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ABSTRACT
Using B2B marketing analytics, algorithms, and models can identify 
business blind spots, thus avoiding possible risks. It helps to better 
understand and predict trends and results, and rationalise deci-
sions. The fourth industrial revolution has brought marketing 4.0, 
affecting marketing analytics methods. This study provides 
a holistic framework to investigate these effects on Marketing 4.0 
analytics. To achieve this goal, a hybrid systematic literature review 
(SLR) and thematic analysis (TA) is conducted on the applications 
and models of B2B marketing analytics in Industry 4.0 from the 
most reliable scientific databases. Understanding these models and 
their applications changes the attitude toward communication 
between marketing channels, identifies potential marketing analy-
tics applications for businesses, and facilitates areas for further 
research. Initially, 941 sources were screened, and ultimately 43 
were examined. As a result, 25 codes were applied, and six themes 
were extracted, including Digital Transformation, Big Data, 
Marketing Analytics, Marketing, Analytics, and Customer.
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Introduction

Marketing analytics has been affected by the fourth-generation industrial revolution, 
analysis methods have changed, and its capabilities and potential have increased 
(Cao et al., 2022). The fourth generation industrial revolution, Industry 4.0, was first 
introduced in Germany in 2011 (Lund & Vildåsen, 2022; Sharifpour et al., 2020). The 
aim of Industry 4.0 is the digitalisation and intelligentisation of manufacturing 
processes and to connect people and things through the Internet. Moreover, 
Industry 4.0 makes manufacturing processes more flexible to customise and perso-
nalise products that align with consumer needs (Rosário & Dias, 2022). Marketing 4.0, 
which arose in the era of Industry 4.0 (Yeğin & Ikram, 2022), has led to optimising 
sales and productivity in B2B. Interaction with consumers is performed mainly by 
creating content according to consumers’ tastes, which results in real-time sales 
(Pandey et al., 2020). Collaboration, interactions, and communication in B2B, 
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influenced by Marketing 4.0, make it a part of the B2B strategy (Kumar & Saroj,  
2022). Marketing analysis 4.0 in B2B maintains the overall relationship with consu-
mers, strengthens it, and affects the rate of return on investment (Wilson & 
Stephens, 2023).

Marketing 4.0 strives to gain foresight by predicting trends and activities and relies on 
advanced data analytics (Ghonim et al., 2022). Analysing data and information creates 
practical understanding and insight for individuals and organisations, helping them to 
make efficient and effective decisions in marketing, which leads to solid global competi-
tion and technical improvements in the organisation (Ghonim et al., 2022; Osuagwu,  
2022). Marketing analytics is a business analytics model necessary for organisations to 
adopt strategies. Although marketing analytics is vital to various forms of organisations, if 
it is not conceptualised correctly, it may negatively affect organisations’ understanding its 
applications (Osuagwu, 2022). Data quality, integration, interpretation and security are 
fundamental data analytics challenges that have lacked attention, making them ineffec-
tive (Zumstein et al., 2022). Fundamental changes and developing technologies in analy-
tics have made this area of marketing much more interesting (Liu & Burns, 2018), as it 
allows managers to have a significant impact on the way of creating relationships with 
consumers and how firms make decisions (Vollrath & Villegas,).

Marketing 4.0 analytics positively impacts marketing planning, product development, 
and customer relationship management. It also helps organisations improve their market-
ing activities and identify opportunities and threats by developing a new product, improv-
ing organisational performance, and evaluating competitors, the market environment, and 
consumer behaviour (Cao et al., 2022). Moreover, analytics is one of the main pillars of 
Marketing 4.0 (Başyazicioğlu & Karamustafa, 2018; Guven, 2020). Therefore, it can be 
expected that with the potential of Marketing 4.0, businesses can identify the needs of 
their stakeholders. By analysing these needs and understanding the challenges, they can 
change or improve towards creating or maintaining a competitive advantage. Marketing 4.0 
offers new and innovative analysis solutions and creates numerous business opportunities, 
including B2B. Moreover, the application of Marketing 4.0 analytics and its relationships in 
the B2B sector has recently attracted researchers’ attention (Singh et al., 2022).

Nonetheless, Marketing 4.0 analytics in many leading business organisations and the 
B2B sector is still at an early stage, and the full potential of its processes has not been 
achieved (Osaysa, 2022). Moreover, according to the literature, no article has been found 
that examines the analytics of Marketing 4.0 in the B2B sector. Also, few studies have 
researched the field of marketing analysis. Başyazicioğlu and Karamustafa (2018)investi-
gated the changes in Marketing 1.0, Marketing 2.0, Marketing 3.0, and Marketing 4.0 
activities through a systematic literature review. Afterwards, Confetto et al. (2020) exam-
ined the approach of all communication channels based on the integration of commu-
nication strategies between B2B and B2C in Marketing 1.0 up to Marketing 4.0. Moreover, 
Pandey et al. (2020) studied and reviewed the B2B digital marketing literature. Similarly, 
Wang and Wang (2020) investigated the effects of digital transformation on analytics in 
B2B. Wang et al. (2021) provided a development model to demonstrate the capability of 
social media analytics, which facilitates its use and integration in B2B marketing, while 
Wilson and Stephens (2023) resolved B2B challenges through marketing analytics. This 
study will provide a holistic framework of Marketing 4.0 analytics in the B2B sector 
through a hybrid systematic literature review (SLR) and thematic analysis (TA).
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The literature review identified two significant gaps. First, the effects of data analytics on 
Marketing 4.0 were not explored in the B2B sector. Second, an integrated framework that 
examines the effects of Marketing 4.0 analytics in the B2B sector has not been provided. It is 
very important to provide an integrated framework showing the effects of data analysis on 
Marketing 4.0. Moreover, it is possible to learn about the effects of data analysis on 
Marketing 4.0 sectors. On the other hand, the B2B sector can understand the trends of 
each Marketing 4.0 sector through this framework. Therefore, using a systematic literature 
review and thematic analysis in Marketing 4.0 analytics, the current study strives to fill the 
research gaps and take a practical step toward current research trends. The main research 
question of this study are RQ1. What are the effects of data analytics on Marketing 4.0, and 
how can these effects be provided in an integrated framework?; and RQ2. What could be the 
future research directions that scholars can explore in Marketing 4.0 analytics?

In the subsequent section of this study, the literature is discussed. Then, the methodol-
ogy is addressed. The analysis and classification of articles in the field of Marketing 4.0 
analytics are placed in the fourth section. The fifth section provides the integrated 
framework of the effects of Marketing 4.0 analytics in the B2B sector. Finally, the gap 
analysis and answers to the research questions are examined along with the research 
results and limitations, directions for future research, and conclusions.

Literature review

In this section, studies in marketing analysis in the B2B sector are discussed to clarify the 
need for this study. The analytics and Marketing 4.0 articles are separated into five 
classifications to manage a structured review.

In the first classification are studies that discussed Marketing 4.0 and its effects in 
general. For instance, Lies (2021) identified the capabilities of Marketing 4.0 in critical 
conditions. Székely et al. (2020) investigated Marketing 4.0 capabilities in communication 
channels, the role of sales forces, digital tools used in sales and distribution processes, and 
organisational purchasing behaviour. Moreover, Sugiyanto and Wicaksono (2020) used 
Marketing 4.0 to investigate the marketing strategy in Jakarta MRT software. Furthermore, 
Pardeshi and Gadekar (2020) identified the latest styles and recommendations related to 
Marketing 4.0 through a systematic review of 15 articles published in 2020. At the same 
time, Guven (2020) investigated Marketing 1.0 to Marketing 4.0 and identified the benefits 
of Marketing 4.0 in e-commerce. Even before, Vassileva and Ivanov (2017) researched how 
businesses adapt to Marketing 4.0 and the circular economy and examined Marketing 4.0 
opportunities that benefit from digital disruption (Vassileva, 2017).

