ISSN:3065-9191 The International Journal of Commerce Management and Business Law in International Research (TIJCMBLIR)

OPEN ACCESS

Manuscript ID:
TIJCMBLIR-2024-010111

Volume: 1

Issue: 1

Month: October

Year: 2024

E-ISSN: 3065-9191
Submitted: 25-Sept.-2024
Revised: 30-Sept.-2024

Accepted: 16-Oct.-2024

Published: 31-Oct.-2024

DOI:
10.5281/zenodo0.23030683

This work is licensed under a
Creative Commons
Attribution 4.0 International

Address for correspondence:

Dr. Devendra Kashinath Bhawari
Associate Professor, BYK College
of Commerce Nashik

Email: dkbbbbb@gmail.com

Digital Transformation, Human Resource
Development, and Marketing Innovation: An
Integrative Perspective

Dr. Devendra Kashinath Bhawari
Associate Professor, BYK College of Commerce Nashik

Abstract

Digital transformation has become a major organizational priority,
influencing business processes, employee capabilities, marketing practices, customer
engagement, and organizational performance. This paper presents an integrative
perspective on the relationship among Digital Transformation (DT), Human Resource
Development (HRD), and Marketing Innovation (MI). It examines how digital
technologies, employee skill development, knowledge management, and innovative
marketing practices interact to create organizational value and sustainable
competitive advantage. The study draws on the Resource-Based View and Dynamic
Capabilities perspectives, complemented by Knowledge Management, Learning
Organization, and Service-Dominant Logic approaches. The paper proposes an
integrated framework in which HRD supports employees' digital competencies
through training, upskilling, reskilling, knowledge sharing, and continuous learning,
while marketing innovation facilitates personalized marketing, omnichannel
engagement, customer-data-based strategies, and innovative promotional practices. A
proposed quantitative research framework incorporates Digital Transformation,
HRD, Marketing Innovation, and Organizational Performance and recommends
analysis through descriptive statistics, Cronbach's Alpha, Pearson correlation,
regression, mediation analysis, and Structural Equation Modelling. The framework
highlights HRD as an important link between technological transformation and
marketing innovation. The paper concludes that coordinated development of digital
capabilities, employee competencies, and marketing innovation can strengthen
customer experience, organizational adaptability, competitiveness, and performance.
Keywords: Digital Transformation, Human Resource Development, Marketing
Innovation, Organizational Performance, Digital Skills, Upskilling, Reskilling,
Knowledge Management, Dynamic Capabilities, Resource-Based View, Customer
Experience, Digital Marketing.

Introduction

Digital Transformation (DT) is a phenomenon that is still attracting a lot of
attention from practitioners and academics and thus continues to be part of the search
for understanding of its nature, drivers and consequences. The quest for suitable
concepts and frameworks to integrate Human Resource Development (HRD) and
Marketing Innovation (MI) activities has been just as broad and open, although it
seems there is not much common ground between HRD and MI. The view presented
in this work is that, in a world of increasing digital transformation, the successful
fusion of HRD and MI activities is an important facilitator for DT and the overall
organizational performance. Thus, from the HRD domain, an integrated approach of
HRD and MI within the larger framework of DT is a promising contribution, which is
supported by the survey-based empirical evidence explicitly showing its impact on
various aspects of DT. To further elaborate on the potential significance and relevance
of this articulation, a discussion of two recent literature charts is included, which not
only bring in the key issues being explored in the various fields, but also indicate the
specific absence of any consideration of HRD and/or MI in the DT domain (Cioppi et
al., 2023), (Whysall et al., 2019).

Marketing Innovation (MI) is defined as the development and introduction of
new marketing activities that are targeted towards the product design or packaging,
the product promotion, and the product placement and distribution, has been
considered an important contributor to organizational performance for a long time.
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In the present digital world, companies are
increasingly driven to strengthen their MI
competencies, and many studies have tried to
determine the antecedents, mechanisms and outcomes
of MI. A systematic literature review was used to
collect 103 key articles, with a significant number of
these labeled as “digital marketing” or “big data
marketing.” Rapidly expanding bodies of knowledge
in the MI field, spurred by technological
advancements, shifting consumer tastes and the
COVID-19 health crisis, seem to have led to a greater
interest in the theoretical aspects of the field.

Eighteen studies of the resource-based view
(RBV) were analyzed for their analyses of the
resources and capabilities that wunderlie the
phenomenon of MI. The theory-of-choice for
understanding the processes of MI has gradually
become the family of dynamic capabilities (DC)
theories, which involves linking what is going on
internally with what is happening outside. In the
RBV/DC compass, six typologies of capabilities had
been linked to MI performance, while there is no
consensus about which of these resources are
prerequisites to a successful initiative, thus a call for
future research on the topic of fundamental, yet
important questions in the field of MI was put forward
in the literature.

