal.iainu-kebumen.ac.id/index.php/pai
http://www.ejournal.iainu-kebumen.ac.id/index.php/pai
http://www.ejournal.iainu-kebumen.ac.id/index.php/pai
http://www.ejournal.iainu-kebumen.ac.id/index.php/pai
http://www.ejournal.iainu-kebumen.ac.id/index.php/pai
http://www.ejournal.iainu-kebumen.ac.id/index.php/pai
http://www.ejournal.iainu-kebumen.ac.id/index.php/pai
http://www.ejournal.iainu-kebumen.ac.id/index.php/pai
http://issn.lipi.go.id/issn.cgi?daftar&1554089628&1&&
http://issn.lipi.go.id/issn.cgi?daftar&1551819093&701&&
https://journal-laaroiba.com/ojs/index.php/reslaj/4783


  

  
Jurnal   PAI:   Jurnal   Kajian   Pendidikan   Agama   Islam   

Vol   2  No    Tahun 1   2023   
ISSN:   2808 - 2362   

https:/ i /www.ejournal. a i - r n.laaroiba.bogo .ac.id/index.php/pa i   

R eslaj: Religion Education Social Laa Roiba Journal 
Volume	6	Nomor	8	(2024)			4422	–	4427			P-ISSN	2656-274x	E-ISSN	2656-4691	

DOI:	10.47476/reslaj.v6i8.4783	
	

4424 | Volume 6 Nomor 8  2024 
 

sustainable	 growth	 in	 the	 sector	 This.	 Further,	 study	 this	 is	 also	 purposeful	 For	
contribute	 to	development	 framework	more	 theoretical	 comprehensive	about	 role	
innovation	marketing	in	sustainability	industry	creative,	who	can	become	base	For	
study	more	further	and	development	more	policies	focused	on	the	future.	
	
RESEARCH	METHOD	

This	 research	 adopts	 a	 qualitative	 approach	 using	 a	 systematic	 literature	
review	 method	 to	 explore	 and	 analyze	 marketing	 innovation	 in	 enhancing	 the	
sustainability	of	the	creative	market.	This	methodology	was	chosen	for	its	ability	to	
synthesize	and	integrate	findings	from	various	relevant	literature	sources,	providing	
a	comprehensive	understanding	of	the	researched	topic.	The	research	process	began	
with	 the	 identification	of	 relevant	keywords	and	search	phrases,	 including	but	not	
limited	 to	"marketing	 innovation,"	 "creative	 industry,"	 "market	sustainability,"	and	
"digital	 marketing	 strategies."	 Literature	 searches	 were	 conducted	 through	
prominent	academic	databases	such	as	 JSTOR,	Scopus,	Web	of	Science,	and	Google	
Scholar,	with	a	focus	on	peer-reviewed	publications	from	the	last	10	years	to	ensure	
the	data's	timeliness	and	relevance.	Inclusion	and	exclusion	criteria	were	applied	to	
select	the	most	pertinent	articles	to	the	research	objectives,	considering	factors	such	
as	 methodology,	 geographical	 context,	 and	 specific	 creative	 industry	 sectors.	 The	
collected	data	were	then	analyzed	using	thematic	content	analysis	techniques,	where	
key	themes	and	sub-themes	were	identified,	categorized,	and	interpreted	to	reveal	
patterns	and	trends	in	marketing	innovation	within	the	creative	industry.	
	
