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SHRM, Digital In the contemporary digital economy, human capital stands as a decisive factor in attaining
Marketing sustainable competitive advantage. The integration of advanced people management approaches—
Capabilities, E- particularly Strategic Human Resource Management (SHRM) with e-marketing strategies is
Marketing, increasingly vital for enhancing corporate performance. Despite growing recognition of SHRM’s
MSMEs, importance, limited empirical research has explored its combined impact with digital marketing
Corporate capabilities and happenings on business outcomes, especially in the context of emerging economies.
Performance This study addresses this gap by examining how SHRM, supported by digital marketing practices,

influences organizational performance among micro, small, and medium-sized enterprises
(MSMESs) in India. Data were collected from 420 MSMEs using a structured questionnaire based
on a 5-point Likert scale. Moderated Regression Analysis (MRA) was applied to evaluate the direct
and moderating effects of digital marketing capabilities and happenings on the SHRM—performance
relationship. Findings reveal that SHRM exerts a significant positive influence on corporate
performance (= 0.291, p <0.001). Digital marketing capabilities (f = 0.364, p <0.001) and digital
marketing activities (3 = 0.317, p < 0.001) independently enhance performance, while also
strengthening the SHRM—performance link (f = 0.442 and = 0.332, respectively). The results
underscore the synergistic effect of advanced HR practices and e-marketing integration in driving
operational efficiency, customer satisfaction, and profitability. The implications are twofold: for
practitioners, investing in both human capital development and digital marketing infrastructure is
critical to achieving sustainable growth; for policymakers, capacity-building programs that combine
HR and digital skills training could significantly improve MSME competitiveness in the Industry
4.0 era. This research extends the SHRM literature by incorporating digital marketing as a strategic
complement, offering a nuanced understanding of performance drivers in digitally transforming
markets.

1. INTRODUCTION

In today’s hyper-connected economy, the capability of organizations to adapt, innovate, and endure competitiveness is
increasingly determined by how effectively they manage and develop their people. Human capital—embodying the
knowledge, skills, creativity, and adaptability of employees—has evolved from being a supportive business resource to
becoming a primary source of sustainable competitive advantage. In strategic management literature, this is often explained
through the Resource-Based View (RBV), which positions valuable, rare, unmatched, and non-substitutable (VRIN)
resources as the foundation for organizational success. Strategic Human Resource Management (SHRM) operationalizes this
view by ensuring that human resources are not merely an operational necessity but a strategic driver of performance.

While SHRM’s contribution to corporate outcomes is well-documented, the rapidly advancing digital economy has
introduced new complexities. The integration of digital marketing—particularly in the form of e-marketing capabilities and
activities, has fundamentally altered the competitive landscape. Digital marketing leverages technologies such as social
media platforms, search engine optimization (SEO), targeted online advertising, and content marketing to reach audiences
more effectively and efficiently. For organizations, particularly MSMEs, these digital strategies can level the playing field
against larger competitors, enabling precise targeting, lower marketing costs, and measurable performance tracking.
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The changing business environment and the dual challenge

Global digital adoption statistics indicate that over 5.3 billion people were internet users by early 2024, representing nearly
66% of the world’s population. Indonesia ranks among the top five countries for internet usage, with approximately 222
million active users, covering 79% of its population. This massive digital penetration has transformed consumer behavior—
shifting from traditional purchasing channels to omnichannel and fully digital experiences. For businesses, this
transformation creates a dual challenge:

1. Developing human capital capable of operating effectively in the digital-first environment.
2. Implementing marketing strategies that fully exploit digital channels to drive performance.

Organizations that address only one of these challenges often fail to realize their full competitive potential. For instance, a
business with technically skilled staff but outdated marketing approaches may not reach its desired customer base.
Conversely, an enterprise with strong digital marketing tools but insufficiently skilled employees may struggle to optimize
their use. This underscores the need for integrated strategies where advanced people management and e-marketing are
mutually reinforcing.

Research problem

Although both SHRM and digital marketing have been studied extensively as separate disciplines, limited empirical work
has explored their combined effect on organizational performance, particularly in emerging market contexts. Many prior
studies have assessed how SHRM influences productivity, employee retention, and profitability, while others have
investigated the role of digital marketing in market reach and customer engagement. However, research seldom examines
how digital marketing capabilities and activities act as moderators, strengthening the impact of SHRM on corporate
outcomes. This gap is particularly pronounced among MSMEs, which often face resource constraints yet stand to benefit
significantly from synergies between people management and e-marketing.