In the second category, some articles evaluated Marketing 4.0 in different 
industries. For instance, Akbar et al. (2020) analysed the obstacles in digital tourism 
marketing in Luak, Indonesia, and Dewi (2020) investigated Marketing 4.0 strategies 
in travel tourism businesses. At the same time, García-Haro et al. (2020) studied 
Marketing 4.0 and internet technologies in the field of tourism with the aim of co- 
creation in the tourism industry. Moreover, Polisetty and Manda (2020) investigated 
various asset management companies’ use of the Marketing 4.0 concept to be 
superior to their competitors in the Indian mutual fund industry. Even before, 
Rahayu et al. (2017) investigated Marketing 4.0 methods to improve pharmaceu-
tical industry strategies.
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The third group examined the effects of Marketing 4.0 on customers. Recently, 
Yeğin and Ikram (2022), intending to empower green marketing practices in the 
Marketing 4.0 era, created a framework that sets and prioritises consumer perfor-
mance evaluation criteria. At the same time, Ghonim et al. (2022) investigated the 
impact of Marketing 4.0 on customer behaviour in the Egyptian hotel industry. 
Moreover, Winarko et al. (2022) investigated Marketing 4.0 to increase customer 
satisfaction or intention to purchase online through e-commerce platforms in 
Indonesia. Kumar and Saroj (2022) investigated the impact of social media on 
the Marketing 4.0 process in B2B and B2C. A year before, Martínez-Ruiz et al. 
(2021) addressed the concepts and opportunities of consumer 4.0 in the 
Marketing 4.0 era. Also, Dash et al. (2021) investigated the evolution of 
Marketing 4.0 and explored its impact on customer satisfaction and purchase 
intention. Suleman et al. (2020) investigated consumer attitudes and decisions in 
the Marketing 4.0 era, which can affect the ease of purchase, trust, and risk factors, 
and Wereda and Woźniak (2019) investigated customer 4.0 relationships in the 
Marketing 4.0 era in innovative enterprises in Poland. Furthermore, Gau (2019) 
investigated Marketing 4.0 among senior citizens in Taiwan to identify relevant 
key strategies. Before all, Tarabasz (2013) studied important topics in marketing, 
including product-centric, customer-orientated, and value-driven marketing con-
cepts, as well as Marketing 4.0 directions.

The fourth category discussed marketing analysis in B2B. Recently, Wilson and 
Stephens (2023) researched to identify the challenges faced by the digital ordering 
system in a B2B organisation and resolved them through marketing analytics. Before, 
Wang et al. (2021) provided a development model to demonstrate the capability of 
social media analytics, which facilitates its use and integration in B2B marketing. Some 
articles examined big data analysis in B2B. Hung et al. (2020) showed in an Asian 
commercial bank that big data analytics could be used for B2B to improve supply 
chain finance and its effectiveness in marketing campaigns. At the same time, 
Hallikainen et al. (2020) investigated big data analytics in customer relationship 
management and researched its effects on customer relationship performance and 
sales growth in B2B. Similarly, Wang and Wang (2020) investigated the effects of 
digital transformation on big data analytics in B2B and finally presented 
a conceptual framework. Also, Troisi et al. (2020) investigated the orientation of big 
data and its analytics in adopting B2B marketing strategies.

Finally, review articles are covered in this section. Confetto et al. (2020) examined the 
approach of all communication channels based on the integration of communication 
strategies between B2B and B2C in Marketing 1.0 up to Marketing 4.0. Moreover, Pandey 
et al. (2020) studied and reviewed the B2B digital marketing literature. Earlier, Başyazicioğlu 
and Karamustafa (2018) investigated the changes in Marketing 1.0, Marketing 2.0, Marketing 
3.0, and Marketing 4.0 activities through a systematic literature review. Although the review 
articles in Marketing 4.0 are comprehensive, this study presents a comprehensive frame-
work in Marketing 4.0 analytics in the B2B sector using a hybrid SLR-TA approach.
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Methodology

The objectives of this research included: (i) investigating the effects of data analytics on 
Marketing 4.0; (ii) providing a comprehensive, integrated framework that shows the 
effects of data analytics on Marketing 4.0; and (iii) specifying future research directions 
that scholars can do research in the field of Marketing 4.0 analytics. A systematic literature 
review (SLR) of existing data analytics and Marketing 4.0 literature was necessary to 
achieve these goals. SLR among academic communities is vital for reviewing research 
trends and providing a framework. SLR allows researchers to develop knowledge in their 
research area by evaluating the existing intellectual realm. The growth of research has led 
SLR to be considered and used as a reliable basis for decision-making and implementation 
for the stakeholders (Tranfield et al., 2003). Therefore, in this study, SLR was used so that 
the existing literature in the field of Marketing 4.0 analytics could be accurately and 
transparently analysed. The integrated framework of Marketing 4.0 analytics is presented 
to evaluate its models. Also, thematic analysis (TA) was used to evaluate the articles. 
Applying TA along with SLR clarified the themes and gaps in the Marketing 4.0 analysis. 
For these reasons, in this study, hybrid SLR-TA was employed.

In SLR, it is imperative to prepare a protocol to prevent confusion. Proper protocol brings 
detailed planning and ensures transparency by maintaining consistency in its execution. In 
this study, the authors employed the three-stage protocol for scientific procedures and 
rationales (SPAR-4-SLR) presented by Paul et al. (2021). This method comprises three main 
stages: (i) assembling, (ii) arranging, and (iii) assessing scientific literature. There are also six 
sub-stages: (i) identification, (ii) acquisition, (iii) organisation, (iv) purification, (v) evaluation, 
and (vi) reporting. These are fully explained in Figure 1. The SPAR-4-SLR protocol was 
developed over other protocols to remove the limitations of the others, including a lack 
of comprehensiveness and review decisions for researchers (Paul et al., 2021). According to 
the SPAR-4-SLR protocol, the authors first identified the data in the area of Marketing 4.0 
analytics from the most reliable scientific databases (Web of Science and Scopus). They 
analysed these data using Microsoft Excel and MAXQDA software.

Assembling

The first stage in the SPAR-4-SLR protocol is assembling, which includes identification 
(scope of research, research questions, type of source and quality of source) and acquisi-
tion (mechanism of search and material acquisition, search period, search keywords). In 
the identification stage, the publication process of articles (research questions) in 
Marketing 4.0 analytics (scope of research) was examined. In this review, articles (type 
of source) indexed in Scopus and Web of Science and journals with an acceptable rating 
based on the Australian Business Deans Council (ABDC) (source quality) were studied 
because the ranking criteria and methods are different in institutions and cause differ-
ences in the data. Therefore, ABDC was used in this study as one of the most reliable 
rankings and popular among academics (Paul et al., 2021). Scopus and Web of Science 
databases were used for data collection (search) in the acquisition stage. According to 
Paul et al. (2021), these databases are among the best and provide valuable information 
for analysing articles, such as year, country, and type of article. Articles with titles, 
abstracts, and keywords related to this study area have been searched, and 941 articles 
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were initially listed (material acquisition). Papers investigated were published until 
November 2022 (search period) and had relevant keywords (search keywords) such as 
Marketing Analytics and B2B, Marketing Analytics and Industry 4.0 and B2B, Digital 
Marketing Analytics and B2B, and Marketing 4.0 Analytics and B2B. To ensure the most 
accurate results, the search used was formulated as ’TITLE-ABS-KEY((“Marketing” OR 
“Marketing 4”. OR “Digital Marketing”) AND “Analytics”) AND (DOCTYPE(ar) AND NOT 
DOCTYPE(bk) AND NOT DOCTYPE(cp) AND NOT DOCTYPE(ed)) AND (LANG(English)) 
AND (PUBYEAR AFT 2012 AND PUBYEAR BEF 2022)’.

