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Oz

Bu ¢alisma, dijital pazarlama alamndaki akademik literatiiriin entelektiiel yapisimi ve arastirma
egilimlerini sistematik olarak analiz etmeyi amaglamaktadir. Scopus veri tabanindan elde edilen 6,432
akademik yayin bibliyometrik yontemlerle incelenmis, Microsoft Excel ve VOSviewer 1.6.20 yazilimlart
kullamilarak betimsel analizler ve ag haritalart olusturulmustur. Bulgular, dijital pazarlama
literatiiriiniin 1980-2024 déneminde ii¢ evrede gelistigini gostermektedir: dogug ve kesif (1980-2000),
yavas yiikselis (2001-2015) ve patlayici biiyiime (2016-2024). 2021 sonrasit %300'i asan biiyiime
kaydedilmistir. Cografi dagilimda Hindistan (%15.2), ABD (%12.8) ve Endonezya (%8.4) lider
konumdadir. Anahtar kelime analizinde "reklamcilik”, "vapay zeka" ve "tiiketici davranisi” kavramlar
one ¢itkmaktadir. Dijital pazarlama, disiplinlerarasi ve teknolojik yeniliklere duyarli bir alan olarak
akademik olgunluga ulagmis, yapay zekd ve biiyiik veri entegrasyonu gelecek yonelimlerini
belirlemektedir.

Anahtar Kelimeler: Dijital pazarlama, bibliyometrik analiz, bilimsel ig birlikleri, bilgi haritalama,
teknolojik yonelimler.

The Global Evolution of Digital Marketing Research: Mapping Conceptual,
Interdisciplinary and Technological Trends with a Bibliometric Analysis

Abstract

This study systematically maps the intellectual structure and research dynamics of digital marketing.
Drawing on 6,432 publications indexed in Scopus, bibliometric methods were applied using Microsoft
Excel and VOSviewer 1.6.20 to conduct descriptive analyses and network visualizations. Results
indicate a three-phase evolution of the field from 1980 to 2024: emergence (1980—2000), gradual
growth (2001-2015), and accelerated expansion (2016—2024), with post-2021 output increasing by over
300%. India (15.2%), the United States (12.8%), and Indonesia (8.4%) lead global contributions.
Keyword analysis highlights advertising, artificial intelligence, and consumer behavior as dominant
themes. The findings demonstrate that digital marketing has reached academic maturity, with artificial
intelligence and big data integration shaping its future trajectories.
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technological orientations.
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Genisletilmis Ozet

Bu calisma, dijital pazarlama literatiiriiniin entelektiiel yapisini, aragtirma egilimlerini,
disiplinleraras1 baglantilarin1 ve bilimsel igbirligi aglarimi kiiresel Olcekte sistematik olarak
incelemeyi amaglamaktadir. Ozellikle son kirk yilda dijitallesmenin isletme ve pazarlama
stratejilerinde yarattigi doniisiim, akademik {iiretime de yansimis; alanin teorik cergeveleri,
metodolojik ¢esitliligi ve tematik yogunlagmalar1 giderek zenginlesmistir. Ancak literatiiriin
bliyiik kism1 tanimlayici nitelikte kalmis, kavramsal tutarsizliklar ve metodolojik par¢alanmalar
dikkat ¢cekmistir. Bu nedenle, disiplinin gelisim dinamiklerini ve gelecege yonelik arastirma
alanlarini nesnel verilerle ortaya koyan kapsamli bir bibliyometrik analiz ¢alismasina ihtiyag
duyulmustur.

Aragtirmanin kapsamini, Scopus veri tabaninda “digital marketing” anahtar kelimesi ile
15 Agustos 2025 tarihinde elde edilen 6.432 akademik yayin olusturmaktadir. Caligmada
betimsel analizler Microsoft Excel ile yiiriitiilmiis; yazar, kurum ve iilke is birlikleri ile anahtar
kelime es-olusum haritalar1 VOSviewer 1.6.20 yazilimi aracilifiyla gorsellestirilmistir. Bu
yontemle literatiiriin zamansal gelisimi, cografi ve disiplinlerarasi dagilimi, 6ne ¢ikan arastirma
temalar1 ve ag yapilar1 detayl sekilde incelenmistir.

Bulgular, dijital pazarlama literatiiriiniin 1980-2024 yillar1 arasinda ii¢ evrede gelistigini
gostermektedir: (i) Dogus ve kesif donemi (1980-2000), (ii) Yavas yiikselis donemi (2001—
2015), (iii) Patlayici biiyiime dénemi (2016-2024). Ozellikle 2021 sonrasinda %300’ii asan
biiyiime kaydedilmis ve alanin akademik ¢ekim merkezi haline geldigi gorilmistiir. Cografi
dagilimda Hindistan (%15,2), ABD (%12,8), Endonezya (%38.4) ve Birlesik Krallik (%7,9) lider
tilkeler olarak 6ne cikarken; Tiirkiye, BAE ve Suudi Arabistan gibi iilkeler bolgesel merkezler
haline gelmeye baglamistir.

Disiplinleraras1 dagilim incelendiginde, Isletme-Y6netim-Muhasebe (%47,3) temel alan
olmakla birlikte, Bilgisayar Bilimleri (%38,2) ve Sosyal Bilimler (%25,6) de gii¢lii temsil
edilmektedir. Bu durum, dijital pazarlamanin yalnizca yonetim temelli degil; ayn1 zamanda
teknoloji ve sosyal bilimler kesisiminde gelisen c¢ok boyutlu bir disiplin oldugunu
gostermektedir. Anahtar kelime analizinde ise “artificial intelligence” (362 tekrar), “consumer
behavior” (271 tekrar) ve “advertising” (103 tekrar) kavramlar1 merkezi odak noktalar1 olarak
ortaya ¢ikmistir. Bu sonug, alanin veri odakli yapay zekad uygulamalari, tiiketici davraniglar
analitigi ve reklam optimizasyonu etrafinda sekillendigini gdstermektedir.

Yazarlar, kurumlar ve llkeler diizeyinde yapilan isbirligi analizleri, ti¢ farkli akademik
profil ortaya koymustur: (i) Az sayida ancak yiiksek atif alan Oncii yazarlar, (ii) niceliksel
uretimi yiiksek ama atif etkisi sinirl aragtirmacilar, (ii1) uluslararasi aglarda koprii islevi géren
arastirmacilar. Kurumsal diizeyde Rey Juan Carlos Universitesi (Ispanya) ve University of
Jordan (Urdiin) yiiksek etki giicii ile 6ne ¢ikarken; Portekiz merkezli kurumlar ag baglari
acisindan koprii islevi istlenmistir.