Purpose and objectives of the study

The present research aims to address this gap by investigating the integrated influence of SHRM and e-marketing practices
on corporate performance among Indonesian MSMEs. Specifically, the paper seeks to:

e Determine the direct effect of SHRM on organizational performance.

e Assess the independent contributions of digital marketing capabilities and digital marketing activities to
performance outcomes.

e Evaluate whether digital marketing capabilities and activities moderate the SHRM—performance relationship,
amplifying its impact.

Through this approach, the study intends to contribute new insights into how human capital strategies and digital marketing
initiatives can be aligned for maximum business impact.

Significance of the study

The findings of this research hold implications for both theory and practice. Theoretically, it extends SHRM literature by
integrating a digital marketing dimension into performance models, addressing the realities of modern business
environments. From a practical perspective, the research offers actionable guidance to MSME leaders and policymakers. For
business owners, the results can inform investment decisions in training, recruitment, and technology adoption. For
policymakers and development agencies, the insights can shape capacity-building programs that simultaneously enhance
digital literacy and HR management skills.

Structure of the paper

The remainder of this paper is structured as follows. Section 2 reviews relevant literature on advanced people management
approaches and e-marketing, leading to the growth of the research model and hypotheses. Section 3 outlines the methodology,
including sample selection, data collection, and analysis techniques. Section 4 presents the empirical results, followed by a
discussion of their implications in Section 5. Finally, Section 6 concludes with recommendations for practitioners and
suggestions for future research directions.

By situating advanced people management practices within the broader context of digital marketing integration, this study
provides a contemporary and practically relevant perspective on corporate performance enhancement, particularly for
MSMEs navigating the competitive dynamics of the Industry 4.0 era.

2. LITERATURE REVIEW & CONCEPTUAL FRAMEWORK
Advanced People Management Approaches

The role of human capital in driving business success is a cornerstone of strategic management thinking. The Resource-
Based View (RBV) argues that organizational resources must be valuable, rare, inimitable, and non-substitutable (VRIN) to
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sustain a competitive advantage (Barney, 1991). Human capital—when effectively managed—meets these criteria by
combining skills, experience, creativity, and organizational commitment.

Strategic Human Resource Management (SHRM) represents a shift from transactional HR functions to a proactive,
integrative, and long-term approach. SHRM links HR policies and practices with corporate strategy to ensure that workforce
capabilities align with organizational objectives (Wright & McMahan, 1992; Armstrong, 2020). Contemporary SHRM
extends beyond recruitment and retention, encompassing talent analytics, competency mapping, succession planning, and
leadership development—all with a focus on agility in volatile markets.

Recent research emphasizes that advanced people management is not solely about skill acquisition but also about fostering
adaptability, digital fluency, and collaborative mindsets (Singh & Kaur, 2022). In the context of digital transformation,
organizations must develop “digital-ready” human capital—employees capable of navigating and leveraging emerging
technologies, such as Al-assisted marketing tools and data-driven decision-making platforms.

E-Marketing and Corporate Performance

E-marketing, or electronic marketing, discusses the application of digital technologies—most notably the internet, mobile
platforms, and data analytics—to plan, execute, and monitor marketing activities (Chaffey & Ellis-Chadwick, 2019). Unlike
traditional marketing, e-marketing offers real-time interaction, precise customer segmentation, and measurable outcomes at
relatively low costs.

Two interrelated dimensions are critical for leveraging e-marketing effectively:
1. Digital Marketing Capabilities (DMC)

These are the organizational skills and knowledge required to design, implement, and refine digital marketing strategies.
Capabilities include digital market sensing (monitoring trends and customer behavior), digital innovation (creating new value
propositions using technology), and digital leadership (aligning teams toward technology-driven goals). Firms with strong
DMC can adapt campaigns quickly, personalize customer engagement, and optimize marketing spend (Vorhies & Morgan,
2005; Nadeem et al., 2023).