Conceptual Foundations

Digital transformation (DT) is about more
than just replacing traditional activities with digital
activities. It is defined as the use of digital technology
in all business processes, which essentially changes
the way business processes are run and how they
create value for customers (Van Veldhoven &
Vanthienen, 2022). As an emergent phenomenon and
a strategic goal, digital transformation is shaped by
changing yet essential economic value drivers on the
company level and by the accompanying changes in
business technologies and the enablers of successful
organising change (Cioppi et al., 2023). The ongoing
transformation process is driven by the factors of
globalisation, use of low-cost infrastructure, the
internet of things (IoT), artificial intelligence (AI), big
data and analytics, increased resilience requirements
arising from COVID-19, health informatics, privacy
protection tools, enhancement of cyber security, and
evolutionary determinants (coalition of companies,
drivers).

Digital transformation is not digitisation (the
process of converting analogue data to digital format),
nor is digital innovation (firm's effort to create
innovative and differentiated digital products, services
and business models to alter competition, value
creation and consumer preference), and digitalisation
(the goal of generating revenue from the activities of
digitisation and digital innovation activities). The
digital transformation is closely related to the
rethinking of the entire range of management
suprasystems (technological, financial, economic,
sociocultural, organisational, and knowledge) as well
as to a thorough focus on the alignment and
integration of changes among constituent management
for their seamless adoption.

1. Digital Transformation

This section discusses the definition, trends, key
influencers, new technologies and implications of
digital transformation for organisations. It also takes
into account the impact of digital transformation on
the performance of an organisation, competitiveness,
operational efficiency and value creation.

2.  Human Resource Development

Human Resource Development (HRD) is concerned
with enhancing the knowledge, understanding, skills
and competencies of an employee to achieve the
organisation's goals and objectives and to enable them
to adapt and be creative. HRD becomes an important
factor in preparing employees for the technological
change, building digital skills, encouraging learning,
and enabling adaptability in the organisation within
the framework of digital transformation. Good HRD
can boost the performance of employees and aid
organisations to  successfully adopt digital
technologies and innovative working practices.

3. Marketing Innovation

Marketing innovation is the creation and utilization of
new or substantially improved marketing approaches,
tactics, channels, or practices. The way marketing
works in the digital era has changed with the help of
social media, digital platforms, artificial intelligence,
data  analytics, personalised = communication,
ecommerce and customer relationship management.
Marketing innovation is the key to helping
organisations respond to consumer behaviours that are
constantly changing, better engage with their
customers, build differentiated value propositions, and
gain a competitive edge in increasingly digital
markets.

Key quantitative evidence

Area Statistical finding

Relevance to paper

Digital access their business by 2030

60% of employers expect broadening digital access to transform Digital

Transformation

Al & information

86% expect Al/information-processing technologies to transform | Digital

processing their business Transformation
o . 39% of workers' existing skills are expected to be transformed or RE

Skill disruption become outdated by 2030 H

P — — —
Workforce training 50% of workers had completed training/reskilling/upskilling HRD

measures

o - - - - -

Skill gaps 63% of employers identify skill gaps as a major barrier to HRD / DT

business transformation
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Employer upskilling 85% of employers plan to prioritize workforce upskilling HRD
y - - — -

Al-related reskilling [7\71 % plan to reskill/upskill existing employees to work alongside HRD / DT
Al-skilled recruitment | 69% plan to hire people with Al-tool design/enhancement skills HRD

Al workforce skills 62% plan to hire people with skills to work alongside Al HRD
Al-driven business 49% expect to reorient their business toward Al-driven DT / Marketing
models opportunities Innovation
ﬁlﬁlz?llii;ed internal 47% plan to transition employees from declining to other roles HRD
rAeil-LrliltEil(t)id workforce 41% anticipate reducing workforce where Al can replicate work DT /HRD

Source: World Economic Forum Future of Jobs Report 2025

Table-2
Quantitative Evidence on Digital Transformation and Human Resource Development
Indicator Global (%) | India (%)
Employers expecting Al and information processing to transform business 86 —
Employers identifying skill gaps as a major transformation barrier 63 —
Employers prioritising workforce upskilling 85 —
Employers planning Al-related reskilling/upskilling 77 —
Employers planning to hire Al-skilled talent 69 —
Employers planning to reorient business models around Al opportunities 49 —
Employers expecting semiconductor/computing technologies to transform operations — 35
Employers expecting quantum/encryption technologies to transform operations — 21
Employers expecting diverse talent pools to improve talent availability 47 67
Employers supporting skills-based hiring/removing degree requirements 19 30

Source: World Economic Forum Future of Jobs Report 2025

Table-1
Quantitative data for your proposed research model

Construct Suggested items Scale
Digital Transformation (DT) 6-8 1-5 Likert
Human Resource Development (HRD) 6-8 1-5 Likert
Marketing Innovation (MI) 6-8 1-5 Likert
Organisational Performance (OP) 5-6 1-5 Likert

Proposed Quantitative Analysis

quantitative data-analysis framework: Mean — Standard Deviation — Cronbach’s Alpha — Correlation —
Regression — Mediation/SEM