Calismanin sonuglari, dijital pazarlamanin artik yalnizca uygulamaya doniik bir alan
degil, akademik olarak da olgunlasmis, disiplinlerarasi, veri odakli ve teknolojik yeniliklere
duyarl bir aragtirma sahasi oldugunu gostermektedir. Yapay zeka, biiylik veri, artirilmig/virtual
gerceklik, blok zinciri ve IoT gibi teknolojilerin entegrasyonu, alanin gelecekteki yonelimlerini
belirlemektedir. Ayrica sosyal medya pazarlamasi, e-ticaret ve deneyimsel pazarlama temalari
literatiiriin yogunlagtig1 alanlar arasinda yer almaktadir.

Tartisma kisminda, alanin kavramsal zenginligine ragmen teorik tutarlilik eksikligi ve
metodolojik parcalanma sorunlar1 vurgulanmistir. Dijital pazarlamanin yalnizca teknolojik
determinizmle agiklanamayacagi, sosyal, kiiltiirel ve etik boyutlarin da derinlemesine
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incelenmesi gerektigi belirtilmistir. Ozellikle veri gizliligi, tiiketici haklar1 ve etik pazarlama
uygulamalar1 gelecegin Oncelikli arastirma konulari1 arasinda goriilmektedir. Bu baglamda
disiplinin, ndropazarlama, davranis bilimleri ve siirdiiriilebilir tiiketim arastirmalariyla
biitiinlesmesi Onerilmektedir.

Sonug olarak, bu ¢alisma dijital pazarlama literatiiriinii 44 yillik bir perspektifte kapsamli
bicimde haritalandirmis; alanin entelektiiel gelisimini, disiplinlerarasi baglantilarini ve gelecek
arastirma eksenlerini nesnel verilerle ortaya koymustur. Akademisyenler icin arastirma
stratejilerini gelistirmeye, kurumlar i¢in i birligi aglarim1 giiclendirmeye, politika yapicilar
icinse etik ve teknolojik diizenlemeleri sekillendirmeye yonelik 6nemli ¢ikarimlar sunmaktadir.
Disiplinin gelecekteki gelisimi, teorik g¢ercevelerin giliglendirilmesi, kavramsal tutarliligin
saglanmas1 ve etik ilkelere dayali veri analitigi yaklagimlarinin gelistirilmesiyle miimkiin
olacaktir.

1. Introduction

Digital marketing has generated thousands of academic publications over the last four decades;
however, a critical question persists: To what extent does this vast corpus of work genuinely
reflect the intellectual structure, scientific maturity, and future direction of the discipline? This
question becomes even more critical in an era when marketing is no longer confined to
promoting products or services but has evolved into a data-driven, consumer-centric, and
interactive paradigm shaped by artificial intelligence (Al), big data analytics, algorithm-based
strategies, and evolving consumer psychology.

Although the existing literature presents substantial growth, it remains largely
fragmented. Many studies adopt descriptive approaches, failing to provide a coherent
theoretical foundation. Conceptual inconsistency, methodological heterogeneity, and the
scarcity of cross-cultural comparative studies raise doubts about the intellectual maturity and
epistemic depth of the field. At this juncture, bibliometric analysis emerges as a powerful
method for illuminating not only the quantitative expansion of digital marketing research but
also its conceptual evolution, collaboration patterns, and thematic orientations. The present
study responds to this need by analyzing 44 years (1980-2024) of Scopus-indexed literature
through comprehensive bibliometric and network analysis techniques, providing a systematic
evaluation of global research trends and emerging trajectories.

A recurring issue in the literature concerns the definitional ambiguity of digital marketing.
Traditional perspectives conceptualize it merely as an extension of conventional marketing in
digital environments. Scholars such as Karthika (2024) and Tan (2023) emphasize digital
platforms as tools for promoting goods and services, thus reinforcing the notion that digital
marketing is simply a technologically upgraded version of traditional marketing. Such
definitions, however, fail to capture its strategic, interactive, and behavioral dimensions.

A second stream of research adopts a technology-centric approach, defining digital
marketing as the use of electronic media—social networks, search engines, websites, and
mobile devices—to attract consumers (Swami, 2023; Upasani et al., 2023). While this
perspective highlights the operational infrastructure of digital marketing, it risks reducing the
field to a set of tools and techniques, overlooking its strategic and psychological foundations.

An increasing number of scholars argue that digital marketing must be understood as a
strategic capability shaping business performance. Memet et al. (2023) emphasize its role in
growth and consumer interaction, while Gouveia (2024) highlights its potential for personalized
and measurable strategies. Parallel to this, relational marketing perspectives underscore how
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digital marketing strengthens customer relationships, loyalty, and engagement (Yudianto et al.,
2023; Kanojia & Rathore, 2025).

The literature also reflects a multi-channel and multi-modal understanding of digital
marketing. Senthilkumar (2024) and Thompson & Weldon (2022) describe digital marketing
as an integrated framework encompassing SEO, PPC, email, content, social media, and online
advertising. While this multi-dimensional approach acknowledges the complexity of digital
ecosystems, it introduces integration challenges that require more advanced coordination
mechanisms and cross-channel analytics.

Another distinctive contribution in the literature concerns the measurability advantage of
digital marketing. Rath and Mishra (2022) and Kobets (2024) highlight the central role of data
analytics in real-time optimization and evidence-based decision-making, positioning data-
driven marketing as a defining attribute of the field. However, this data-centric orientation also
raises critical concerns regarding data privacy, algorithmic bias, and ethical accountability—
issues that are gaining scholarly attention but remain insufficiently theorized.

At this point, the growing integration of artificial intelligence offers both groundbreaking
opportunities and new research challenges. Multiple authors (Marwa et al., 2025; Regalado-
Vargas et al., 2024; Gungunawat et al., 2024; Ramesha et al., 2025) underscore how machine
learning, predictive analytics, natural language processing, and Al-driven personalization
strategies transform consumer engagement, enhance targeting precision, and optimize
campaign performance. Al simultaneously automates repetitive marketing tasks, improves
segmentation accuracy, and enhances customer experience, ultimately boosting ROI and
driving innovation. However, these benefits come with significant risks: data privacy
violations, opaque algorithmic processes, and biases embedded in Al systems pose ethical
dilemmas that need urgent scholarly and regulatory attention.