2. Digital Marketing Activities (DMA)

These are the operational actions through which digital marketing strategies are executed. They include social media
marketing, content creation, online advertising, email campaigns, affiliate partnerships, and search engine optimization
(SEO). High-quality DMA ensures customer touchpoints are relevant, engaging, and consistent across channels. Recent
studies show that well-coordinated DMA enhances brand visibility, customer loyalty, and sales conversion rates (Bala &
Verma, 2021).

Linking People Management and E-Marketing to Performance

Corporate performance encompasses both financial measures (profitability, revenue growth) and non-financial indicators
(customer satisfaction, market share, operational efficiency). While SHRM directly contributes to these outcomes through
enhanced employee productivity and retention, digital marketing serves as a complementary mechanism by improving
market reach, customer engagement, and brand positioning.

The synergy between SHRM and e-marketing lies in their mutual reinforcement. Skilled and motivated employees are
better equipped to design and execute effective e-marketing campaigns, while successful digital marketing outcomes further
justify and sustain investments in human capital. For resource-constrained MSMEs, this integration is particularly valuable,
enabling them to compete with larger firms without matching their resource base.

Conceptual Model

This study proposes a model in which SHRM directly influences corporate performance, with DMC and DMA exerting both
independent effects and moderating effects on this relationship.
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Figure 1: Conceptual Model

Hypotheses Development

Based on the above theoretical foundations, the following hypotheses are proposed:
H1: SHRM has a positive and significant effect on corporate performance.

H2: DMC have a positive and significant effect on corporate performance.

H3: DMA has a positive and significant effect on corporate performance.

H4: DMC positively moderates the relationship between SHRM and corporate performance, such that the relationship is
stronger at higher levels of DMC.

HS: DMA positively moderates the relationship between SHRM and corporate performance, such  that the relationship
is stronger at higher levels of DMA.

Table 1. Summary of Key Literature on SHRM, E-Marketing, and Corporate Performance

é:;l;or(s) & Focus Area Key Findings Relevance to Current Study
. Re.so.urces that are Valuab!e, " | Forms the theoretical foundation for
Barney Resource-Based View | inimitable, and non-substitutable viewing human capital as a strategic
(1991) (RBV) drive sustainable competitive £ p &
resource in SHRM.

advantage.
Wright & Integrg tion of HR practices with Supports the direct link between SHRM and
McMahan SHRM organizational strategy enhances corporate performance
(1992) performance. P p ’

Emphasizes talent management,
Armstrong . agility, and alignment with | Highlights the need for adaptive HR
(2020) Modern HR Practices strategic goals in volatile | strategies in the digital era.

markets.
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Vorhies &

Strong marketing capabilities

Basis for including Digital Marketing

customer engagement.

Morgan Markeppg tmprove customer Capabilities (DMC) as a performance
Capabilities responsiveness and .
(2005) driver.
performance.

Chgffey & . . Digital - marketing  enables Justifies inclusion of Digital Marketing
Ellis- Digital Marketing | targeted, measurable A .

. . Activities (DMA) as a key factor in
Chadwick Strategy communication at lower costs erformance
(2019) than traditional channels. p '
Bala & | Social Media ]jrf}flzcrfgée ls)cr)::%l ?sv?fe;g:;eifs Supports DMA’s positive role in
Verma (2021) | Marketing performance outcomes.

Singh & Kaur
(2022)

Digital-Ready Human
Capital

Workforce digital fluency is
critical for maximizing
technology’s business impact.

Links advanced people management with e-
marketing effectiveness.

Nadeem et al.
(2023)

Digital Leadership &
Marketing Innovation

Leadership in digital contexts
boosts innovation and market
adaptability.

Reinforces the moderating role of DMC in
the SHRM—performance relationship.

Balaid et al.
(2023)

SME
Adoption

Digital

Digital adoption  increases
operational  efficiency  and
profitability in SMEs.

Aligns with current study’s focus on
MSMEs and Industry 4.0 context.

Methodology

This study adopts a quantitative research design to empirically assess the relationship between advanced people
management approaches—specifically SHRM and corporate performance, while incorporating the moderating effects of
DMC and DMA. The research is cross-sectional in nature, collecting data at a single point in time from MSMEs operating
in India. The MSME sector plays a pivotal role in the Indian economy, contributing around 30% to the GDP and accounting
for nearly 48% of exports (Ministry of MSME, 2024). With over 63 million MSMEs spread across rural and urban India,
this sector faces significant opportunities and challenges in adopting digital marketing and advanced HR strategies.