RESULT	AND	DISCUSSION	

The	results	of	a	systematic	literature	study	reveal	several	key	findings	related	
to	marketing	innovation	in	increasing	the	sustainability	of	creative	markets.	Digital	
transformation	is	emerging	as	the	dominant	factor	driving	marketing	innovation	in	
the	creative	industries.	Analysis	shows	that	the	adoption	of	digital	technologies	such	
as	artificial	intelligence	(AI),	virtual	reality	(VR),	and	blockchain	not	only	increases	
operational	 efficiency,	 but	 also	 opens	 up	 new	 opportunities	 for	 creativity	 and	
personalization	 in	 marketing	 strategies.	 The	 use	 of	 AI	 in	 consumer	 data	 analysis	
allows	 creative	 companies	 to	 deliver	 highly	 personalized	 content,	 increasing	
customer	 engagement	 and	 brand	 loyalty.	 The	 implementation	 of	 VR	 in	marketing	
campaigns,	 especially	 in	 the	 arts	 and	 entertainment	 sector,	 has	 been	 proven	 to	
enhance	consumers'	immersive	experiences,	opening	new	dimensions	in	storytelling	
and	creative	product	presentation.	Meanwhile,	blockchain	technology	is	starting	to	be	
applied	 to	 protect	 intellectual	 property	 rights	 and	 facilitate	 more	 transparent	
transactions	in	the	creative	industry,	especially	in	the	context	of	digital	art	and	music.	

The	 research	 also	 identified	 a	 significant	 shift	 towards	 value-based	 and	
sustainability	 marketing	 strategies.	 Consumers,	 especially	 millennials	 and	
generations	Z,	are	increasingly	demanding	creative	products	and	services	that	are	not	
only	 aesthetic	 and	 functional,	 but	 also	 ethical	 and	 sustainable.	 Responding	 to	 this	
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trend,	many	creative	companies	have	adopted	a	marketing	approach	that	emphasizes	
the	values	of	sustainability,	social	responsibility	and	transparency.	This	strategy	not	
only	 improves	brand	 image,	 but	 also	 creates	 stronger	 emotional	 connections	with	
consumers,	which	 in	 turn	 contributes	 to	 long-term	 customer	 loyalty	 and	 business	
sustainability.	 Innovative	 examples	 include	 marketing	 campaigns	 that	 promote	
sustainable	 production	 practices	 in	 the	 fashion	 industry,	 or	 arts	 initiatives	 that	
address	environmental	and	social	issues.	

Collaboration	 and	 co-creation	 are	 emerging	 as	 strong	 trends	 in	marketing	
innovation	 in	 the	 creative	 sector.	 Studies	 show	 that	 companies	 that	 involve	
consumers	and	communities	in	the	creative	and	marketing	process	tend	to	achieve	
higher	levels	of	customer	engagement	and	loyalty.	This	approach	not	only	produces	
products	and	campaigns	 that	are	more	relevant	 to	market	needs,	but	also	builds	a	
strong	community	around	the	brand,	creating	an	ecosystem	that	supports	long-term	
sustainability.	Social	media	platforms	and	crowdsourcing	technologies	have	played	
an	important	role	in	facilitating	this	collaborative	model.	Adaptability	and	flexibility	
in	marketing	strategies	have	proven	crucial	in	dealing	with	market	uncertainty	and	
rapid	changes	in	consumer	preferences.	Successful	creative	companies	are	those	that	
are	able	to	quickly	respond	to	changing	trends	and	capitalize	on	cultural	moments	for	
their	marketing	 campaigns.	 This	 involves	 the	 use	 of	 real-time	 data	 and	 predictive	
analytics	to	anticipate	market	trends,	as	well	as	a	more	agile	organizational	structure	
that	allows	for	quick	decision	making	and	efficient	campaign	execution.	

Integration	between	online	and	offline	marketing	is	emerging	as	an	effective	
strategy	to	enhance	holistic	customer	experience.	Although	digitalization	continues	
to	dominate	marketing	 trends,	research	shows	that	an	omnichannel	approach	that	
combines	 digital	 elements	 with	 physical	 interactions	 can	 create	 richer	 and	 more	
memorable	brand	experiences.	This	is	seen	in	the	pop-up	store	trend	in	the	fashion	
industry,	 or	 the	 use	 of	 augmented	 reality	 to	 enhance	 the	 physical	 art	 gallery	
experience.	 Further	 discussion	 reveals	 that	 the	 successful	 implementation	 of	 this	
marketing	 innovation	 is	 highly	 dependent	 on	 several	 key	 factors,	 including	 the	
organization's	capacity	to	adapt	to	new	technology,	the	ability	to	integrate	data	and	
insights	 into	 the	 strategic	 decision-making	 process,	 an	 organizational	 culture	 that	
supports	 experimentation,	 and	 the	 ability	 to	 build	 and	maintain	 a	 strong	 partner	
ecosystem.	