When integrated with consumer psychology, Al transforms how consumer emotions,
motivations, and behaviors are understood. Al-powered models enable hyper-personalization,
anticipate consumer needs, and shape consumer-brand relationships at an unprecedented scale.
Yet this also raises questions about consumer autonomy and manipulation—topics requiring
deeper theoretical and empirical exploration.

The literature further reveals a dominant trend linking digital marketing developments
solely to technological innovation, leading to a problematic form of technological determinism
(Kanimozhi & Vishnu, 2024). This view overlooks the socio-cultural, economic, and behavioral
transformations that shape digital ecosystems. Digital marketing is both a technological and a
socio-psychological phenomenon; thus, research must account for cultural differences, socio-
economic inequalities, regulatory environments, and global power dynamics.

In this context, Al-driven transformation provides a particularly fertile ground for
scholarly debate. As highlighted across recent studies (Nouri, 2024; Tanwar et al., 2024;
Seenivasan et al., 2025), Al enables large-scale data analysis, enhances consumer
understanding, and reshapes personalization, targeting, and automation. Nonetheless, these
technological enhancements also exacerbate ethical tensions, including algorithmic opacity, the
erosion of consumer privacy, and potential manipulative marketing practices. Therefore, the
digital marketing field urgently needs robust ethical frameworks, transparent data governance
models, and cross-cultural regulatory alignment.

Overall, while the digital marketing literature offers conceptual richness, it lacks
theoretical integration and critical depth. Much of the research remains descriptive, techno-
centric, and fragmented across diverse methodological traditions. Future studies should move
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beyond merely documenting technological advances and instead examine the strategic, social,
cultural, ethical, and psychological implications of digital marketing. Furthermore, empirical
analyses investigating the impacts of Al, automation, and data-driven personalization on
consumer behavior, trust, and autonomy will be crucial for establishing a mature theoretical
foundation for the discipline.

2. Method

In this study, a comprehensive bibliometric analysis was conducted to examine the academic
status, prominent themes, and trends in the field of digital marketing. Within the scope of the
research, a search was conducted on August 15, 2025, in the Scopus database using the keyword
“digital marketing” and without applying a date filter that lists only articles. A total of 6,432
academic publications were identified in this manner.

The analysis process was carried out in two stages. In the first stage, the bibliometric data
obtained from the Scopus database was evaluated using the analytical indicators provided by
the platform; the data was converted into numerical distributions, graphical presentations, and
trend analyses using Microsoft Excel. In the second stage, Vosviewer 1.6.20 software was used
to visualize co-author relationships, country and institutional collaborations, and keyword co-
occurrence networks, and thematic maps were created.

The study sought to answer the following research questions:
1.How are academic publications on digital marketing distributed by year and country?
2.How are academic publications on digital marketing distributed across disciplines?

3.What are the structural characteristics of the co-author network between authors and
institutions in the field of digital marketing?

4. What are the most frequently used keywords in the articles examined and their
frequencies of use?

5.What are the prominent thematic areas and focus topics in digital marketing studies?

The findings obtained in this context reveal the academic development trajectory of the
field, global production centers, conceptual focal points, and methodological trends; they
evaluate the position of the concept of digital marketing in the knowledge production ecosystem
from an interdisciplinary perspective.

2.1. Database Selection and Search Strategy

Scopus was selected as the primary database for this study due to several methodological
considerations. First, Scopus provides comprehensive coverage of peer-reviewed literature
across multiple disciplines, which is essential for capturing the interdisciplinary nature of digital
marketing research. Second, Scopus maintains rigorous indexing standards and superior
metadata quality compared to alternative databases, ensuring the reliability and completeness
of bibliometric indicators. Third, its broad international coverage allows for meaningful
analysis of global research patterns and geographical distributions. The keyword strategy
employed a single broad term "digital marketing" to ensure maximum inclusivity and avoid
premature filtering of relevant literature. This approach was deliberately chosen to capture the
full spectrum of digital marketing research, including emerging subfields, interdisciplinary
contributions, and diverse methodological approaches. No date filter was applied to enable
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comprehensive longitudinal analysis spanning the entire evolution of the discipline from its
inception (1980) to the present (2024). Article-only filtering was implemented to maintain
methodological consistency and focus on peer-reviewed scholarly contributions, excluding
conference papers, book chapters, and other publication types that may lack rigorous peer
review processes.

2.2. Purpose of the Study

This study aims to systematically analyze the historical evolution of the discipline, current
research trends, and future knowledge gaps by mapping the intellectual landscape of the
academic literature in the field of digital marketing. The research identifies leading countries
and institutions in global production, interdisciplinary interactions, and researcher collaboration
networks, while determining conceptual concentration areas and thematic trends through
keyword co-occurrence analyses. Conducted using VOSviewer and multidimensional
bibliometric indicators, the study provides a comprehensive assessment of the academic
maturity of the discipline of digital marketing, identifying gaps in the literature through
theoretical contributions and developing strategic perspectives at the practical level. Thus, the
research not only makes the intellectual structure of the field visible but also provides a unique
and comprehensive perspective that guides future research.

2.3. Significance of the Study

This study examines the digital marketing literature from a 44-year perspective and provides
comprehensive contributions to the theoretical and practical development of the field. The
bibliometric analysis based on 6,432 publications reveals the intellectual structure, conceptual
consistency, and theoretical maturity of the discipline with objective data. The application of
bibliometric methods and network visualization techniques on this scale constitutes one of the
most comprehensive mappings in the field and serves as a methodological reference for future
research.

The study reveals the potential of digital marketing at the intersection of business,
computer science, social sciences, and engineering by making interdisciplinary interactions
visible. Additionally, it guides academics in developing research strategies, identifying
collaboration opportunities, and discovering themes with high impact potential. For industry
professionals, it offers the opportunity to track the academic reflections of digital marketing
applications and develop evidence-based strategies.

In conclusion, the study not only maps the existing literature but also emphasizes that
artificial intelligence, data analytics, and ethical dimensions are emerging research areas. This
indicates that digital marketing should be approached not only from a business-oriented
perspective but also from a socio-technological perspective in the future.

3. Findings

When examining current publication trends, it is evident that academic production in the field
of digital marketing reflected in the Scopus database has shown a significant increase over the
years. This line of research, which began with only a few publications in the 1980s, remained
limited in the early 2000s but has gained momentum, especially since 2010. This increase can
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be directly attributed to digital transformation processes, the effective use of social media
platforms in marketing, and the growing importance of data-driven marketing strategies.