Population and Sample

The population for this study includes all registered MSME:s in India. According to the Ministry of MSME’s Annual Report
(2023-24), there are approximately 63.4 million MSMEs. To determine a representative sample size, the Slovin formula

was applied with a margin of error of 5%:

" T I+ N(e)?
63, 400, 000

" 1 (63,400,000 x 0.052)

=z 400

To ensure reliability and account for potential non-responses, 450 MSMEs were targeted. A total of 435 valid responses
were obtained, representing a 96.6% usable response rate. The sample was selected using stratified random sampling to
capture diversity in terms of:

e  Geography (North, South, East, West, and Central India)

e Industry type (manufacturing, services, and trade)

e Enterprise size (micro, small, and medium)
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Data Collection Method
Data was collected using a structured questionnaire distributed through:

e  Online channels: Email, LinkedIn, WhatsApp business groups, and industry association mailing lists (CII, FICCI,
ASSOCHAM).

e Offline channels: MSME Development Institutes, District Industries Centres, and state-level trade fairs.

The questionnaire employed a 5-point Likert scale (1 = strongly disagree to 5 = strongly agree) to measure SHRM practices,
DMC, DMA, and corporate performance.

A pilot study with 30 Indian MSME owners/managers helped refine the instrument for clarity and cultural relevance.
Feedback led to small adjustments in terminology—for instance, replacing “compensation package” with “salary and benefits

structure,” which is more widely understood in Indian SMEs.

Operational Definitions and Measurement of Variables

Variable Indicators Measurement Items References
Workforce planning,
recruitment, training
articipation, 5 items (e.g., “Our recruitment . )
SHRM gerforrrr)lance process (isg aligned with the Mgn'sour (2015);, Armstrong (2020);
. ., " Ministry of MSME (2024)
appraisal, enterprise’s growth strategy”)
compensation
strategies
]1\)/;52: tin ?ﬁiﬁtﬁon Casertlfll.ng, 4 items (e.g., “We track digital
ng . pabl %ty, trends to adapt our marketing | Chaffey (2019); Nadeem et al. (2023)
Capabilities | leadership capability, strategics effectively”)
(DMCO) strategy execution
Digital Online ads, afﬁllatF: 5 items (e.g., “We actively
Marketing programs, emfnl engage with customers through
RN marketing, social . . . Bala & Verma (2021); IAMAI (2024)
Activities media marketing social media platforms like
(DMA) SEO > | Instagram and LinkedIn”)
Effectiveness,
Corporate efficiency, employee | 5 items (e.g., “We consistently
Performance | productivity, meet our revenue and market | Zehir et al. (2016); SIDBI (2024)
(CcpP) customer satisfaction, | share targets”)
profitability

Data Analysis Techniques

Data analysis was performed using SPSS version 26:

1. Validity Test: Pearson correlation (r > 0.098 at 5% significance level).

2. Reliability Test: Cronbach’s alpha > 0.70 indicates internal consistency.

3. Classical Assumption Tests:

Normality: Kolmogorov—Smirnov test (p > 0.05).

Multicollinearity: VIF < 10, tolerance > 0.10.

Heteroscedasticity: Glejser test and scatterplots.

4. Hypothesis Testing: Moderated Regression Analysis (MRA) to assess both direct and moderating effects.
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Regression Models:

CP =a+ 1 SHREM + B2DMC + 33DMA + €

CP = a+ BSHRM + B5(SHRM x DMC) + B3(SHRM x DMA) + €

Ethical Considerations

Participation was voluntary, with informed consent obtained before data collection. No sensitive personal data was recorded.
Respondents were assured that findings would be presented in aggregate form and used solely for academic and policy
purposes.

3. RESULTS
Demographic Profile of Respondents

The 435 MSMEs surveyed represent a diverse cross-section of industries and geographies within India. Table 2 presents the
distribution of respondents.