The	 implications	 of	 these	 findings	 are	 significant	 for	 creative	 industry	
practitioners	 and	 policy	 makers.	 For	 creative	 companies,	 the	 research	 results	
emphasize	the	importance	of	investing	in	digital	capabilities,	developing	marketing	
strategies	 focused	 on	 value	 and	 sustainability,	 and	 cultivating	 collaborative	
relationships	 with	 consumers	 and	 communities.	 For	 policymakers,	 these	 findings	
demonstrate	 the	 need	 for	 digital	 infrastructure	 support,	 skills	 development	
programs,	and	regulatory	frameworks	that	support	innovation	while	protecting	the	
interests	 of	 consumers	 and	 creators.	Marketing	 innovation	 plays	 a	 central	 role	 in	
increasing	 the	 sustainability	 of	 creative	 markets	 in	 the	 digital	 era.	 Through	 the	
adoption	 of	 new	 technologies,	 a	 focus	 on	 value	 and	 sustainability,	 a	 collaborative	
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approach,	 strategic	 flexibility,	 and	 the	 integration	 of	 online-offline	 experiences,	
creative	 industries	 can	 build	 more	 resilient	 and	 sustainable	 business	 models.	
However,	realizing	the	full	potential	of	these	innovations	requires	a	holistic	approach	
that	 considers	 not	 only	 technological	 and	 strategic	 aspects,	 but	 also	 broader	
organizational,	cultural	and	ecosystem	factors.	
	
CONCLUSION	AND	RECOMENDATION	

This	research	reveals	that	marketing	innovation	plays	a	vital	role	in	enhancing	
the	 sustainability	 of	 the	 creative	 market	 in	 a	 challenging	 digital	 era.	 Digital	
transformation,	value-based	strategies,	consumer	collaboration,	adaptability,	and	the	
integration	of	online-offline	experiences	emerge	as	key	elements	in	the	contemporary	
creative	industry	marketing	landscape.	These	findings	underscore	the	importance	of	
a	 holistic	 approach	 in	 developing	marketing	 strategies	 that	 not	 only	 leverage	 the	
latest	 technologies	 but	 also	 respond	 effectively	 to	 changing	 consumer	preferences	
and	 socio-environmental	 demands.	 The	 success	 of	 marketing	 innovation	
implementation	depends	on	an	organization's	ability	to	adapt	quickly,	integrate	data	
into	 decision-making,	 and	 build	 a	 strong	 collaborative	 ecosystem.	 The	 research	
results	indicate	that	companies	that	successfully	adopt	marketing	innovations	tend	to	
be	more	resilient	 in	the	face	of	market	disruptions	and	are	better	able	to	maintain	
their	 relevance	 in	 the	 eyes	 of	 consumers.	 Furthermore,	 this	 study	 highlights	 the	
importance	of	balancing	 technological	 innovation	with	human	values	 in	marketing	
strategies,	as	well	as	the	crucial	role	of	collaboration	and	co-creation	in	building	long-
term	relationships	with	consumers	and	the	creative	community.	

For	 policymakers,	 recommendations	 include	 developing	 regulatory	
frameworks	that	support	digital	innovation	while	protecting	the	rights	of	consumers	
and	creators,	as	well	as	providing	incentives	for	sustainable	business	practices	in	the	
creative	 industry.	 The	 implementation	 of	 these	 recommendations	 is	 expected	 to	
strengthen	 the	 competitiveness	 and	 sustainability	 of	 the	 creative	 sector,	 promote	
inclusive	economic	growth,	and	facilitate	the	development	of	a	dynamic	and	resilient	
creative	ecosystem	in	the	face	of	future	challenges.	
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