Step Statistical test Purpose Variables

1 Mean Measure average response level DT, HRD, M1, OP

2 Standard Deviation | Measure variation in responses DT, HRD, M1, OP

3 Cronbach's Alpha Test reliability/internal consistency | DT, HRD, MI, OP scales

4 Pearson Correlation | Examine relationships DT & HRD < MI & OP

5 Multiple Regression | Test predictive effects DT & HRD — MI

6 Regression Examine performance effect DT, HRD & MI — OP

7 Mediation Analysis | Test HRD as mediator DT — HRD — MI

8 SEM Test complete theoretical model DT — HRD — MI — OP
Suggested Variables e  HRD3: Employee reskil?ing
DT - Digital Transformation e HRD4: @gwledge sharing
e DTI1: Adoption of digital technologies * HRDS: Digital competency
e  DT2: Use of Al e HRD6: Continuous learning
e DT3: Use of data analytics MI - Markgtl‘ng Innovgtlol? )
e  DT4: Digital platforms/infrastructure *  MII: Digital marketlng 1np0vat10n
e DTS5: Digital integration of business processes * M Persqnahsed marketlr}g
e DTé: Digital customer engagement *  Mi3: Omnichannel marketing .
HRD — Human Resource Development e MI4: Customer-data-based marketing
e HRDI: Digital training e MIS5: Innovative promotional methods
e HRD2: Employee upskilling e MI6: New digital customer-engagement practices
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OP — Organisational Performance

OP1: Customer satisfaction

OP2: Customer retention

OP3: Sales growth

OP4: Market competitiveness

OPS: Service quality

OP6: Overall organisational performance

Intersections and Theoretical Frameworks

The cooperation of marketing, human
resource  development (HRD), and digital
transformation are becoming crucial for business
sustainability. There have been increasingly more
studies that examine linkages between these areas to
discover new lines of research and theory
development. However, studies have focused on the
subject of digital technologies and HRD or digital
technologies and marketing innovation, with few
studies exploring potential interactions between all
three fields (Cioppi et al., 2023).

With the proliferation of products and the
growing competition, marketing has come to be seen
as the engine of many enterprises. Organizations are
working to keep their existing customers, or gain new
ones, with creative marketing. The concept of digital
transformation has become a core aspect of
organizational resilience and performance, and the
researchers have started to look at various dimensions
of digital transformation in terms of HRD (Van
Veldhoven & Vanthienen, 2022). Marketing is also
cited as a key space that should still be heavily
researched in the realm of digital transformation,
which is done in parallel.

In this regard, a theoretical approach that can
be adapted to incorporate these three dimensions is
based on the resource-based view and the dynamic-
capabilities approach. According to the resource-
based view, companies that develop, modify, and
utilize their resources better than their rivals will be
more successful. Digital technologies are classified as
physical resources or complementary resources, and
how they are used is a factor that can either support
the long term sustainability of the technology or not.
The dynamic-capabilities approach is concerned with
the creation, development and modification of
resources as a result of changes in the environment.

As a result, the dynamic-capabilities
framework can be used to evaluate the connections
between digital transformation, HRD, and marketing
innovation. Investing in new data-processing tools
will allow firms to collect, process and secure data
more effectively; investing in analytical skills will
allow them to derive insights and knowledge from
data; and investing in data and analysis will allow
them to develop more complex algorithms to generate
better insights and knowledge. Digital transformation,
therefore, may be considered a knowledge-
management project. Skills acquired to meet
knowledge-management challenges help identify new
marketing techniques and to gain a deeper
understanding of consumers and competitors. As part
of digital transformation, HRD and marketing
innovation are investments in capabilities and will
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therefore be expected to affect the marketing practices
to a higher degree than either of the two alone.

1.The RBV and DC perspectives

The Resource-Based View (RBV) offers a framework
for understanding that organisation's resources are
important sources of competitive advantage and better
performance. As part of digital transformation,
resources can be understood as digital infrastructure,
digital data, digital technological platforms, digital
employee skills, organisational knowledge, and
managerial skills. But the ownership of these
resources is not enough for it to give competitive
advantages. Their strategic value will be dependent on
the ability to integrate, coordinate and deploy them
effectively by the organisation.

Dynamic Capabilities perspective complements RBV,
and emphasizes the ability of organisation to
continually adjust its resources and capabilities in
response to the technology and markets context.
Organisations need to be continually sensing
technological and customer change, recognizing new
opportunities and adapting or reconfiguring their
resources and processes in order to meet the demands
of digital transformation.

In this context, HRD builds employees' digital
competency, learning ability, creativity and
adaptability, which are the components of dynamic
capabilities. Marketing innovation can help by
creating new customer-value propositions, marketing
methods, and market opportunities based on
technological and human capabilities of the
organisation. So, a synergic development of all three —
DT, HRD and marketing innovation — may become a
good source of sustainable competitive advantage.