Table 2. Respondent Demographics

Category Sub-category E:‘)equency zzgcentage
Gender Male 298 68.5
Female 137 31.5
Enterprise | \ficro 231 53.1
Size
Small 143 32.9
Medium 61 14
ITI;’(:;;Stry Manufacturing | 182 41.8
Services 175 40.2
Trade 78 17.9
Region North India 96 22.1
South India 112 25.7
East India 81 18.6
West India 98 22.5
Central India 48 11

Validity and Reliability Tests

Table 3. Reliability Statistics

Variable g:';))ll::ach’s Interpretation
SHRM 0.886 Reliable
DMC 0.864 Reliable
DMA 0.879 Reliable
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CP 0.891 Reliable

All variables have Cronbach’s alpha values above 0.70, indicating good internal consistency.
Classical Assumption Tests
e Normality: Kolmogorov—Smirnov test p-values > 0.05 for all variables, confirming normal distribution.

e  Multicollinearity: VIF values ranged from 1.243 to 1.517, below the threshold of 10, indicating no
multicollinearity.

o Heteroscedasticity: Glejser test p-values > 0.05 for all variables, confirming homoscedasticity.

Hypothesis Testing Results

Table 4. Regression Results — Direct Effects

Predictor Beta (B) t-value p-value | Result

SHRM — CP 0.287 6.842 0 Supported
DMC — CP 0.354 7.926 0 Supported
DMA — CP 0.322 7.118 0 Supported

Interpretation: SHRM, DMC, and DMA each have a positive and statistically significant effect on corporate performance
among Indian MSMEs.

Table 5. Regression Results — Moderating Effects

Interaction

Term Beta (B) t-value p-value | Result
SHRM x DMC

. CP 0.438 9.152 0 Supported
SHRM x DMA

 CP 0.341 7.462 0 Supported

Interpretation: Both DMC and DMA positively moderate the relationship between SHRM and corporate performance,
strengthening the effect at higher levels of digital marketing integration.

Model Summary

Table 6. Model Summary

Model R | R | Adiusted o we | P
R? value

Main Effects | 53 | 54 | 0.529 105.682 | 0

Model

Moderated

Model 0.79 | 0.63 | 0.625 123912 |0

The inclusion of moderating effects increases the explained variance in corporate performance from 53.5% to 63.1%,
demonstrating the importance of integrating digital marketing with SHRM practices.
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Visual Representation of Key Findings
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Figure 3. Moderating Effect of DMA on SHRM

4. DISCUSSION
Overview of Key Findings

The results confirm that SHRM significantly enhances corporate performance among Indian MSMEs ( = 0.287, p <0.001).
Furthermore, DMC and DMA independently contribute to recital gains (B = 0.354 and B = 0.322, respectively). The
moderating analysis reveals that both DMC and DMA strengthen the SHRM—performance relationship, increasing the
explained variance in performance from 53.5% to 63.1%.

This suggests that the integration of advanced people management approaches with e-marketing strategies produces a
synergistic effect — a finding that aligns with the broader Resource-Based View (RBV) and digital transformation literature.

SHRM and Corporate Performance in Indian MSMEs
The positive effect of SHRM on performance supports the idea that human capital is a key differentiator for MSMEs in

competitive markets. Indian MSMEs often operate with limited financial resources, yet a well-trained, motivated, and
strategically managed workforce can offset these constraints.

This aligns with Singh & Kaur (2022), who found that digitally skilled human capital in Indian SMEs improved operational
efficiency and customer service quality. It also resonates with global findings by Armstrong (2020), emphasizing agility and
strategic alignment in HR practices as critical to sustaining competitiveness in volatile markets.
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Role of DMC

The strong direct impact of DMC ( = 0.354) reflects the growing importance of digital literacy, market sensing, and
innovation capability in Indian MSMEs. The moderating role of DMC (B = 0.438) suggests that when SHRM is
complemented by high digital marketing competence, HR strategies yield greater returns.

This is consistent with IAMAI (2024) reports showing that MSMEs with integrated digital marketing strategies reported 25—
30% higher sales growth compared to those without such capabilities. Our findings extend this by showing that DMC not
only drives performance directly but also amplifies the benefits of strategic HR practices.

Role of Digital Marketing Activities (DMA)

DMA’s positive effect (B = 0.322) underscores the operational importance of actively executing digital marketing campaigns
— from social media engagement to SEO optimization. The moderating effect (B = 0.341) suggests that active digital
marketing execution translates HR strategic intent into tangible customer engagement and sales outcomes.

This mirrors Bala & Verma (2021), who highlighted the role of consistent social media presence and targeted digital
campaigns in building brand loyalty among Indian consumers. In the context of MSMEs, where brand recognition is often
limited, such activities can significantly enhance visibility and competitiveness.