Arranging

In the arranging stage, organisation and purification should be considered. The filters 
classified by Scopus and Web of Science were applied. After searching in these two 
databases, 587 data items, including articles, conference papers, and book chapters, 
were found to be duplicates and they were removed. The filters of title, research scope, 
keywords, document type, source quality, and language were applied to 354 articles from 

Figure 1. Review of Marketing 4.0 analytics based on the SPAR-4-SLR protocol.
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the Scopus and Web of Science databases (Paul et al., 2021). The same keyword filters 
from the assembling stage were applied in this stage, and 129 articles were excluded. In 
the purification stage, only journal articles were selected (document type), and confer-
ence articles, book chapters, and special issues were excluded. Among the remaining 
articles, articles that studied analytics in the field of Marketing 4.0 (article title) and those 
with the scope of research in business, management, and accounting were studied. 
Finally, by applying the language filter to consider only English articles and the quality 
of the source filter (ABDC rating), 43 articles passed the arranging stage. They were used 
for evaluation and analysis in the next stage.

Assessing

The last stage of the SPAR-4-SLR protocol is assessing through evaluation and reporting. 
The TA method was employed to evaluate the extracted (43) articles. The popularity of TA 
in SLR is due to its orientation to review the existing literature and understand intellectual 
structure. SLR-TA helps identify critical issues and subjects through an integrated litera-
ture review. Using TA analysis, data from articles are systematically extracted and analysed 
to achieve clear insights (Chaudhary et al., 2021). To check the publication process, 
journals, authors, etc., Excel and MAXQDA software were employed, and the reports 
and analyses are presented in charts and tables.

A descriptive review of the literature

This section explores the findings of this study after analysing the 43 articles using the 
SPAR-4-SLR protocol. Figure 2 illustrates the extraction of articles from Web of Science and 
Scopus databases. Initially, 941 articles were identified. There were 587 duplicated articles, 
conference papers, book chapters, and special issues in both databases that were 
removed. By focusing only on research articles, 116 conference papers, book chapters, 
and special issues were removed. Moreover, 56 articles were removed as they were 
irrelevant to the research objectives of this study. Furthermore, articles that were not 
related to the research area of this study (73 articles), not in English (11 articles), and not 
included in the ABDC ranking (55 articles) were also removed.

Using 43 finalised articles, the findings of this study are presented in two parts: (i) 
Bibliometric and (ii) TA. The first part refers to the year published, the type of articles, the 
area of study, and the articles mainstream. Secondly, using the findings of the reviewed 
articles in the first part and the MAXQDA software, a hierarchical figure between keywords 
was created, and a comprehensive and integrated framework was extracted. The articles 
extracted based on the SPAR-4-SLR protocol are shown in Table 1 by author, year, type of 
article, journal, area of study, etc.

In Figure 3, it is clear that research in Marketing 4.0 analytics started in 2012 and, after 
a 3-year break, it started again in 2016 and has been performed since. Table 1 and Figure 3 
illustrate that the interest of academics and research institutions in marketing analytics 
has increased significantly. Moreover, in Figure 3, theoretical and review articles 
accounted for 14% each (6), research articles took the largest share with 53% (23), and 
the lowest is 7% (3), which belongs to conceptual articles.
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Industrial Marketing Management and Journal of Business and Industrial Marketing, each 
rated A* and A in the ABDC classification, published four articles each in the field of 
Marketing. Moreover, most articles were mainly published in business, management, and 
accounting journals (Figure 4).

Table 2 denotes the degree of importance (weight) of journals. Despite the growing 
research in marketing analytics, the top marketing journals (ranked A on the ABDC list) 
have an importance of 60% (26). This statistic demonstrates the importance of pub-
lished research in prestigious marketing journals. As a case in point, Hossain et al. 
(2022), Akter et al. (2022), Cao et al. (2019), and Mora Cortez and Johnston (2017), who 
investigated marketing analysis, published their articles in Industrial Marketing 
Management.

Thematic analysis

TA is discussed in this section in the continuation of the SPAR-4-SLR protocol. TA 
effectively understands the main and sub-themes of Marketing 4.0 analytics literature, 
making the integrated framework more detailed. TA is based on studying 43 finalised 
articles. Keywords and key terms were coded in the articles. Then, the codes were 
examined in terms of frequency, according to which MAXQDA categorised and dis-
played them. In total, 25 codes were applied for the hierarchical structure, and the 

Figure 2. Literature search strategy.
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neural network was drawn based on the main themes. Accordingly, an integrated 
framework model and an exploration and exploitation figure were drawn. Based on 
the literature review, Figure 6 illustrates the main themes of Marketing 4.0 analytics at 
the second level. The main themes expand the integrated framework in the present 
research. Digital Transformation, Big Data, Marketing Analytics, Marketing, Analytics, 
and Customer are influenced by the third category and improve the effectiveness of 
Marketing 4.0 analytics. The sub-themes, or the third level, that indirectly affect the 
development of Marketing 4.0 analytics present the integrated framework in more 
detail in the current research.

Figure 3. Number of articles per year based on article type.

Figure 4. Field of research based on publication outlets and per journal.
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The concepts and frequencies of the main themes presented in Figure 6 are also 
presented in Table 3. Digital transformations have been the most frequent, which 
indicates that this topic has played an important role in marketing analytics. The field 
of big data also plays an important role in marketing analytics and has had a high 
frequency in most articles. By using digital transformations and big data, positive 
changes can be made in marketing analytics, increasing the effectiveness of marketing 
processes.

According to the frequency of each theme and its codes in the literature, Figure 7 
depicts the theme map created by MAXQDA. This figure supports the integrated frame-
work and contains 25 nodes representing the categories. The higher the number of 
categories, the larger the node. Digital Transformation, Big Data, Marketing Analytics, 
Marketing Analytics, and Customer are the main themes in Marketing 4.0 analytics. Sub- 
themes shown with a node smaller than the main themes are related to the main themes 
according to the literature and their affect on the main themes. It can be seen that the 
sub-themes affect the effectiveness of the main themes and indirectly improve Marketing 
4.0 analytics. This model supports the development of the integrated framework of the 
current research in many ways. First, it reveals all the categories related to the factors 
involved in Marketing 4.0 analytics. Secondly, it presents the frequency and relationships 

Table 2. Journals included in the sample.
Journal ABDC ranking Marketing analytics articles Weight (%)

Industrial Marketing Management A* 4 9%
International Journal of Information Management A* 1 2%
International Journal of Research in Marketing A* 1 2%
Journal of Marketing A* 1 2%
Marketing Science A* 1 2%
Journal of Computer Information Systems A 1 2%
Journal of Business Research A 1 2%
Information Systems Frontiers A 1 2%
Journal of Business and Industrial Marketing A 4 9%
Journal of Business Research A 3 7%
Journal of Consumer Marketing A 1 2%
Journal of Enterprise Information Management A 1 2%
Journal of Interactive Marketing A 1 2%
Journal of Public Policy and Marketing A 2 5%
Journal of Strategic Marketing A 2 5%
Marketing Theory A 1 2%
Business Process Management Journal B 1 2%
International Journal of Educational Management B 1 2%
International Journal of Hospitality and Tourism B 1 2%
Journal of Business-to-Business Marketing B 1 2%
Journal of Marketing Theory and Practice B 2 5%
Management Decision B 1 2%
Decision Sciences Journal of Innovative Education C 1 2%
Expert Systems with Applications C 1 2%
Journal of Marketing Analytics C 4 9%
Marketing Education Review C 4 9%

In addition, Figure 5 denotes the countries that researched the fields of Marketing Analytics, Digital Marketing Analytics, 
Marketing Analytics + B2B, Marketing 4.0, Digital Marketing, Digital Marketing Analytics + B2B, and Digital Marketing +  
B2B. In total, 43 articles were reviewed, and the United States of America performed more research in this area (46%). 
Furthermore, North America, with 22 articles, and Europe and Asia, with nine studies, received the most attention, 
followed by Africa, with two studies, and Australia, with 1 study. Furthermore, it was revealed that 67% (29) of the 
articles investigated Marketing Analytics, Digital Marketing Analytics and Marketing Analytics + B2B.
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Figure 6. The hierarchical structure of the Marketing 4.0 analytics themes.