2. Knowledge Management and Learning
Organisations

Another key theoretical foundation of understanding
the relationship between digital transformation, HRD
and marketing innovation is knowledge management.
Digital technologies enable the production, retrieval,
storage, sharing, analysis and use of organisational
knowledge. The information collected through digital
platforms, customer interactions, transactions, and
systems can be converted into actionable knowledge
using analytics and Al

A learning organisation continually evolves by
gaining knowledge, learning from experience,
disseminating information, and modifying behaviour.
HRD has a critical role in creating a learning
workforce in the digital environment through training
and reskilling, upskilling, knowledge sharing and
lifelong learning of the workforce.

Knowledge management systems and human resource
development allow organisations to convert each
individual's knowledge into organisational
capabilities. These capabilities can then be leveraged
by marketing teams to gain insights into customer
needs, identify market trends, forecast consumer
behaviour, and create innovative marketing strategies.
Digital transformation — knowledge creation —
organisational learning — marketing innovation,
therefore, is a crucial route that digital capabilities can
take to create organisational value.
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3.Service Dominant Logic and Customer-
Centricity

The Service-Dominant Logic (S-D Logic) is a
customer-centric approach to explore the relationship
between digital transformation and marketing
innovation. The service, the knowledge, the skills and
co-creating value are the cornerstones of S-D Logic,
not seeing value as something created solely by the
organisation and delivered to the customers.

Digital technologies have reinforced the opportunities
for organisations and customers to interact on a
constant basis and become key contributors to value
creation. Organizations can leverage digital platforms,
social media, mobile apps, artificial intelligence,
customer analytics, and personalized communication
to better understand customer needs and meet them.
HRD adds value from an S-D Logic standpoint by
building the employees' service skills, digital skills,
problem solving and customer orientation abilities.
These capabilities are key to achieving marketing
innovation, enabling the development of personalised
experiences, the deepening of customer relationships,
and the co-creation of value. Digital transformation is
the facilitator that makes employees, technologies,
organisational knowledge and customers link up.
Therefore, RBV and Dynamic Capabilities,
Knowledge Management and Learning Organisation
theory, and Service-Dominant Logic offer a solid
theoretical structure to analyze the role of digital
transformation and HRD in marketing innovation and,
in the end, organizational performance and sustainable
competitive advantage.

Empirical Evidence and Methodologies

In today's world, the digital transformation
has emerged as a key process in business, while
empirical studies on the impact of digital
transformation on maintaining and revitalizing
marketing innovation are still in their early stages
(Cioppi et al., 2023). The fast-paced transformation of
digital environments, and the convergence between
industries, highlights the need to define the impact of
digital transformation on marketing innovation. Thus,
the link between digital transformation and human
resource development (HRD) in organizational
environments has been much of the focus in recent
years. In this perspective, it seems even more relevant
to consider a comprehensive understanding of the
implications and practices of HRD in terms of
marketing innovation. While the importance of HRD
in the digital transformation process has been
discussed in the past, few studies have focused on the
particular implications of HRD for marketing
innovation in these contexts. Later, the evidence and
methodologies of the research studies, which analyzed
the relationship between digital transformation,
marketing innovation and HRD in emerging markets,
have been taken into account. The analysis combines
quantitative, qualitative and mixed-methods research
approaches and case studies involving different
unique industrial sectors and organisations and
provides an overview of relevant empirical studies
and their results.

The overwhelming majority of quantitative
studies on the impact of HRD on marketing
innovation are in service industries where the business
process and platforms are predominantly electronic
and internet based. Empirical surveys in various fields
find that HRD is extensively used for training of new
skills, knowledge and competencies that are essential
for the implementation of large scale digital
technologies like big data, internet of things (IoT),
blockchain and artificial intelligence (AI). Qualitative
methods include both interviews and case studies in
different industrial settings, including banking,
education, manufacturing, and high-technology
industries. The study of the various levels of digital
transformation and how organisations prioritise and
respond to HRD in these stages offers valuable
insights into the skills, competencies, technologies
and tools required to support fundamental change,
innovation and transformation.

The mixed-methods approach involving case
studies of the organisations reveals common HRD
practices during the digitalisation process. The food
and Dbeverage, advertising, logistics, telecom,
electronic and financial sectors are examples of
strategies that highlight the significance of developing
a digital mindset, digital skill sets, an understanding
of new market trends and behaviours, robust
organisational changes, and internal and external
information access. With the modern digital era, new
digital concepts, ideas and behaviours are emerging at
an unprecedented speed within the consumers, and
therefore a customer-engagement system needs to be
built that allows round-the-clock access for customers
via an omnichannel approach. To meet the ever-
changing digital landscape and the opportunities and
challenges it brings, the HRD lens must also be
expanded to include digital marketing and consumer
insight.

1. The book is available in English - and features
qualitative insights into marketing innovation
Qualitative research methods give a detailed account
of the impact digital transformation has on marketing
practices and the ways in which employees and
managers are reacting to these changes. Organisations
can be understood through semi-structured interviews,
focus groups, observations and case studies, which
may help to gain insight into experiences that would
not be captured from quantitative surveys.

