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ABSTRACT

This academic article aims to synthesize the conceptual framework for digital marketing
strategies for the snack food retail business. By using a synthesis of theory and related research which
has been developed into a conceptual framework that uses digital marketing concepts and theories,
including: 1) Connections 2) Conversations 3) Co-Creation 4) E-Commerces 5) Community It is a theory
of analysis. The process starts with studying Current situation, problems and obstacles, internal and
external environment. To formulate a strategy and propose digital marketing strategies for the snack

food retail business. To link to the digital marketing strategy of the snack food retail business.
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