Figure 5. Articles per geographical location and field of research.
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Table 3. Categorised Marketing 4.0 analytics themes.
Theme Concept Code Frequency

Digital  
Transformation

Refers to using Digital Transformation technologies such as the 
Internet of Things (IoT), Big Data (BD), and Cloud Computing 
(CC) in marketing analytics.

Digital Marketing 26
Marketing 4.0

Big Data A huge volume of data is used for analysis and presentation. High 
volume, high velocity, high variety, and high veracity (4Vs) are 
the characteristics of big data. Big data is an important element 
in Marketing 4.0 analytics.

Innovation 17
Al adoption

Marketing 
Analytics

It evaluates the market to know the internal weaknesses and 
strengths and the external opportunities and threats necessary 
to adopt a strategy.

Marketing 
Curriculum

35

Response model
Market sensing
Feature 

engineering
Marketing Using digital channels to market products and services and 

facilitate marketing processes by digital technologies.
Purchase 

intention
33

Branding
Social media
Platform

Analytics The advanced analysis makes more accurate information about 
the market, opportunities, and threats useful for managers and 
marketers.

Direct marketing 18
RNN
LSTM
Market  

reconfiguration
Customer If the marketing analytics processes are not parallel with the 

customers, the organisations will open the doors to their 
competitors.

B2B 19
Manufacturing 

industry
Leadership

RNN: Recurrent neural network, LSTM: Learning-short term memory.

Figure 7. Neural network model of research categories.
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of the categories. Thirdly, the position of each category in the final integrated framework 
compared to other categories in Marketing 4.0 analytics is determined.

Exploration is a strategy that identifies opportunities and factors influencing Marketing 
4.0 analytics in the B2B sector. In this way, the B2B sector can identify the new and 
innovative processes of Marketing 4.0 analytics and apply them in their strategies. 
Exploitation is also a strategy focused on the processes of the B2B sector. It seeks solutions 
for innovative methods and practices related to services that strengthen and improve the 
B2B sector. In the current research, by re-examining the literature of the finalised articles, 
it has been determined that some factors in Marketing 4.0 make data analysis compatible 
with Marketing 4.0 practices and methods. In addition, some factors must be applied in 
the B2B sector to make Marketing 4.0 analytics effective. To classify these factors more 
clearly, the exploration-exploitation strategy was used in this research. Figure 8 demon-
strates that the themes of marketing analytics, big data, and data analytics have intensi-
fied towards Marketing 4.0. Therefore, the B2B sector should prioritise these themes in 
their strategies. The B2B sector must also embrace Marketing 4.0 analytics to identify 
business blind spots and avoid potential risks. By adopting Marketing 4.0 analytics, the 
B2B sector can better understand marketing trends, predict future results, and increase 
customer satisfaction.

Discussion

According to the findings, research in Marketing 4.0 analytics has increased. Some 
countries, such as the USA, the UK, and the United Arab Emirates, show a higher adoption 
rate of Marketing 4.0 analytics than others. Also, high-ranking journals welcomed this 
issue. However, this study is the first to provide a systematic and comprehensive overview 

Figure 8. Integrated framework.
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of the scope of Marketing 4.0 analytics in the B2B sector. Previous research dealt with the 
concept of Marketing 4.0 and examined the evolution from Marketing 1.0 to Marketing 4.0 
(Başyazicioğlu & Karamustafa, 2018; Confetto et al., 2020; Dash et al., 2021; Tarabasz,  
2013). Also, some research analysed marketing in B2B (Hallikainen et al., 2020; Hung et al.,  
2020; Wang et al., 2021; Wilson & Stephens, 2023). Therefore, this study investigated to fill 
the research gap in Marketing 4.0 analytics in the B2B sector and highlighted several 
knowledge gaps in Marketing 4.0 analytics. In particular, this review shows promising 
research areas in Marketing 4.0 analytics in B2B. Moreover, in this study, various moderat-
ing and contextual factors were considered at the intersection of research on Industry 4.0 
to provide useful ways for future research.

According to the literature, many innovative and creative opportunities in Marketing 
4.0 analytics can improve the B2B sector, such as digital transformation data analysis 
processes (Wang & Wang, 2020). Big data plays an important role in data analysis in B2B, 
which leads to providing strategy-oriented and forward-looking reports (Hallikainen et al.,  
2020). Moreover, by changing the analysis and marketing processes to Marketing 4.0 
analytics, customer satisfaction can be increased, and a competitive advantage can be 
obtained (Martínez-Ruiz et al., 2021). In sum, by applying a comprehensive and scientific 
review method, this study identifies and summarises the various factors that play a vital 
role in Marketing 4.0 analytics, thus presenting the fragmented literature in an integrated 
framework.

In this study, the SLR-TA was used to determine the analysis of Marketing 4.0. 
According to the literature, it has many applications in Marketing 4.0 and is used as 
the main element in Marketing 4.0 (Başyazicioğlu & Karamustafa, 2018; Guven, 2020). 
By examining the effects in the scattered literature, an integrated scheme is presented 
in Figure 9, which provides new insights and furthers the existing literature. By 
analysing the final articles, the main themes and sub-themes were extracted 
(Figure 6). Then, using MAXQDA, a neural network model was presented that 

Figure 9. Exploration and exploitation themes in Marketing 4.0 analytics.
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determined the relationships and frequencies between the categories (Figure 7). The 
main themes and sub-themes were used at a certain level to create an integrated 
environment, as displayed in Figure 9.

The integrated framework helps managers formulate strategies for Marketing 4.0 
analytics in their organisation to increase their competitive advantage. At a more general 
level, this framework is based on a sound theoretical basis. It provides a comprehensive 
perspective on Marketing 4.0 analysis regarding innovation and development of market-
ing sectors. The findings of this study provide the foundations of Marketing 4.0 analytics 
for B2B to understand the various direct and indirect links between different marketing 
departments. Researchers can identify the barriers and potentials of digital transforma-
tions in the B2B sector and adapt data analytics processes to this change. Security and 
transparency are one of the important issues in the field of big data. Researchers can 
investigate security and transparency in big data and increase its security in the B2B 
sector. The behaviour of customers towards the changes in marketing analytics in the era 
of Industry 4.0 in the B2B sector can be investigated by researchers, too. According to that, 
the future research direction has also been determined in Table 4.