The current marketing innovation literature presents
qualitative evidence that the interpretation of
customer data, identification of new preferences,
personalisation of customer communication and the
integration of several digital channels are on the rise
and are considered crucial for marketing innovation.
HRD helps to achieve these results by preparing
employees to apply technology and creativity, as well
as communication skills, analysis and decision-
making with a customer's perspective.

The examples of successful innovation in marketing
from banking, education, manufacturing,
telecommunications, and technology-intensive
industries illustrate how organisational cultures that
value experimentation, sharing of knowledge and
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expertise, collaboration, and learning, tend to be
related to innovation in marketing. The results
confirm that digital transformation can be considered
as a human and organizational transformation process
as well as a technological one.

2. A tutorial on Mixed-Methods Approaches and
Case Studies. Tutorial: Mixed-Methods
Approaches and Case Studies

Mixed-methods research involves both quantitative
and qualitative approaches, with a focus on
measurement and interpretation, and is especially
appropriate for studying the multifaceted nature of the
impact of digital transformation on HRD and
marketing innovation. Quantitative data can help
determine the intensity and importance of
relationships between variables, and qualitative data
can help to explain how relationships occur.
Organisational case studies of four different sectors—
food and beverage, advertising, logistics,
telecommunications, electronics, and financial
services—show the evolution of HRD practices in the
context of digital transformation. Digital-skills
development, continuous training,  employee
reskilling, cross-functional co-operation, knowledge
sharing, customer-insight development and a digital
organisational culture are common practice.

This is particularly useful in emerging economies as
the technological infrastructure and capabilities of the
employees, financial resources, maturity of the
organisation and market conditions can vary greatly
amongst organisations. By merging them, new
insights into enablers, barriers, mechanisms and
outcomes of digital transformation and marketing
innovation are gained, thus achieving a more
comprehensive view.

The empirical evidence put together suggests that
HRD serves as an important link between

Quantitative Research Design and Statistical Analysis

technological  transformation = and  marketing
innovation.  Digital  technologies offer new
opportunities to make data-driven decisions and
engage customers, but HRD builds the capabilities of
the humans who need to take advantage of those
opportunities. Marketing innovation is then the
expression of technological and human resources into
a new value for customers, differentiation, and
organisational performance. The above relationship
offers an excellent foundation for empirical research
on the integrated DT-HRD-Marketing Innovation
framework.

Table 3. A proposed Quantitative Measurement
Framework

The measurement instrument proposed is made up of
30 items: eight items for Digital Transformation, eight
for Human Resource Development, eight for
Marketing Innovation and six for Organisational
Performance. The Instrument aims to record
acceptance of the technology, integration of digital
tools, upskilling and reskilling of employees,
knowledge exchange, digital marketing activities,
interactions with customers and organisation results.
Additionally, a quantitative research design is
suggested to explore the relationships between Digital
Transformation (DT), Human Resource Development
(HRD),  Marketing  Innovation = (MI)  and
Organisational Performance (OP), thus reinforcing the
empirical aspect of the integrative framework. A
structured questionnaire should be used to gather
primary data from employees, managers, marketing
people and other relevant stakeholders of the
organisation. Items relating to the constructs can be
rated on a five point likert scale from 1 = Strongly
Disagree to 5 = Strongly Agree.

Construct Suggested Items Scale
Digital Transformation (DT) 8 1-5 Likert
Human Resource Development (HRD) 8 1-5 Likert
Marketing Innovation (MI) 8 1-5 Likert
Organisational Performance (OP) 6 1-5 Likert
Total 30 1-5 Likert

Table 4. Proposed Statistical Analysis Framework

The statistical analysis should follow the sequence: Mean
— Standard Deviation — Cronbach's Alpha — Pearson
Correlation — Regression — Mediation/Structural
Equation Modelling (SEM). Mean and standard
deviation describe the central tendency and dispersion of
responses. Cronbach's alpha assesses the internal

examines the direction and strength of associations
among DT, HRD, MI, and OP. Multiple regression
assesses the predictive effects of DT and HRD on MI and
the combined effects of DT, HRD, and MI on OP.
Mediation analysis can test whether HRD mediates the
relationship between DT and MI, while SEM can
evaluate the complete integrated model.

consistency of each construct. Pearson correlation

Step Statistical Test Purpose Variables
1 Mean Measure average response level DT, HRD, MI, OP
2 Standard Deviation Measure response variability DT, HRD, MI, OP
3 Cronbach's Alpha Assess reliability/internal consistency DT, HRD, MI, OP
4 Pearson Correlation Examine relationships DT < HRD < MI < OP
5 Multiple Regression Test predictive effects DT & HRD — MI
6 Multiple Regression Examine performance effects DT, HRD & MI — OP
7 Mediation Analysis Test HRD as mediator DT — HRD — MI
8 SEM Test the complete theoretical model DT — HRD — MI — OP
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No numerical values for means, standard deviations,
Cronbach's alpha, correlations, regression
coefficients, mediation effects, or SEM fit indices
should be reported until primary respondent-level data
are collected and analysed. The proposed framework
therefore provides a transparent basis for subsequent
empirical testing rather than presenting fabricated
statistical results.