The period between 2010 and 2015 stands out as a time when digital marketing began to
be conceptualized and gained visibility in academic literature. The period after 2016 can be
described as a phase of acceleration; the number of publications, which was 119 in 2016, rose
to 456 in 2020. There has been a particularly striking jump in the period after 2021, reaching
1,051 in 2023 and 1,443 in 2024. This situation demonstrates that digital marketing has become
an interdisciplinary field of attraction today, revealing a rapidly growing body of knowledge at
the intersection of business, communication, computer science, and social sciences.

The current publication trend is consistent with the results of many bibliometric studies
in the literature. Sang (2024) shows that 513 articles published in the field of digital marketing
between 2003 and 2024 recorded an exponential increase in both number and citations.
Similarly, another bibliometric study covering the period 2019-2023 found an average annual
growth rate of approximately 23% in the digital marketing literature (Gameda and Durie, 2024).
Furthermore, a review focused on social media marketing revealed that publications peaked in
2022 and 2023, reflecting the post-pandemic shift toward digital platforms (Shaheen, 2025).

These trends make it possible to divide the evolution of digital marketing literature into
three main periods: (1) the birth and discovery period (1980-2000), (2) the slow rise period
(2001-2015), and (3) the explosive growth period (2016-2024). In the post-pandemic period,
digital marketing research has gained significant momentum and has become a strategic
research area on a global scale.

In conclusion, academic production on digital marketing has shown rapid expansion in
both quantitative and qualitative terms, shaped by interdisciplinary research agendas and
technological transformations. Thus, digital marketing has become not only an applied practice
but also a strategic research area that is intensively discussed in the international academic
community.
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According to Scopus data, when examining the geographical distribution of academic
publications in the field of digital marketing, it is evident that production is largely concentrated
in specific centers. Countries such as India, the United States, Indonesia, the United Kingdom,
and China, which rank at the top of the list, stand out both in terms of the number of publications
and their activity within the global research ecosystem. The prominence of these countries can
be explained by both their large populations and their intensive investments in digitalization
processes. In particular, the rapid institutionalization of digital marketing in emerging
economies such as India and Indonesia is directly reflected in academic production.

Among European countries, Spain, Portugal, Greece, and Germany stand out, while
countries such as Turkey, the United Arab Emirates, and Saudi Arabia are emerging as regional
research centers. This situation shows that digital marketing is being addressed with rapidly
increasing interest not only in Anglo-Saxon literature but also in the Mediterranean, Middle
East, and Asia-Pacific regions.

Countries at the bottom of the list have relatively lower publication volumes, but the
diversity of the list is noteworthy. The contributions of countries from Africa (Ghana,
Zimbabwe, Ethiopia, Kenya), Central Asia (Kazakhstan, Uzbekistan, Kyrgyzstan), and Latin
America (Peru, Colombia, Chile, Argentina) show that the field of digital marketing is
becoming increasingly widespread on a global scale. However, the majority of publications
from these countries were produced in recent years, suggesting that academic production is still
in its developmental phase.

A noteworthy point is that some small-scale countries (e.g., Malta, Mauritius, Uruguay,
Macao) are also included in the publication list. This shows that digital marketing is not limited
to large economies; academic interest is also beginning to emerge in small economies.

In conclusion, Scopus data shows that publications in the field of digital marketing are
becoming widespread on a global scale, but production is centralized. While the US, India,
China, the UK, and Indonesia are leading producers in this field, countries such as Turkey,
Saudi Arabia, and the UAE demonstrate the strengthening of regional research networks.
However, contributions from countries with low publication volumes indicate that digital
marketing is increasingly becoming a universal research field.

The geographical distribution reveals distinct research ecosystems with different thematic
orientations and strategic priorities. Developed economies (USA, UK, Germany) demonstrate
mature research agendas focused on theoretical advancement, ethical frameworks, and Al
integration, reflecting their established digital infrastructures and regulatory environments. In
contrast, emerging economies (India, Indonesia) exhibit rapid growth oriented toward practical
applications, e-commerce solutions, and market penetration strategies, driven by expanding
digital consumer bases and evolving business landscapes. Middle Eastern countries (UAE,
Saudi Arabia) show increasing investment in digital transformation research aligned with
national digitalization strategies and economic diversification initiatives.
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These regional disparities also reflect different research priorities: while Western
literature emphasizes consumer privacy, data protection, and ethical concerns—shaped by
stringent regulatory frameworks such as GDPR—Asian research prioritizes platform adoption,
mobile marketing, and consumer engagement strategies in rapidly digitalizing markets. African
and Latin American contributions, though limited in volume, focus on accessibility, digital
inclusion, and adaptation of global strategies to local contexts. This geographical heterogeneity
suggests that digital marketing strategies cannot be universally applied and require cultural
contextualization, regulatory alignment, and market-specific adaptation.
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Figure 3. Number of Articles by Discipline

Scopus data shows that digital marketing research is now positioned as a multidisciplinary
field. With 3,045 articles in the field of Business, Management, and Accounting, it is
understood that digital marketing literature is predominantly shaped by business-based theories,
strategic management, brand, and consumer behavior analyses. This concentration highlights
that digital marketing remains the primary research focus for business academics and that there
is intense scientific production at the intersection of the classical marketing paradigm and
digital transformation.

The 2,456 articles in the Computer Science field that follow emphasize the close
relationship between digital marketing and technological transformation. Technical-focused
research such as Al-supported advertising, data mining, machine learning-based customer
segmentation, and digital platform analytics form the basis of academic production in this field.
This result shows that digital marketing is no longer just a management-focused discipline, but
also requires advanced computing and data science techniques.

The 1,644 publications in the Social Sciences field draw attention to the social dimension
of digital marketing. Research on online consumer behavior, social media interactions, the
psychology of digital communities, and the impact of cultural factors on marketing strategies
deepens the sociological and psychological frameworks of digital marketing. This confirms the
need to examine digital marketing in conjunction with human-centered, behavioral, and social
impacts.
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Other fields, such as Economics, Econometrics, and Finance (1,462 articles) and
Engineering (1,229 articles), represent research on the economic, financial, and technical
infrastructure of digital marketing. Economics and econometrics studies comprehensively
address financial performance metrics such as ROI, pricing strategies, and digital campaign
effectiveness, while engineering disciplines focus on the optimization of digital marketing
technologies, data processing infrastructures, and algorithmic marketing solutions.

The publication of digital marketing in less intensive but noteworthy disciplines
demonstrates the field's integration with specialized areas such as Mathematics, Psychology,
Environmental Science, Health Professions, and Neuroscience. This highlights that digital
marketing is not merely a commercial tool but is also academically integrated with data
analytics, behavioral sciences, health communication, and sustainability.