Conclusion

Industry 4.0 has made significant progress in the past decades and has attracted the 
attention of many researchers. Like other fields, marketing analytics has been subjected to 
the advancements of Industry 4.0 and has caused changes. By dealing with Marketing 4.0 
analytics, this study tried to enrich the literature in this field. Through this, an integrated 

Table 4. Direction for future research.
Theme Future research direction

Digital 
Transformation

● Identifying challenges and drivers of digital transformations in Marketing 4.0 analytics
● Examining the role of digital transformation technologies such as the Internet of Things 

(IoTs) and artificial intelligence (AI) on marketing analytics
● Examining the consequences of adopting digital transformations in marketing analytics

Big Data ● Studying the consequences of using artificial intelligence (AI) in big data analytics
● Providing a unified framework for the impact of big data on marketing analytics
● Studying the role of big data in Marketing 4.0 decisions
● Studying the challenges of accepting big data in Marketing 4.0 analytics
● Providing solutions for the transparency and security of big data to increase the efficiency of 

Marketing 4.0 analytics
● Studying the role of blockchain and its consequences in big data analytics

Marketing 
Analytics

● Examining how marketing analytics is changing to Marketing 4.0 analytics
● Studying the consequences of moving toward Marketing 4.0 analytics in organisational 

decision-making processes and adoption of strategies
Marketing ● Studying the consequences of adopting Industry 4.0 on several marketing departments

● Investigating marketing methods in Industry 4.0
● Identifying the components of Industry 4.0 in marketing

Analytics ● Determining what the components are of innovation in analytics?
● Investigating the adoption process of Industry 4.0 in analytics methods
● Identifying the challenges of Industry 4.0 adoption in the analytics
● Examining the consequences of organisational decision-making based on analytics 4.0

Customer ● Investigating customer behaviour and their feedback from marketing 4.0 analytics
● Identifying customer expectations from marketing 4.0 analytics
● Studying the consequences of not using marketing 4.0 analytics on customer behaviour
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framework of Marketing 4.0 analytics was presented, which supports businesses in their 
marketing decisions and adopting competitive strategies.

In this study, the SPAR-4-SLR approach was used to investigate the effects of 
data analytics on Marketing 4.0. However, other scholars can employ advanced 
techniques such as Random Projection (RP) and Term Frequency-Inverse Document 
Frequency (TF-IDF) to increase the accuracy of the data mining and information- 
gathering process. The sample size of the literature review section in this manu-
script was limited to 43 relevant sources, which reveals the scant research in this 
field. Therefore, scholars are advised to investigate and examine the research 
directions recommended in this study, including (i) digital transformation, (ii) big 
data, and (iii) marketing analytics, which were implicitly highlighted in the litera-
ture and the findings. The deficiency of studies conducted in B2B was another 
limitation of this study. Experts’ opinions were applied to overcome this limitation; 
nevertheless, these findings may differ from those of alternative experts. According 
to the findings, academic studies in B2B are increasing. Therefore, future research 
can increase the marketing analytics in this area by considering the technological 
and economic needs of B2B and identifying the drivers and barriers of Industry 4.0.

Marketing analytics in the age of Industry 4.0 has a lot of potential for improve-
ment. This study examined the articles published in academic journals with 
a useful review in English in the field of Marketing 4.0 analysis and presented an 
integrated framework. Nonetheless, several gaps still exist regarding marketing 
analytics and Industry 4.0. For instance, books, conference papers, and other 
articles in non-English languages were not examined in this study. The authors 
hope this study will inspire researchers and executives and pave the way for more 
enlightening research on the multidisciplinary interaction between Industry 4.0 and 
marketing analytics.

Disclosure statement

No potential conflict of interest was reported by the author(s).

ORCID

Hannan Amoozad Mahdiraji http://orcid.org/0000-0002-8382-6603
Demetris Vrontis http://orcid.org/0000-0001-7570-6241

References

Addo, P. C., Akpatsa, S. K., Nukpe, P., Ohemeng, A. A., & Kulbo, N. B. (2022). Digital analytics approach 
to understanding short video advertising in digital marketing. Journal of Marketing Theory & 
Practice, 30(3), 405–420. https://doi.org/10.1080/10696679.2022.2056487

Akbar, R. A., Priyambodo, T. K., Kusworo, H. A., & Fandeli, C. (2020). Digital tourism Marketing 4.0 
collaborative strategy for Banggai brothers area, central Sulawesi, Indonesia. Journal of 
Education, Society and Behavioural Science, 33(11), 25–38. https://doi.org/10.9734/jesbs/2020/ 
v33i1130269

18 H. AMOOZAD MAHDIRAJI ET AL.

https://doi.org/10.1080/10696679.2022.2056487
https://doi.org/10.9734/jesbs/2020/v33i1130269
https://doi.org/10.9734/jesbs/2020/v33i1130269


Akter, S., Hani, U., Dwivedi, Y. K., & Sharma, A. (2022). The future of marketing analytics in the sharing 
economy. Industrial Marketing Management, 104(April), 85–100. https://doi.org/10.1016/j.indmar 
man.2022.04.008

Aljumah, A. I., Nuseir, M. T., & Alam, M. M. (2021). Traditional marketing analytics, big data analytics 
and big data system quality and the success of new product development. Business Process 
Management Journal, 27(4), 1108–1125. https://doi.org/10.1108/BPMJ-11-2020-0527

Başyazicioğlu, H. N., & Karamustafa, K. (2018). Marketing 4.0: Impacts of technological developments 
on marketing activities. Kırıkkale Üniversitesi Sosyal Bilimler Dergisi, 8(2), 621–640.

Branda, A. F., Lala, V., & Gopalakrishna, P. (2018). The marketing analytics orientation (MAO) of firms: 
Identifying factors that create highly analytical marketing practices. Journal of Marketing 
Analytics, 6(3), 84–94. https://doi.org/10.1057/s41270-018-0036-8

Cao, G., Duan, Y., & El Banna, A. (2019). A dynamic capability view of marketing analytics: Evidence 
from UK firms. Industrial Marketing Management, 76, 72–83. https://doi.org/10.1016/j.indmarman. 
2018.08.002

Cao, G., Duan, Y., & Tian, N. (2021). Identifying the configurational conditions for marketing analytics 
use in UK SMEs. Management Decision, 59(12), 2952–2969. https://doi.org/10.1108/MD-07-2020- 
0945

Cao, G., & Tian, N. (2020). Enhancing customer-linking marketing capabilities using marketing 
analytics. Journal of Business and Industrial Marketing, 35(7), 1289–1299. https://doi.org/10. 
1108/JBIM-09-2019-0407

Cao, G., Tian, N., & Blankson, C. (2022). Big data, Marketing analytics, and firm Marketing capabilities. 
Journal of Computer Information Systems, 62(3), 442–451. https://doi.org/10.1080/08874417.2020. 
1842270

Chaudhary, S., Dhir, A., Ferraris, A., & Bertoldi, B. (2021). Trust and reputation in family businesses: 
A systematic literature review of past achievements and future promises. Journal of Business 
Research, 137(March), 143–161. https://doi.org/10.1016/j.jbusres.2021.07.052

Cluley, R. (2022). Interesting numbers: An ethnographic account of quantification, marketing 
analytics and facial coding data. Marketing Theory, 22(1), 3–20. https://doi.org/10.1177/ 
14705931211039001

Confetto, M. G., Conte, F., Vollero, A., & Covucci, C. (2020). From dual Marketing to Marketing 4.0: The 
role played by Digital Technology and the Internet. Beyond Multi-Channel Marketing, 141–161. 
https://doi.org/10.1108/978-1-83867-685-820201012 

Dar, I. B., Khan, M. B., Khan, A. Z., & Mujtaba, B. G. (2021). A qualitative analysis of the marketing 
analytics literature: Where would ethical issues and legality rank? Journal of Marketing Analytics, 9 
(3), 242–261. https://doi.org/10.1057/s41270-021-00119-6