The proposed hypotheses are: HI: Digital
Transformation positively influences HRD. H2:
Digital =~ Transformation  positively  influences
Marketing Innovation. H3: HRD positively influences
Marketing Innovation. H4: Marketing Innovation
positively influences Organisational Performance. H5:
Digital =~ Transformation  positively  influences
Organisational Performance. H6: HRD mediates the
relationship between Digital Transformation and
Marketing Innovation. H7: DT, HRD, and MI jointly
have a significant positive effect on Organisational
Performance.

Organisational Performance (OP): OP1 Customer
satisfaction; OP2 Customer retention and loyalty; OP3
Sales or revenue growth; OP4  Market
competitiveness; OP5 Service quality; OP6 Overall
organisational performance.

Marketing Innovation (MI): MI1 Innovative digital
marketing practices; MI2 Personalised marketing;
MI3 Omnichannel marketing; MI4 Customer-data-
based marketing; MI5 Innovative promotional
methods; MI6 New digital customer-engagement

practices; MI7 Rapid response to changing consumer
behaviour; MI8 Development of new marketing ideas
and campaigns.

Human Resource Development (HRD): HRDI
Digital-skills training; HRD2 Employee upskilling;
HRD3 Employee reskilling; HRD4 Knowledge
sharing; HRDS Digital competency development;
HRD6 Continuous learning; HRD7 Support for
adoption of new digital tools; HRDS Organisational
learning culture.

Digital Transformation (DT): DT1 Adoption of digital
technologies; DT2 Use of AIl;, DT3 Use of data
analytics; DT4 Digital platforms and infrastructure;
DT5 Integration of digital technologies across
business  processes; DT6  Digital  customer
engagement; DT7 Continuous investment in digital
technologies; DT8 Responsiveness to changing
market conditions through digital technologies.

Proposed Measurement Items

The proposed measurement instrument consists of 30
items covering four constructs: Digital
Transformation (DT), Human Resource Development
(HRD),  Marketing  Innovation  (MI), and
Organisational Performance (OP). All items are
measured using a five-point Likert scale, ranging from
1 = Strongly Disagree to 5 = Strongly Agree. The
items are designed to capture the extent of digital
technology adoption, employee capability
development, marketing innovation, and
organisational outcomes.

Construct Code Proposed Measurement Item
Digital Transformation DTI Our or.gamsatlon actively adopts new digital technologies to improve its
operations.
DT2 Our organisation effectively uses Artificial Intelligence (Al) in relevant
business activities.
DT3 | Our organisation uses data analytics to support decision-making.
DT4 Our organisation has adequate digital platforms and infrastructure to support
its activities.
DTS5 | Digital technologies are integrated across major business processes.
DT6 | Our organisation uses digital technologies to enhance customer engagement.
DT7 | Our organisation continuously invests in digital technologies and capabilities.
DTS Our organisation responds quickly to changing market conditions through
digital technologies.
Human Resource L . . C .
Development HRDI1 | Our organisation provides employees with training in digital skills.
Our organisation provides opportunities for employees to upgrade their
HRD2 - .
existing skills.
Our organisation supports employees in developing new skills required by
HRD3 .
technological changes.
HRD4 Employees are encouraged to share knowledge and digital expertise with
colleagues.
HRDS5 | Our organisation actively develops employees’ digital competencies.
HRD6 Employees are encouraged to engage in continuous learning and professional
development.
Our organisation provides adequate support for employees to adopt new
HRD7 ..
digital tools.
Our organisation promotes a culture of organisational learning and
HRD8
development.
Marketing Innovation MI1 | Our organisation regularly introduces innovative digital marketing practices.
MI2 | Our organisation uses digital technologies to provide personalised marketing.
MI3 | Our organisation integrates multiple marketing channels to provide a
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consistent customer experience.

Our organisation uses customer data to develop and improve marketing

engagement.

MI4 -
strategies.

MI5 Our organisation adopts innovative promotional methods to reach target
customers.

MI6 Our organisation develops new digital practices to improve customer

MI7 | Our organisation responds rapidly to changes in consumer behaviour.

MI8 | Our organisation frequently develops new marketing ideas and campaigns.

Organisational
Performance

OP1 | Digital and marketing initiatives have improved customer satisfaction.

OP2 | Our organisation has improved customer retention and loyalty.

OP3 | Our organisation has experienced growth in sales or revenue.

OP4 | Our organisation has strengthened its competitiveness in the market.

OP5 | Our organisation has improved the quality of its services.

OP6 | Overall, our organisation has achieved improved organisational performance.

Impacts on Organizational Performance

The empirical literature investigating the
impacts of digital transformation, HRD, and
marketing innovation on organizational performance,
the accompanying methodologies employed, and
future research avenues and considerations has further
increased.  Digital transformation fosters the
development of new skill sets aligning personnel
capabilities with organizational aspirations for growth
and agility, sustaining long-term viability in turbulent
environments. A digitally transformed organization
can therefore develop individuals’ technical, personal,
and managerial skills to address the technological,
economic, and competitive challenges of the digital
era (Barba-Sanchez et al., 2024). Reskilled employees
not only adapt existing marketing practices to new
digital channels, such as social media, but also
explore new practices, such as influencer marketing or
online  reputation management. A  digitally
transformed organizational culture and structure
supports rapid reconfiguration and deployment of
marketing activities in line with customer behavior
and market trends.