In summary, the digital marketing literature offers researchers a broad field of study in
both theoretical and applied dimensions in high-indexed journals. The intensive production
focused on business and information technology, combined with interdisciplinary integration,
indicates that digital marketing will be studied in greater depth in the future from both
technological and human behavioral perspectives.

3.1. Bibliometric Analysis of Literature on Digital Marketing

With the increase in studies on digital marketing, the bibliometric analysis method is
increasingly being preferred to reveal the trends and development dynamics of academic
production in this field. According to Donthu et al. (2021), bibliometric analysis is widely used
for purposes such as examining article and journal performance, identifying academic
collaboration networks, detecting research trends, and discovering the intellectual structure of
a particular field. In this study, Vosviewer software was used to examine academic production
on the metaverse, and a comprehensive analysis was conducted through co-author networks,
keyword co-occurrences, titles, and abstracts.

3.1.1. Co-authors

Co-authorship analyses were conducted through Vosviewer software and covered relationships
at the author-author, author-institution, and author-country levels. In the network structures
created for co-author analysis, researchers, institutions, or countries become connected to each
other based on the number of publications they have produced together (van Eck and Waltman,
2014).
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Figure 4. Co-Author-Author Relationship

A co-authorship analysis was conducted using the analysis unit “author” to analyze
articles on digital marketing. The findings show that academic production in the field of digital
marketing exhibits a highly heterogeneous distribution in terms of both quantity and quality.
For example, Dwivedi, Yogesh K. (9 documents, 1935 citations) and Karjaluoto, Heikki (13
documents, 2010 citations) hold a leading position in the literature thanks to their high citation
volumes, despite having a relatively limited number of publications. This situation
demonstrates that a small number of studies with a high impact factor in the field of digital
marketing are much more decisive than a larger number of studies with low citation volumes.
Similarly, researchers such as Krishen, Anjala S. (5 documents, 1,548 citations) and Ko, Eunju
(5 documents, 849 citations) have increased their visibility in the field thanks to their strong
theoretical contributions, despite their low number of publications.

In contrast, Sakas, Damianos P. (37 documents, 382 citations, link strength 70) has
produced a high number of publications but remains at an intermediate level in terms of citation
intensity. This situation reveals that productivity and academic impact do not always progress
in parallel, and that the quality and international visibility of publications are at least as decisive
as quantity. Additionally, names such as Giannakopoulos, Nikolaos T. (21 documents, 169
citations, link strength 48) and Reklitis, Dimitrios P. (14 documents, 208 citations, link strength
33) stand out with their high “total link strength” values; which indicates that these researchers
have developed intensive collaborations in the literature and are network hubs.

Another striking finding is that some authors have high citation values but low
collaboration networks. For example, Chaffey, Dave (7 documents, 323 citations, link strength
0) and Constantinides, Efthymios (8 documents, 232 citations, link strength 0) have made
strong theoretical contributions to the field but have not played a central role in collaboration
networks. This points to the profile of an “effective but isolated” researcher in the digital
marketing literature. In contrast, names such as Alcaire, Florencia (8 documents, 101 citations,
link strength 37) and Ares, Gaston (8 documents, 103 citations, link strength 33) stand out as
representatives of collaborative and visible academic production, exhibiting a balanced
appearance in terms of both citations and link strength.
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In conclusion, the data reflected in the table shows that three main academic profiles have
emerged in the field of digital marketing: (1) pioneering authors with a small number of highly
cited publications (e.g., Dwivedi, Karjaluoto, Krishen), (2) researchers with high productivity
but moderate citation intensity (e.g., Sakas, Giannakopoulos, Reklitis), and (3) authors who
have developed strong collaboration networks despite low productivity (e.g., Alcaire, Ares, De
Leodn). This diversity reveals that the digital marketing literature has developed not only based
on individual publication performance but also on international collaborations and
interdisciplinary networks.
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Figure 5. Co-authorship-Institution Relationship

A co-authorship analysis with the analysis unit “organizations” was conducted to map the
co-authorship-institution relationship of articles. The findings show that institutional
knowledge production in the field of digital marketing exhibits significant diversity not only in
terms of quantity but also in terms of qualitative differences and network positioning. When
considering the number of publications, the level of citations received, and the strength of
network connections of institutions together, it becomes clear that the field has an irregular but
clustered production structure at the international level.

In particular, institutions such as Rey Juan Carlos University (Spain) (5 publications, 367
citations) and the University of Jordan, Department of Marketing (Jordan) (9 publications, 211
citations) are positioned among the “high-impact core institutions” in the literature, receiving a
high level of citations despite their relatively limited publication volume. This situation aligns
with Price's (1965) “elite producer minority” approach to scientific production, indicating that
certain institutions form the centers of gravity in the intellectual development of the field.

On the other hand, India-based institutions such as Chandigarh University (10
publications, 87 citations), Lovely Professional University (12 publications, 75 citations), and
Chitkara Business School (14 publications, 48 citations) exhibit relatively limited visibility in
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terms of citation efficiency despite their higher publication volume. This situation is a typical
reflection of the “quantitative production — qualitative impact” dilemma frequently discussed
in the literature (Moed, 2005). Based on this, it can be argued that the research strategies of
these institutions are more regionally focused, while integration with the global literature
remains relatively limited.

When examining the Total Link Strength (TLS) data, it is observed that Portuguese-based
institutions such as the Instituto Politécnico de Viana do Castelo (TLS: 9) and INESC TEC,
Porto (TLS: 9) stand out in terms of international co-authorship relationships. In this context, it
can be stated that Portugal plays a bridge institution role in scientific networks and functions as
a “transition point” connecting regional production to the global literature. In contrast, the low
link strength of some institutions with high citation impact (e.g., Rey Juan Carlos University)
indicates a highly effective but relatively independent publication strategy. This differentiation
can be linked to the “strength of weak ties” debate in the context of social network theory
(Granovetter, 1973): institutions that produce high impact despite low connectivity form central
but more isolated nodes in the global literature.

Universities based in Ukraine and Russia (e.g., Sumy National Agrarian University, Lutsk
National Technical University, State University of Management), on the other hand, exhibit
certain regional clusters despite their relatively limited citation impact. This structure reveals
that these countries are positioned more as regional knowledge production centers in the digital
marketing literature, with limited global visibility.

In conclusion, these findings reveal that a tripartite institutional configuration has
emerged in digital marketing research:

High-impact elite institutions (e.g., Rey Juan Carlos University, University of Jordan,
Hashemite University) — play a leading role in the literature.

Quantitative production-focused institutions (e.g., India-based universities) — contribute
more regionally but remain limited in citation productivity.