Integration of SHRM and Digital Marketing: A Synergistic Advantage

The higher explanatory power of the moderated model (R? = 0.631) reflects the mutually reinforcing nature of advanced
people management and e-marketing. SHRM ensures that employees possess the skills, motivation, and strategic alignment
needed to design and implement effective digital marketing strategies, while successful digital marketing provides
measurable performance gains that justify and sustain HR investments.

This is particularly relevant under India’s Digital India and Make in India initiatives, where MSMEs are encouraged to
adopt technology for market expansion while improving workforce capabilities.

Practical Implications
For MSME Owners/Managers:
e Invest in digital skills training for employees to ensure they can effectively use online marketing tools.

e Align HR policies with digital marketing objectives to create synergy between talent management and market
outreach.

e Leverage affordable digital platforms like WhatsApp Business, Instagram Shops, and Google My Business for
targeted outreach.

For Policymakers and Industry Bodies:
e Expand Digital MSME programs to combine HR capability building with digital marketing literacy.
e  Offer subsidized access to digital marketing analytics tools for small enterprises.

e  Partner with industry associations to develop certification programs in “Integrated HR—Digital Marketing Strategy”
for MSME managers.

Theoretical Implications

This study extends RBV by demonstrating that in the Indian MSME context, performance is not driven by isolated resource
capabilities (e.g., HR or marketing alone) but by resource complementarities — where human capital strategies and digital
marketing capabilities reinforce each other.

It also adds to SHRM literature by framing e-marketing not as an external function but as an integral part of strategic HR
alignment in the digital age.

5. CONCLUSION AND RECOMMENDATIONS

This study investigated the relationship between SHRM, DMC, DMA, and corporate performance among Indian MSMEs.
The findings confirm that: SHRM has a significant positive impact on corporate performance, demonstrating the critical role
of strategically managed human capital in resource-constrained MSME environments. DMC and DMA both independently
enhance performance, reflecting the growing relevance of digital skills, market responsiveness, and active marketing
execution in India’s competitive business landscape. DMC and DMA moderate the SHRM—performance relationship,
indicating that HR strategies deliver greater returns when integrated with digital marketing capabilities and activities. Overall,
the integration of advanced people management approaches with e-marketing creates a synergistic advantage, enabling
MSMEs to optimize operational efficiency, expand market reach, and improve profitability. The moderated model’s
explanatory power (R? = 0.631) highlights the importance of this dual capability approach in achieving sustainable growth
in the digital economy.
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6. PRACTICAL RECOMMENDATIONS
For MSME Owners/Managers:

Integrate HR and Marketing Functions: Align recruitment, training, and appraisal processes with digital marketing
objectives to ensure employees have both the motivation and skills to execute campaigns effectively.

Prioritize Digital Skills Development: Regularly upskill staff in SEO, social media marketing, analytics, and content
creation through online courses and industry workshops.

Leverage Cost-Effective Digital Tools: Utilize platforms like Meta Business Suite, Google Analytics, and Al-based
design tools (e.g., Canva) to maximize marketing ROI.

Measure and Iterate: Track campaign performance metrics and feed insights back into HR planning for continuous
improvement.

For Policymakers and Industry Associations:

Expand Digital MSME Programs: Combine workforce development with marketing technology adoption initiatives.

Offer Targeted Subsidies: Provide tax rebates or financial incentives for MSME:s investing in HR—digital marketing
integration.

Create Industry-Academia Partnerships: Develop specialized certification programs in “HR-Digital Marketing
Strategy” for MSME leaders.

Promote Regional Digital Clusters: Establish local hubs where MSMEs can share digital resources, marketing talent,
and best practices.

Limitations of the Study

Cross-sectional design limits the ability to capture long-term cause—effect relationships.

The study’s focus on registered MSMEs excludes informal enterprises that form a substantial part of India’s
economy.

Self-reported measures may be subject to response bias, especially regarding performance indicators.

Future Research Directions

Conduct longitudinal studies to assess the sustained impact of HR—digital marketing integration on performance.
Explore sector-specific variations, e.g., differences between manufacturing and service-oriented MSMEs.

Include emerging technologies such as Al-driven customer analytics, chatbots, and augmented reality marketing in
future models.

Investigate the role of leadership style in facilitating HR—digital marketing synergy.
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