Marketing innovation produces better
integrated and adapted marketing solutions,
improving customer experience and satisfaction,
increasing retention and loyalty, and enabling higher
sales and profit margins. Collectively, these outcomes
enhance a firm’s service quality, reputation, and
image, especially for small and medium-sized
enterprises, contributing to a sustainable competitive
advantage. Digital transformation can therefore
assume a pivotal role in enabling HRD and fostering
marketing innovation, determining organizational
performance levels.

1. Skill Development and Workforce Agility

In the digital era, employee training and agility have
become more critical than ever in organizations. The
introduction of artificial intelligence, data analytics,
digital platforms and other technologies in
organisations means employees need to keep their
knowledge, skills and competencies up to date.
Human Resource Development (HRD) thus has a
significant role to play in enabling employees to be
ready for effective response to changes in technology
and organization.

Skill development includes digital-skills training,
employee upskilling, reskilling, knowledge sharing,
digital competency development and lifelong
learning. The requirements of these activities will
enable employees to build the skills needed to use
new technologies, change working practices and
participate  productively in digitally enabled
organisational activities. ~The proposed HRD
measurement framework explicitly includes digital-
skills training, upskilling, reskilling, knowledge
sharing, digital competency development, continuous
learning, support for new digital tools and an
organisational learning culture.

2. Innovation outcomes in Marketing practices
Digital change has significantly altered the way
companies plan, execute and assess their marketing
efforts. As the world is turning digital, AI, data
analysis, social media, e-commerce, and personalised
communication are opening new avenues for
organisations to create innovative strategies to engage
and reach customers. Thus, marketing innovation
becomes an important result of the digital
transformation and development of employees'
capabilities.

Marketing innovation refers to the new or
significantly enhanced marketing methods, strategies,
channels, promotions, and approaches to customer
engagement. In the digital world, data about
customers and the markets they are part of can enable
organisations to find out what their preferences are
shifting to, create more relevant campaigns, tailor
messages to the individual and enhance the overall
effectiveness of marketing efforts. These are
addressed through innovative digital marketing
practices, personalised marketing, omnichannel
marketing, customer-data based marketing, innovative
promotion methods, and new digital customer-
engagement practices in the proposed measurement
framework.

3. Customer Experience & Competitive Advantage
In today's digital and competitive business landscape,
customer experience has emerged as a crucial factor
driving organisational performance. Organisations are
now able to engage with customers via a variety of
digital channels, from websites to social media,
mobile apps, e-commerce sites and more, with digital
transformation. Organisations can use these channels
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to gain insights into customer preferences, adapt to
evolving needs, personalize messaging, and foster
more meaningful customer interactions.

Marketing innovation has a critical contribution to
make to increasing customer experience. This helps
the organisation deliver more responsive, customer-
focused services by adopting personalised marketing,
omnichannel communication, customer-data-based
marketing, innovative promotional methods and
digital customer-engagement practices. Fusing
information across a variety of customer touchpoints
can help to build a more complete view of customer
needs and expectations. This study proposes a
Marketing Innovation framework that includes these
dimensions as relevant indicators of marketing
innovation.