Dash, G., Kiefer, K., & Paul, J. (2021). Marketing-to-millennials: Marketing 4. 0, customer satisfaction 
and purchase intention. Journal of Business Research, 122(October), 608–620. 2020. https://doi. 
org/10.1016/j.jbusres.2020.10.016

Davis, B., Grewal, D., & Hamilton, S. (2021). The future of Marketing analytics and Public Policy. 
Journal of Public Policy and Marketing, 40(4), 447–452. https://doi.org/10.1177/ 
07439156211042372

Dewi, N. P. R. C. (2020). Digital marketing strategy on travel tourism businesses in marketing 4.0 era. 
International Research Journal of Management, IT & Social Sciences, 7(3), 58–64. https://doi.org/10. 
21744/irjmis.v7n3.898

France, S. L., & Ghose, S. (2019). Marketing analytics: Methods, practice, implementation, and links to 
other fields. Expert Systems with Applications, 119, 456–475. https://doi.org/10.1016/j.eswa.2018. 
11.002

García-Haro, M. Á., Martínez-Ruiz, M. P., Martínez-Cañas, R., & Ruiz-Palomino, P. (2020). Marketing 4.0 
and Internet Technologies in the Tourism Industry Context. September, 1679–1689.

Gau, W. B. (2019). A reflection on Marketing 4.0 from the perspective of senior citizens’ communities 
of Practice. Sage Open, 9(3), 215824401986785. https://doi.org/10.1177/2158244019867859

Ghonim, M. A., Zakaria Elsawy, W., Elsotouhy, M. M., & Khashan, M. A. (2022). The impact of 
Marketing 4.0 on customer satisfaction and engagement: The distinctive role of brand interaction 

JOURNAL OF STRATEGIC MARKETING 19

https://doi.org/10.1016/j.indmarman.2022.04.008
https://doi.org/10.1016/j.indmarman.2022.04.008
https://doi.org/10.1108/BPMJ-11-2020-0527
https://doi.org/10.1057/s41270-018-0036-8
https://doi.org/10.1016/j.indmarman.2018.08.002
https://doi.org/10.1016/j.indmarman.2018.08.002
https://doi.org/10.1108/MD-07-2020-0945
https://doi.org/10.1108/MD-07-2020-0945
https://doi.org/10.1108/JBIM-09-2019-0407
https://doi.org/10.1108/JBIM-09-2019-0407
https://doi.org/10.1080/08874417.2020.1842270
https://doi.org/10.1080/08874417.2020.1842270
https://doi.org/10.1016/j.jbusres.2021.07.052
https://doi.org/10.1177/14705931211039001
https://doi.org/10.1177/14705931211039001
https://doi.org/10.1108/978-1-83867-685-820201012
https://doi.org/10.1057/s41270-021-00119-6
https://doi.org/10.1016/j.jbusres.2020.10.016
https://doi.org/10.1016/j.jbusres.2020.10.016
https://doi.org/10.1177/07439156211042372
https://doi.org/10.1177/07439156211042372
https://doi.org/10.21744/irjmis.v7n3.898
https://doi.org/10.21744/irjmis.v7n3.898
https://doi.org/10.1016/j.eswa.2018.11.002
https://doi.org/10.1016/j.eswa.2018.11.002
https://doi.org/10.1177/2158244019867859


in the Egyptian hotel Industry. International Journal of Hospitality & Tourism Administration, 1–30.  
https://doi.org/10.1080/15256480.2022.2127435

Guven, H. (2020). Industry 4.0 and Marketing 4.0: In perspective of digitalization and E-Commerce. 
Agile Business Leadership Methods for Industry, 4, 25–46. https://doi.org/10.1108/978-1-80043-380- 
920201003 

Hallikainen, H., Savimäki, E., & Laukkanen, T. (2020). Fostering B2B sales with customer big data 
analytics. Industrial Marketing Management, 86(December), 90–98. https://doi.org/10.1016/j. 
indmarman.2019.12.005

Haywood, M. E., & Mishra, A. (2019). Building a culture of business analytics: A marketing analytics 
exercise. International Journal of Educational Management, 33(1), 86–97. https://doi.org/10.1108/ 
IJEM-03-2018-0107

Hossain, M. A., Agnihotri, R., Rushan, M. R. I., Rahman, M. S., & Sumi, S. F. (2022). Marketing analytics 
capability, artificial intelligence adoption, and firms’ competitive advantage: Evidence from the 
manufacturing industry. Industrial Marketing Management, 106(February), 240–255. https://doi. 
org/10.1016/j.indmarman.2022.08.017

Hung, J. L., He, W., & Shen, J. (2020). Big data analytics for supply chain relationship in banking. 
Industrial Marketing Management, 86(November), 144–153. https://doi.org/10.1016/j.indmarman. 
2019.11.001

Iacobucci, D., Petrescu, M., Krishen, A., & Bendixen, M. (2019). The state of marketing analytics in 
research and practice. Journal of Marketing Analytics, 7(3), 152–181. Palgrave Macmillan UK.  
https://doi.org/10.1057/s41270-019-00059-2

Kakatkar, C., & Spann, M. (2019). Marketing analytics using anonymized and fragmented tracking 
data. International Journal of Research in Marketing, 36(1), 117–136. https://doi.org/10.1016/j. 
ijresmar.2018.10.001

Kim, Y. (2019). Developing a work-ready social media Marketing analytics Course: A model to 
cultivate data-driven and multiperspective strategy development skills. Decision Sciences 
Journal of Innovative Education, 17(2), 163–188. https://doi.org/10.1111/dsji.12175

Kim, J., Kang, S., & Lee, K. H. (2021). Evolution of digital marketing communication: Bibliometric 
analysis and network visualization from key articles. Journal of Business Research, 130(September), 
552–563. https://doi.org/10.1016/j.jbusres.2019.09.043

Kopalle, P. K., & Lehmann, D. R. (2021). Big data, Marketing analytics, and Public Policy: Implications 
for health care. Journal of Public Policy and Marketing, 40(4), 453–456. https://doi.org/10.1177/ 
0743915621999031

Kumar, A., & Saroj, K. (2022). Role of social media in Marketing 4.0. Establishing Sustainability Context: 
First Step for Businesses on Their Sustainability Journey, 7(1), 213. Name Page No. 1.

Liang, X., Li, G., Zhang, H., Nolan, E., & Chen, F. (2022). Firm performance and marketing analytics in 
the Chinese context: A contingency model. Journal of Business Research, 141(December), 
589–599. 2020 https://doi.org/10.1016/j.jbusres.2021.11.061

Lies, J. (2021). Crisis Marketing 4.0: Crisis as marketing. International Journal of Economics and 
Management Studies, 8(11), 1–6. https://doi.org/10.14445/23939125/IJEMS-V8I11P101

Liu, X., & Burns, A. C. (2018). Designing a marketing analytics course for the digital age. Marketing 
Education Review, 28(1), 28–40. https://doi.org/10.1080/10528008.2017.1421049

Lund, H. B., & Vildåsen, S. S. (2022). The influence of Industry 4.0 narratives on regional path 
development. Regional Studies, Regional Science, 9(1), 82–92. https://doi.org/10.1080/21681376. 
2022.2029552

Martínez-Ruiz, M. P., Gómez-Suárez, M., Jiménez-Zarco, A. I., & Izquierdo-Yusta, A. (2021, January). 
Editorial: Toward consumer 4.0 insights and opportunities under the Marketing 4.0 scenario. 
Frontiers in Psychology, 11. https://doi.org/10.3389/fpsyg.2020.611114.