Network-centric bridge institutions (e.g., Instituto Politécnico de Viana do Castelo,
INESC TEC) — play a critical “connecting role” in international scientific collaboration.

Within this framework, both academic impact and network embeddedness emerge as key
factors in the development of digital marketing literature. Looking ahead, expanding the
network ties of high-impact institutions and directing high-production institutions toward
strategies that increase qualitative impact will contribute to the more balanced development of
the field on a global scale.

3.1.2. Co-occurrence-Keyword

Keywords included in articles provide researchers with information about the main focus points
of the study, related subject areas, methods used, and conceptual content addressed. These
keywords can either be extracted from the title and abstract of the publication or obtained from
keyword lists specific to the article as determined by the author (van Eck and Waltman, 2014).
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Figure 6. Co-occurrence-Keyword Analysis

A co-occurrence analysis was performed on the articles included in the sample, and
“author-keywords” was selected as the unit of analysis. Bibliometric evaluation identifies the
most frequently used and highest-linked key concepts in the field literature, thereby visualizing
research focuses and interaction networks. The data obtained from the analysis reveal keyword
usage in the field of digital marketing and the strength of the links between these keywords,
providing strong clues about the conceptual development of the discipline. The keyword
“advertising” (103 occurrences, 357 connection strength) stands out among the keywords,
occupying a central position in the field and serving as a conceptual focal point for other themes.
This indicates that digital marketing is still largely defined through advertising strategies,
advertising formats, and consumer persuasion processes.

Surrounding the concept of advertising are “advertisement” (15 occurrences, 62 link
strength), “affiliate marketing” (8 occurrences, 26 link strength), and “A/B testing” (9
occurrences, 25 link strength) indicate research trends in digital marketing literature that are
concentrated around measurability, performance analysis, and revenue models. In particular,
A/B testing shows the widespread use of scientific methods and experimental designs in the
optimization of digital campaigns.

Another important axis is observed in concepts aimed at understanding consumer
behavior. The prominence of concepts such as “adolescents/adolescence/adolescent” (over 20
repetitions and nearly 50 link strength) reveals an increasing interest in young user segments in
digital marketing target audience analyses. This trend has become a strategic research area due
to young people's rapid adaptation to digital technologies and their influence on consumption
habits.

Additionally, the visibility of concepts such as “adoption” (14 repetitions, 45 link
strength) and “absorptive capacity” (5 repetitions, 12 link strength) shows that digital marketing
is not only consumer-oriented but is also addressed in the context of organizational learning,
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innovation adoption, and knowledge transfer. This situation shows that the interdisciplinary
nature of marketing is becoming increasingly stronger and that the strategic capacities of
businesses in their digitalization processes are also becoming a focus of research.

When the network structure is examined in general, the central role of advertising-based
concepts and the technological, behavioral, and organizational sub-themes that develop around
them reveal that digital marketing literature is progressing along a triple axis:

Advertising and performance-oriented strategies (advertising, advertisement, affiliate
marketing, A/B testing),

Consumer behavior and youth segments (adolescents, adolescence, adoption),

Organizational learning and adaptation processes (absorptive capacity, innovation
adoption).

These findings demonstrate that bibliometric analyses in the field of digital marketing
reveal not only the frequency of concepts but also the discipline's orientations, research gaps,
and strategic focal points.

hospitality

]
brand awareness "'
[ ] ‘;ocial mediainfluencers

purchase |nxent|oh
e-buginess. @ tounsthhawor

2} 4
prospectives  digital communications ‘w. ¢ P‘”Wga' '8
4 l’!rwnarke&

*®oy @ LT Py ewgm o°

viral marketing” © @ ¥ tvurist‘d‘tination
case‘ﬁesv co@mer beba»‘zou;Jas,wn' ‘® ()
customers! 5at4sfaman o . -
y B U osotlal netwo @digiizations’ °
marketing agenae@ o o A L. .
Y - 5 g‘) t ri !vundw thegry social media influencer
@ . . .

garr;edweow\ .
N o@l Per@;m curope

ghigeria sit brea&t‘eeﬂmg

social marketings ©

e e W emation in eg o
search,engine marke&ngs o™ a"%%aw vgovemment :u‘l‘d’nutrltwn
‘Ejtaznen >, - ‘resuri urﬂa @ © iteation *"a‘f
) e ® ©
marke?roanalytnci ([} &:W ™ $¢ food ’lu!tm @ nygiiomlvalue

é ¢ I
° e < N . e: Sin dhaged f*lm uruguay
e L & systematic review =
= pmd‘&tﬂn 2 L e ) ‘noblle cqmputmg % %S v# . E”‘Q“’fm ‘Oodwgeur\g
o ™ il Y (3 ‘ ealth care @ sodial wke(iny & o

l Jregressigmanalysis
*0 i‘ . @ p
recomme @ ﬁgte > retum sripPsimer® POy consumwamtude = s n;c .
rtlsn -4 ™ canada
mforma(‘bw?ocessmg advemsmg as tépic
[ ] forc w life aycle
"'0' - youth = tobac a}(oho]\(bevarage
n"\ health behavior toPacco
relnfpreel L Iearnm& soclal media analysis .

auto encader®

tmg

nformatl retrieval
rqm% ‘~ algulﬁhma i an

.
babilit
Ianguage'xgss‘ @ data acquisition PO,

® gssﬂ’callar‘f |nfow13%l Slceem

long shoz @m memory ® diagaosis

O
° o ‘regression

interpretation

6‘& VOSviewer

Figure 7. Keyword Analysis

Bibliometric data comprehensively reveals recent trends in digital marketing research.
The keywords analyzed clearly show both research focuses and interdisciplinary interactions.

3.1.2.1. The Dominance of Digital Marketing

The frequencies of the keywords analyzed confirm the central role of digital marketing in
academic literature. Terms such as “digital marketing” (3,356 occurrences; total link strength:
17,463) and “marketing” (1,434 occurrences; total link strength: 11,655) emphasize the strong
connection between digital marketing and traditional marketing concepts, as well as the
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academic productivity of the field. This finding shows that digital marketing is a priority focus
in both theoretical and applied research.

3.1.2.2. Artificial Intelligence and Data-Driven Approaches

Keyword data reveals that digital marketing research is increasingly integrating data-driven and
artificial intelligence-based approaches. Terms such as “artificial intelligence” (362
occurrences; link strength: 2.913), “machine learning” (222 occurrences; 2.146), and “big data”
(168 occurrences; 1.377) point to the effective use of artificial intelligence and big data
technologies in the analysis and forecasting processes of marketing strategies. Furthermore, the
high link strengths of the terms “predictive analytics” and “data analytics” indicate that data-
driven decision-making mechanisms are prioritized in research.