Challenges, Risks and Change Management

The fourth industrial revolution (Csedo et al,
2018) poses a challenge to organizational leadership
concerning culture, skills and technology. Old
methods don't work and new skills are needed to stay
on top of the constantly evolving world. Leadership is
thus needed at every level (Whysall et al., 2019).
Some big organizations have started to appoint Chief
Digital Officers and have established Digital Units,
Digital Labs and other organizational structures to
facilitate digitalization.
1. Leadership and Cultural Adaptation
Leadership and organisational culture are critical
factors in the successful implementation of digital
transformation. Digital transformation is not just
about technologies and business processes, it is also
about employee capabilities, organisational practices,
decision making and working. Organisations thus
need to be led through technological and
organisational change and need to provide a learning
environment, innovation, collaboration and
adaptability.
2. Data Governance and Ethical Considerations
In the digital transformation landscape, data is a key
resource for organizations. In this digital age,
organisations are more and more turning to digital
platforms, customer interactions, transactions, data
analytics and artificial intelligence for enabling
decision-making, gaining understanding of market
trends and creating new marketing strategies and
products. With growing access and utilisation of
organisational and customer data come critical issues
regarding data governance, privacy, security,
responsible use and ethical considerations.
3. Investment, ROI, Resource Allocation
Organisations have to constantly invest in
technologies, infrastructure, skills, data analytics, and
digital platforms to successfully transform into a
digital business. But the efficient use of financial,
technological, human and organisational resources
continues to be a significant challenge. Organisations
need to identify which digital campaigns are crucial
and how time and money are allocated to the activities
to ensure digital initiatives are aligned with
organisational goals, Human Resource Development
(HRD), Marketing Innovation and organisational
performance.
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Strategic implications and policy considerations
From the strategic perspective, companies
need to develop a comprehensive strategy that
combines digital innovation in HRD with marketing
innovation. To be effective, an integrated HRD and
marketing innovation strategy must take into account
guiding principles, specific objectives,
implementation roadmaps and mechanisms of
alignment (Cioppi et al.,, 2023). As the digital
transformation is usually a marketing initiative, it is
important to have a governance model across the
enterprise to manage and track the transformation.
These governance systems involve establishing
policies, setting up governing bodies, defining roles
and responsibilities. In addition, internal stakeholder
engagement needs to be prioritized to increase
commitment to transformation efforts. Potential
partnerships with external actors like customers,
suppliers and competitors, in particular regarding the
definition and co-innovation of new business models,
should be evaluated. In case interviews, supportive
actions have been illuminated that are associated with
the different types of stakeholder engagement.
1. Developing a combined HRD and marketing
innovation strategy.
To successfully support the digital transformation,
HRD and Marketing Innovation must be combined in
an integrated strategic approach. Organisations need
to make a transition from viewing employee
development and marketing activities as functional
silos to realising that they can coordinate their
approaches to align digital capabilities with employee
competencies, customer insights and innovation
agendas.
2. Leading enterprise-level transformation in a
digital world
Governance processes must be in place to ensure this
digital transformation delivers strategic direction,
coordination, accountability and ongoing monitoring
across the enterprise. Digital transformation is a
complex, multi-faceted process that involves many
areas of a business, such as technology, HR,
marketing, operations, knowledge management and
customer relations, and should therefore not be
approached as a strictly technological endeavour. For
enterprise scale governance is therefore essential to
coordinate transformation activities and align them
with organisational goals.
3. Stakeholder Engagement and Ecosystem
Collaboration
Digital  transformation  increasingly  requires
organisations to collaborate with a broad range of
internal and external stakeholders. Employees,
customers,  suppliers, competitors, technology
providers, business partners, and other ecosystem
participants can contribute knowledge, resources,
capabilities, and market insights that support
organisational transformation and innovation.

Conclusion

The question of the existence and ongoing
significance of digital technologies has been around
for many years (Brynjolfsson and McAfee, 2014).
Digital transformation is now a major priority for
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numerous companies. The necessity to transform,
however, does not diminish curiosity to set out clear
definitions, approaches and measures. The knowledge
of best practices as it applies to the organization and
regions would increase the rate of transformation.

The aim of this integrative approach is to
study digital transformation, human resource
development (HRD) and marketing innovation at the
organizational level and their relationship. The drivers
of transformation, associated capabilities,
competences, emerging practices and value creation
for organizations and customers have been examined.

Systematic relationships between digital
assets, HRD and adaptive marketing innovation are
explained using the RBV and DC frameworks. Also
links are enhanced by Knowledge Management and
are advanced by Knowledge transfer. The 3 elements
are part of a Service-Dominant Logic and Customer-
Centricity approach that explains how they enable
value co-creation via service ecosystems and
experience momentum. Thus, the economic value and
social value creation can be explored.

There are two empirical investigations that
are quantitative; one on HRD for an organizational
transformation and one on the transition to marketing
innovation, followed by the qualitative. In the first
study, the correlation between digital transformation
and employee upskilling is noted. The second study
focuses on how and why an organization innovates its
marketing approach in a context that is increasingly
digital. In addition to the theoretical frameworks, the
three studies provide very concrete, robust, clear, and
useful perspectives for organizations, policy makers
and researchers on how the three constructs interact.

The frameworks foster organizations’
comprehension of the role played by HRD in digital
transformation and marketing evolution. The link is
related to the competency acquisition, workforce
agility and time-to-competency enhancement of
individuals. The frameworks also illustrate how
marketing innovation is a related development that is
created in customers' progression through paths of
involvement. Omnichannel employment, custom
promotions and extensive experimentation improve as
facilitators. There are further areas to explore, such as
increased customer experience, perceived-value
relevance, and competitive advantages.

The challenge of alignment strategy
coordination arises. The investments in big data
analytics, tools and technology, and customer
feedback monitoring also are critical. For digital
governance, the level of hierarchy is higher than HRD
and marketing innovation. The interdependency of
strategic roadmap, accompanying HRD and digital
marketing framework, and the cross-functional and
cross-silo collaboration is emerging. Intra-ecosystem
cooperation and platform building through partnership
formation has positive effects on collective
transformation momentum and value delivery.

On a third strategic layer, leaders
demonstrate strong concern for the overarching
transformation that takes place in each of the three
strategic areas of competency, creativity and
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collaboration. One way to go on the journey could be
visionary computing, for instance. They have
experimented with various different platforms such as
monitoring, distribution, simulation and community
service, a reflection of their co-existence in the
physical space and the digital. (Cioppi et al., 2023)
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