Misirlis, N., & Vlachopoulou, M. (2018). Social media metrics and analytics in marketing – S3M: 
A mapping literature review. International Journal of Information Management, 38(1), 270–276.  
https://doi.org/10.1016/j.ijinfomgt.2017.10.005

Mora Cortez, R., & Johnston, W. J. (2017). The future of B2B marketing theory: A historical and 
prospective analysis. Industrial Marketing Management, 66(January), 90–102. https://doi.org/10. 
1016/j.indmarman.2017.07.017

20 H. AMOOZAD MAHDIRAJI ET AL.

https://doi.org/10.1080/15256480.2022.2127435
https://doi.org/10.1080/15256480.2022.2127435
https://doi.org/10.1108/978-1-80043-380-920201003
https://doi.org/10.1108/978-1-80043-380-920201003
https://doi.org/10.1016/j.indmarman.2019.12.005
https://doi.org/10.1016/j.indmarman.2019.12.005
https://doi.org/10.1108/IJEM-03-2018-0107
https://doi.org/10.1108/IJEM-03-2018-0107
https://doi.org/10.1016/j.indmarman.2022.08.017
https://doi.org/10.1016/j.indmarman.2022.08.017
https://doi.org/10.1016/j.indmarman.2019.11.001
https://doi.org/10.1016/j.indmarman.2019.11.001
https://doi.org/10.1057/s41270-019-00059-2
https://doi.org/10.1057/s41270-019-00059-2
https://doi.org/10.1016/j.ijresmar.2018.10.001
https://doi.org/10.1016/j.ijresmar.2018.10.001
https://doi.org/10.1111/dsji.12175
https://doi.org/10.1016/j.jbusres.2019.09.043
https://doi.org/10.1177/0743915621999031
https://doi.org/10.1177/0743915621999031
https://doi.org/10.1016/j.jbusres.2021.11.061
https://doi.org/10.14445/23939125/IJEMS-V8I11P101
https://doi.org/10.1080/10528008.2017.1421049
https://doi.org/10.1080/21681376.2022.2029552
https://doi.org/10.1080/21681376.2022.2029552
https://doi.org/10.3389/fpsyg.2020.611114
https://doi.org/10.1016/j.ijinfomgt.2017.10.005
https://doi.org/10.1016/j.ijinfomgt.2017.10.005
https://doi.org/10.1016/j.indmarman.2017.07.017
https://doi.org/10.1016/j.indmarman.2017.07.017


Nair, H. S., Misra, S., Hornbuckle, W. J., Mishra, R., & Acharya, A. (2017). Big data and marketing 
analytics in gaming: Combining empirical models and field experimentation. Marketing Science, 
36(5), 699–725. https://doi.org/10.1287/mksc.2017.1039

Osaysa, E. K. (2022). Improving the quality of marketing analytics systems. International Journal for 
Quality Research, 16(1), 119. https://doi.org/10.24874/IJQR16.01-08

Osuagwu, L. (2022). SALIENT ISSUES in MARKETING ANALYTICS. British Journal of Marketing Studies, 
10(1), 32–46.

Pandey, N., Nayal, P., & Rathore, A. S. (2020). Digital marketing for B2B organizations: Structured 
literature review and future research directions. Journal of Business and Industrial Marketing, 35(7), 
1191–1204. https://doi.org/10.1108/JBIM-06-2019-0283

Pardeshi, R. K., & Gadekar, V. L. (2020). Marketing 4.0-conceptual analysis through literature review. 
Vidyabharati International Interdisciplinary Research Journal, 11(2), 400–403.

Paul, J., Lim, W. M., O’Cass, A., Hao, A. W., & Bresciani, S. (2021). Scientific procedures and rationales 
for systematic literature reviews (SPAR‐4‐SLR). International Journal of Consumer Studies, 45(4), 
O1–O16. https://doi.org/10.1111/ijcs.12695

Petrescu, M., Krishen, A., & Bui, M. (2020). The internet of everything: Implications of marketing 
analytics from a consumer policy perspective. Journal of Consumer Marketing, 37(6), 675–686.  
https://doi.org/10.1108/JCM-02-2019-3080

Polisetty, A., & Manda, V. K. (2020). Application of Marketing 4.0 principles by the Indian mutual fund 
Industry. The International Journal of Recent Technology & Engineering (IJRTE), 8(5), 3197–3205.  
https://doi.org/10.35940/ijrte.D9027.018520

Rahayu, A. U., Herawaty, I., Suci, A., Putri, A., Kautsar, P., Program, P., & Padjadjaran, U. (2017). 
MARKETING 4.0: A DIGITAL TRANSFORMATION in PHARMACEUTICAL INDUSTRY to REACH 
CUSTOMER BRAND EXPERIENCE Alsya. Farmaka, 16(1), 80–85.

Rahman, M. S., Hossain, M. A., & Abdel Fattah, F. A. M. (2022). Does marketing analytics capability 
boost firms’ competitive marketing performance in data-rich business environment? Journal of 
Enterprise Information Management, 35(2), 455–480. https://doi.org/10.1108/JEIM-05-2020-0185

Rosário, A. T., & Dias, J. C. (2022). Industry 4.0 and marketing: Towards an integrated future research 
agenda. Journal of Sensor & Actuator Networks, 11(3), 30. https://doi.org/10.3390/jsan11030030

Sarkar, M., & De Bruyn, A. (2021). LSTM response models for direct marketing analytics: Replacing 
feature engineering with deep learning. Journal of Interactive Marketing, 53(1), 80–95. https://doi. 
org/10.1016/j.intmar.2020.07.002

Sharifpour, H., Aghajani, H., & Safaei Ghadikolaei, A. (2020). Investigating the interactive relation-
ships of fourth generation industry technologies in selected food industries with the revised 
DEMATEL approach. Journal of Decisions and Operations Research, 5(2), 151–166.

Sheth, J. (2021). New areas of research in marketing strategy, consumer behavior, and marketing 
analytics: The future is bright. Journal of Marketing Theory & Practice, 29(1), 3–12. https://doi.org/ 
10.1080/10696679.2020.1860679

Simkin, L., & Dibb, S. (2012). Leadership teams rediscover market analysis in seeking competitive 
advantage and growth during economic uncertainty. Journal of Strategic Marketing, 20(1), 45–54.  
https://doi.org/10.1080/0965254X.2011.628406

Singh, V., Nanavati, B., Kar, A. K., & Gupta, A. (2022). How to maximise clicks for display advertisement 
in Digital Marketing? A reinforcement learning approach. Information Systems Frontiers, 25(4), 
1621–1638. https://doi.org/10.1007/s10796-022-10314-0

Sugiyanto, G. S. P., & Wicaksono, A. (2020). Marketing strategy evaluation of MRT Jakarta’s mobile 
application using marketing 4.0 concept. Advanced International Journal of Business, 
Entrepreneurship and SMEs, 2(6), 43–54. https://doi.org/10.35631/AIJBES.26005

Suleman, D., Ali, H., Nusraningrum, D., & Ali, M. M. (2020). Consumer behaviour in the Marketing 4.0 
era regarding decisions about where to shop. International Journal of Innovation, Creativity & 
Change, 13(7), 444–456. https://www.ijicc.net/images/vol_13/Iss_7/13763_Suleman_2020_E_R. 
pdf 

Székely, S., Csata, Z., Cioca, L. L., & Benedek, A. (2020). Industrial marketing 4.0-upgrading the 
industrial costumers’ path to the digital economy. Polish Journal of Management Studies, 22(2), 
535–548. https://doi.org/10.17512/pjms.2020.22.2.35

