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Abstract

This article presents the meaning, form, method and application of marketing management theory
called "Holistic marketing management" by considering the four main factors: 1) internal marketing; 2)
integrated marketing; 3) relationship marketing and 4) socially responsible marketing. Therefore, the new
holistic marketing approach is looking at all the marketing factors from every perspective. Which shows the
interaction between the company and the client, value activities, surveys, creating value delivery and
pointed out the current structure of the digital business organization. Modern holistic marketing is not only
focused on marketing agencies. But it is the idea that marketing duties are the responsibility of everyone in
the organization, whether they are executives, accounting, production, engineering and technology. After
sales service or even the delivery staff of the company still have to know to market for organization as well.
Therefore, marketers need to know how each client has different opportunities, what needs to be learned,

and if the company is left with an analysis of who to go with. Then brought through a marketing strategy to
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create a business strength mechanism or to create a intelligent business organization. Finally, presented a
case study which successful organizations in holistic market management to show success in applying the
format and management methods. Therefore, it can be concluded that the new era of holistic marketing
management based on the proposed model is a true marketing way for the digital economy.

Keywords: Modern Holistic Marketing Concept, Business in Digital Economy
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