3.1.2.3. Social Media and Digital Platforms

The dataset reveals that social media and digital platforms play a critical role in marketing
research. Terms such as “Facebook™ (88 occurrences; link strength: 552), ‘Instagram’ (85; 440),
and “online marketing” (75; 532) indicate that platform-based interactions are intensively
studied in academic research. Additionally, the term “e-commerce” (215; 1,197) confirms that
digital marketing is strongly linked to commercial applications.

3.1.2.4. Consumer Behavior and Brand Management

Consumer-focused research stands out as an important thematic area in digital marketing
literature. Terms such as “consumer behavior” (271; 2,097), “consumer engagement” (87; 446),
and “brand loyalty” (37; 177) indicate that consumer behavior and brand management are
academic focal points. This supports the notion that digital marketing is not only a technological
field but also one that interacts with psychological and sociological factors.

3.1.2.5. New Technologies and Experiential Marketing

The analysis shows that new technologies such as augmented and virtual reality (AR/VR),
blockchain, and IoT are gaining prominence in digital marketing literature. The terms
“augmented reality” (65; 424) and “virtual reality” highlight the rising trend of experiential
marketing, while ‘blockchain’ (52; 330) and “loT” (46; 407) emphasize the importance of data
security and infrastructural innovations.

3.1.2.6. Methodological Trends

The data shows that there is a high degree of methodological diversity in digital marketing
research. The terms “case study” (79; 694), “survey,” and “literature review” indicate that
research is conducted using both quantitative and qualitative methods. Additionally, the terms
“bibliometric” (22; 155) and “bibliometrics” (19; 94) reveal a tendency to analyze the field's
own literature.
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3.1.2.7. Global Perspective

Keyword analyses show that digital marketing research is not solely Western-centric but
focuses on emerging markets and international collaborations. Countries such as “China,”
“India,” “Bangladesh,” “Malaysia,” and “Indonesia” reflect regional research intensity.

Bibliometric analysis reveals that digital marketing research is an interdisciplinary, data-driven,
and technologically innovative field. Research combines consumer behavior and brand
management dimensions with artificial intelligence and data analytics applications to produce
academic and practical value. Social media, e-commerce, and experiential technologies stand
out as key areas that strengthen both the theoretical and practical dimensions of digital
marketing.

4. Conclusion and Discussion

This comprehensive bibliometric analysis systematically maps the 44-year evolution of digital
marketing literature, revealing that the discipline has reached academic maturity and become a
multidimensional field of research. The findings clearly demonstrate the dynamics of the
literature's development, global centers of knowledge production, interdisciplinary
connections, and emerging thematic trends.

The temporal analysis reveals three distinct evolutionary phases in digital marketing
research: the birth and discovery phase (1980-2000), characterized by foundational conceptual
work; the slow rise phase (2001-2015), marked by gradual institutionalization; and the
explosive growth phase (2016-2024), demonstrating accelerated expansion. The growth rate
exceeding 300% after 2021 particularly indicates that the academic reflections of digital
transformation have reached a critical threshold, transforming digital marketing from a niche
area into a mainstream research domain.

Geographically, the literature exhibits both concentration and diversification patterns.
India (15.2%), the US (12.8%), Indonesia (8.4%), and the UK (7.9%) stand out as leading
countries, collectively accounting for over 44% of global production. However, the increasing
contribution of emerging economies such as Turkey, the UAE, and Saudi Arabia demonstrates
that the geographical diversity of digitalization processes is directly reflected in academic
production. This distribution suggests a shift from Western-dominated scholarship toward a
more globally distributed knowledge production ecosystem, though significant regional
disparities persist in both quantity and thematic focus.

The interdisciplinary nature of digital marketing is confirmed through disciplinary
distribution patterns. Publications concentrated in Business-Management-Accounting (47.3%),
Computer Science (38.2%), and Social Sciences (25.6%) reveal that the field operates at
multiple theoretical intersections. The strong presence of computer science is particularly
noteworthy, indicating that artificial intelligence, data analytics, and algorithmic approaches
are increasingly occupying central positions in both the theoretical and methodological
foundations of the literature. This interdisciplinary integration enriches the field but also
presents challenges in maintaining conceptual coherence and establishing unified theoretical
frameworks.

Keyword analyses reveal distinct thematic concentrations that define the field's
intellectual structure. The prominence of "artificial intelligence" (362 occurrences), ""consumer
behavior" (271 occurrences), and "advertising" (103 occurrences) indicates that digital
marketing is intensifying in areas of Al integration, consumer behavior analytics, and
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advertising optimization. Additionally, the increasing visibility of experiential technologies
such as AR/VR, blockchain, and IoT points to future research trajectories that will likely
reshape both theoretical conceptualizations and practical applications. These thematic patterns
suggest that the field is transitioning from descriptive studies of digital tools toward more
sophisticated investigations of technology-mediated consumer experiences and Al-driven
strategic decision-making.

Co-authorship analyses reveal a three-tiered academic structure that characterizes
knowledge production patterns in the field. High-impact elite researchers (e.g., Dwivedi,
Karjaluoto) produce limited but highly influential works that shape theoretical directions.
Authors focused on quantitative production contribute to the field's expansion but with more
modest citation impact. Finally, researchers occupying bridge positions in international
networks play crucial roles in connecting regional research communities and facilitating cross-
border collaborations. At the institutional level, Rey Juan Carlos University and the University
of Jordan stand out as high-impact core institutions, while Portuguese-based institutions play
vital bridging roles in international collaborations. This stratified structure reflects both the
maturation of the field and persistent inequalities in access to resources, visibility, and
international networks.

Technological trends identified through bibliometric mapping demonstrate that digital
marketing is undergoing fundamental transformation. The increasing presence of artificial
intelligence, big data, machine learning, augmented reality, and blockchain technologies shows
that the field is evolving not only in its application practices but also in its theoretical
foundations. This technological integration necessitates new conceptual frameworks that can
account for algorithm-mediated consumer interactions, data-driven personalization at scale, and
the ethical implications of automated decision-making. The field is thus moving toward a socio-
technological paradigm that requires researchers to possess both business acumen and technical
expertise.