JOURNAL OF STRATEGIC MARKETING 21

https://doi.org/10.1287/mksc.2017.1039
https://doi.org/10.24874/IJQR16.01-08
https://doi.org/10.1108/JBIM-06-2019-0283
https://doi.org/10.1111/ijcs.12695
https://doi.org/10.1108/JCM-02-2019-3080
https://doi.org/10.1108/JCM-02-2019-3080
https://doi.org/10.35940/ijrte.D9027.018520
https://doi.org/10.35940/ijrte.D9027.018520
https://doi.org/10.1108/JEIM-05-2020-0185
https://doi.org/10.3390/jsan11030030
https://doi.org/10.1016/j.intmar.2020.07.002
https://doi.org/10.1016/j.intmar.2020.07.002
https://doi.org/10.1080/10696679.2020.1860679
https://doi.org/10.1080/10696679.2020.1860679
https://doi.org/10.1080/0965254X.2011.628406
https://doi.org/10.1080/0965254X.2011.628406
https://doi.org/10.1007/s10796-022-10314-0
https://doi.org/10.35631/AIJBES.26005
https://www.ijicc.net/images/vol_13/Iss_7/13763_Suleman_2020_E_R.pdf
https://www.ijicc.net/images/vol_13/Iss_7/13763_Suleman_2020_E_R.pdf
https://doi.org/10.17512/pjms.2020.22.2.35


Tarabasz, A. (2013). The reevaluation of communication in customer approach - towards marketing 
4.0. Współczesne Zarządzanie Kwartalnik Środowisk Naukowych I Liderów Biznesu.

Tranfield, D., Denyer, D., & Smart, P. (2003). Towards a methodology for developing evidence‐ 
informed management knowledge by means of systematic review. British Journal of 
Management, 14(3), 207–222. https://doi.org/10.1111/1467-8551.00375

Troisi, O., Maione, G., Grimaldi, M., & Loia, F. (2020). Growth hacking: Insights on data-driven 
decision-making from three firms. Industrial Marketing Management, 90(August), 538–557.  
https://doi.org/10.1016/j.indmarman.2019.08.005

Vassileva, B. (2017). Marketing 4.0: How technologies transform marketing organization. Óbuda 
university e-Bulletin, 7(1), 47–54.

Vollrath, M. D., & Villegas, S. G. (2022). Avoiding digital marketing analytics myopia: Revisiting the 
customer decision journey as a strategic marketing framework. Journal of Marketing Analytics, 10 
(2), 106–113. https://doi.org/10.1057/s41270-020-00098-0

Wang, Y., Deng, Q., Rod, M., & Ji, S. (2021). A thematic exploration of social media analytics in 
marketing research and an agenda for future inquiry. Journal of Strategic Marketing, 29(6), 
471–491. https://doi.org/10.1080/0965254X.2020.1755351

Wang, Y., Rod, M., Deng, Q., & Ji, S. (2021). Exploiting business networks in the age of social media: 
The use and integration of social media analytics in B2B marketing. Journal of Business and 
Industrial Marketing, 36(12), 2139–2149. https://doi.org/10.1108/JBIM-05-2019-0173

Wang, W. Y. C., & Wang, Y. (2020). Analytics in the era of big data: The digital transformations and 
value creation in industrial marketing. Industrial Marketing Management, 86, 12–15. https://doi. 
org/10.1016/j.indmarman.2020.01.005

Weathers, D., & Aragón, O. (2019). Integrating analytics into Marketing curricula: Challenges and 
effective practices for developing six critical competencies. Marketing Education Review, 29(4), 
266–282. https://doi.org/10.1080/10528008.2019.1673664

Wedel, M., & Kannan, P. K. (2016). Marketing analytics for data-rich environments. Journal of 
Marketing, 80(6), 97–121. https://doi.org/10.1509/jm.15.0413

Wereda, W., & Woźniak, J. (2019). Building relationships with customer 4.0 in the era of marketing 
4.0: The case study of innovative enterprises in Poland. Social Sciences, 8(6), 177. https://doi.org/ 
10.3390/socsci8060177

Wilson, E. J., McCabe, C., & Smith, R. S. (2018). Curriculum innovation for Marketing analytics. 
Marketing Education Review, 28(1), 52–66. https://doi.org/10.1080/10528008.2017.1419431

Wilson, R. D., & Stephens, A. M. (2023). The challenges of B2B innovation: Using marketing analytics 
to plan and implement a successful digital catalog adoption. Journal of Business and Industrial 
Marketing, 38(2), 290–302. https://doi.org/10.1108/JBIM-12-2021-0598

Winarko, T., Parapak, E. R., Virananda, S. A., Yulianti, R., & Istijanto, I. (2022). The effect of perceived 
value and Marketing 4.0 on customer satisfaction and purchase intention in E-commerce context. 
International Journal of Electronic Commerce Studies, 13(3), 69–98. https://doi.org/10.7903/ijecs. 
2121

Wright, L. T., Robin, R., Stone, M., & Aravopoulou, D. E. (2019). Adoption of big data technology for 
innovation in B2B Marketing. Journal of Business-To-Business Marketing, 26(3–4), 281–293. https:// 
doi.org/10.1080/1051712X.2019.1611082

Xu, Z., Frankwick, G. L., & Ramirez, E. (2016). Effects of big data analytics and traditional marketing 
analytics on new product success: A knowledge fusion perspective. Journal of Business Research, 
69(5), 1562–1566. https://doi.org/10.1016/j.jbusres.2015.10.017

Yeğin, T., & Ikram, M. (2022). Performance evaluation of green furniture brands in the Marketing 
4.0 period: An integrated MCDM approach. Sustainability, 14(17), 10644. https://doi.org/10.3390/ 
su141710644

Zahay, D., Pollitte, W. A., Reavey, B., & Alvarado, A. (2022). An integrated model of Digital Marketing 
Curriculum design. Marketing Education Review, 32(3), 205–223. https://doi.org/10.1080/ 
10528008.2021.1947856

Zumstein, D., Brauer, C., & Zelic, A. (2022). Benefits, challenges and future developments in digital 
analytics in German-speaking countries: An empirical analysis. Applied Marketing Analytics, 7(3), 
246–259.

22 H. AMOOZAD MAHDIRAJI ET AL.

https://doi.org/10.1111/1467-8551.00375
https://doi.org/10.1016/j.indmarman.2019.08.005
https://doi.org/10.1016/j.indmarman.2019.08.005
https://doi.org/10.1057/s41270-020-00098-0
https://doi.org/10.1080/0965254X.2020.1755351
https://doi.org/10.1108/JBIM-05-2019-0173
https://doi.org/10.1016/j.indmarman.2020.01.005
https://doi.org/10.1016/j.indmarman.2020.01.005
https://doi.org/10.1080/10528008.2019.1673664
https://doi.org/10.1509/jm.15.0413
https://doi.org/10.3390/socsci8060177
https://doi.org/10.3390/socsci8060177
https://doi.org/10.1080/10528008.2017.1419431
https://doi.org/10.1108/JBIM-12-2021-0598
https://doi.org/10.7903/ijecs.2121
https://doi.org/10.7903/ijecs.2121
https://doi.org/10.1080/1051712X.2019.1611082
https://doi.org/10.1080/1051712X.2019.1611082
https://doi.org/10.1016/j.jbusres.2015.10.017
https://doi.org/10.3390/su141710644
https://doi.org/10.3390/su141710644
https://doi.org/10.1080/10528008.2021.1947856
https://doi.org/10.1080/10528008.2021.1947856

	Abstract
	Introduction
	Literature review
	Methodology
	Assembling
	Arranging
	Assessing

	A descriptive review of the literature
	Thematic analysis
	Discussion
	Conclusion
	Disclosure statement
	ORCID
	References