Methodologically, the intensive use of case studies, survey research, literature reviews,
and bibliometric analyses demonstrates that methodological pluralism has been adopted in
digital marketing research. This diversity strengthens both the theoretical and empirical
dimensions of the field, allowing for triangulation and multi-method validation. However, the
dominance of quantitative approaches and the relative scarcity of critical, interpretive, and
qualitative methodologies suggest potential blind spots in understanding the lived experiences
of digital consumers and the cultural meanings embedded in digital marketing practices.

The findings carry significant practical implications for multiple stakeholder groups. For
marketing practitioners, the dominance of Al and big data analytics (362 and 168 occurrences
respectively) indicates that professionals must urgently invest in technical competencies and
data literacy. Platform-specific strategies, particularly for Facebook and Instagram, require
tailored approaches rather than one-size-fits-all campaigns. Consumer behavior analytics
should be integrated into real-time decision-making processes to maintain competitive
advantage in increasingly saturated digital environments.

For business leaders, digital marketing transformation requires more than technology
adoption—it demands organizational restructuring and cross-functional collaboration between
marketing, IT, and data science departments. Investment in Al-driven personalization
technologies yields measurable ROI improvements, as evidenced by the strong link strength of
predictive analytics. However, ethical data governance frameworks must be prioritized to
maintain consumer trust and ensure regulatory compliance, particularly as privacy regulations
continue to evolve globally.
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For policymakers, the rapid growth in digital marketing research (over 300% post-2021)
necessitates updated regulatory frameworks addressing data privacy, algorithmic transparency,
and consumer protection. International cooperation is essential for establishing cross-border
digital marketing standards, particularly given the global nature of digital platforms and the
challenges of jurisdictional fragmentation. Educational policies should integrate digital
marketing and data analytics into business curricula to prepare future professionals for industry
demands while emphasizing ethical considerations and social responsibility.

The thematic mapping and co-occurrence analysis reveal several underexplored areas that
should constitute priority research directions. First, ethical Al in marketing represents a critical
gap. While artificial intelligence appears frequently in the literature (362 occurrences), its
ethical dimensions remain insufficiently theorized. Future research should systematically
examine algorithmic bias, transparency requirements, accountability frameworks, and the
development of ethical guidelines for Al-driven marketing practices.

Second, cross-cultural digital consumer behavior requires deeper investigation. Despite
geographical diversity in research production, comparative cultural studies examining how
cultural dimensions moderate digital marketing effectiveness are scarce. Research bridging
Eastern and Western marketing paradigms, examining cultural adaptation strategies, and
investigating cross-cultural differences in privacy concerns and trust formation would
significantly advance the field's theoretical sophistication and practical relevance.

Third, sustainable digital marketing represents an emerging frontier. The intersection of
digital marketing and sustainability receives limited attention despite growing environmental
concerns and increasing consumer demand for corporate social responsibility. Research
examining the carbon footprint of digital campaigns, green marketing strategies in digital
contexts, and consumer responses to sustainability-oriented digital communications is urgently
needed to align the field with broader sustainability goals.

Fourth, privacy-preserving personalization constitutes a critical research challenge.
Resolving the tension between hyper-personalization demands and data privacy concerns
through privacy-enhancing technologies, federated learning, and differential privacy
approaches represents a crucial area for both theoretical and technical innovation. This research
direction 1is particularly timely given evolving privacy regulations and growing consumer
awareness of data practices.

Fifth, post-pandemic digital transformation effects warrant longitudinal investigation.
The exponential growth in digital marketing research post-2021 reflects COVID-19-driven
acceleration, but long-term effects on consumer behavior, business models, and organizational
structures remain underexplored. Longitudinal studies examining the persistence or evolution
of pandemic-era digital behaviors would provide valuable insights into the durability of digital
transformation and help distinguish temporary adaptations from permanent structural changes.

Finally, integration with neuroscience and behavioral economics appears as a promising
interdisciplinary direction. Despite the prominence of consumer behavior research, integration
with neuroscientific methods and behavioral economics principles remains limited. This
represents a significant opportunity for deeper understanding of digital consumer decision-
making processes, attention patterns, and the psychological mechanisms underlying persuasion
in digital environments.

For researchers, strengthening interdisciplinary collaborations is critical for digital
marketing to achieve a more consistent and inclusive structure. Partnerships with computer
science, data analytics, psychology, and sociology will contribute to comprehensive
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understanding of how technological developments affect human behavior. Future research
should focus on integrating new technologies such as artificial intelligence, blockchain, IoT,
and the metaverse into marketing strategies while critically examining their social, ethical, and
psychological implications. Comparative studies in relatively underrepresented regions such as
Africa, Latin America, and Central Asia are also recommended to enrich the global perspective
and challenge Western-centric assumptions.

For academic institutions, digital marketing education programs need comprehensive
updates to include data analytics, artificial intelligence applications, and ethical dimensions.
Universities' investment in big data analysis tools and software infrastructure will increase the
methodological depth of the discipline and better prepare students for industry demands.
Strategic expansion of cooperation networks, especially for institutions in emerging economies
connecting with centers in developed countries, is essential for enhancing global visibility and
research impact.

For policymakers, creating special funding programs for sustainable development of
digital marketing research is recommended, with particular focus on supporting projects related
to artificial intelligence ethics, data privacy, and consumer protection. Developing regulatory
frameworks that safeguard data privacy, consumer rights, and ethical principles will create
necessary linkages between academic production and policy-making. Additionally, the transfer
of academic findings to sectoral applications should be encouraged through public-private
partnership platforms that facilitate knowledge exchange and practical implementation.

Among emerging priorities for the field are the ethical dimensions of digital marketing,
sustainable consumption, and the development of new theoretical frameworks centered on
social responsibility. Integration with neuromarketing and behavioral sciences will enable in-
depth examination of consumer decision-making processes beyond traditional survey-based
approaches. The long-term effects of behavioral transformations observed in the digital
marketing ecosystem during the post-COVID-19 period should be investigated through
rigorous longitudinal studies that track changes over multiple years.

In conclusion, this bibliometric analysis demonstrates that digital marketing literature is
no longer merely a business-based research field but has evolved into a multidimensional
discipline developing at the intersection of information technology, social sciences, and
engineering. The field has achieved academic maturity as evidenced by its exponential growth,
global reach, interdisciplinary integration, and technological sophistication. However,
significant challenges remain, including conceptual inconsistencies, methodological
imbalances, geographic inequalities, and insufficient attention to ethical dimensions. Future
research should focus on resolving these inconsistencies, providing the discipline with solid
theoretical foundations, and developing data analytics-based strategies integrated with ethical
principles. This approach will both increase the academic maturity of digital marketing
literature and strengthen its capacity for practical value creation while ensuring responsible and
sustainable development of the discipline.
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