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Abstract—Digital marketing has enormous potential to
transform today's organizations and society as a whole
fundamentally. The question of current interest is in what field
the greatest changes will be achieved in the near future. An
attempt to find the answer to the previously mentioned question is
presented in the given work. The aim of the study is to identify
trends in the development of marketing in the digital age based
on the monitoring of scientometric databases. The universal
bibliographic and abstract database Scopus was used for the
analysis. As a result of data analysis, it was found out that such
areas as digital marketing, online marketing, content marketing,
email marketing, social media marketing are developing very
quickly, their growth trends are exponential, the number of
publications on web marketing, internet marketing and mobile
marketing is insignificantly decreasing over the years. The work
revealed a decreasing publication activity in the field of search
engine marketing and search engine optimization. The trend of
using big data in marketing is actively developing, thus, it is the
field where the emergence of new business tools and new
products using big data technology can be expected. The study
shows that the United States is the leading country in the number
of publications on all considered research topics in the field of
marketing, while the second and third places almost always
belong to the UK. Russia is in the top three for general research
on the use of marketing in the digital economy.

Keywords—digital economy, digital marketing, online
marketing, social media marketing, web marketing, internet
marketing, mobile marketing

l. INTRODUCTION

Digital technologies have a significant impact on various
areas of activity, including marketing. The sales of goods,
works or services with the help of digital technologies are
mainly conducted via the Internet, using mobile phones and
other digital media. All the mentioned activities fall under
the influence of digital marketing. The term <“digital
marketing” appeared in the 1990s. Digital marketing is the
promotion of products or brands via one or more forms of
electronic media [1]. The use of digital marketing in the era
of digital technology not only allows companies to sell
products, but also offers online customer service, which
works 24 hours 7 days a week. It does not replace traditional
marketing, but merely complements it, bringing new
opportunities for firms to contact customers [2]. According
to the analytical agency We Are Social and the SMM
platform Hootsuite, more than 4 billion people use the
Internet worldwide as of the end of 2018. The time that
people spend online, using devices and services that depend
on an Internet connection is about 6 hours a day as of 2018
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[3]. Thus, the use of digital marketing can significantly
expand the customer base [4]. The frames of time spent on
the Internet are flexible. According to the agency We Are
Social and Hootsuite's SMM platforms, in 2018 a little less
than one million people daily started using social networks
for the first time, which is more than 11 new users per
second [5]. Changing users’ time distribution on the Internet
makes it necessary to use all new types and tools of digital
marketing to attract customers [6]. A pressing issue of
modern research is which of them will be most in demand in
the future.

In the digital age, the market power of consumers is
growing [7]. Social media and online reviews, allowing to
give assessments and discuss products openly and publicly
[8] as well as prices and customer service in different
companies [9] can be considered an example of such a
power. Many consumers take into account the experience of
others while making decisions, thus even those products that
meet their requirements, but have negative feedback from
other consumers, will not be bought [10].

The use of social and media platforms, big data
technologies in the process of digital marketing allows
brands to obtain information about their customers [11], as
well as determine which marketing tools work well for them
[12]. Thus, it can be said that digital marketing provides an
additional and significant advantage for brands [13] and
enterprises [14].

Digital marketing is evolving and becoming more and
more popular in the course of time [15]. It has already
become or will become in the near future a part of almost all
key business decisions, which range from product
development [16] and pricing to public relations and even
employee recruitment. Many companies have invested in
digital solutions such as marketing automation [17],
analytics, sales system [18], and social media [19]. As a
result, digital marketing is in the process of constant change,
so it is important to keep up with the times. The use of digital
marketing is relevant not only in the field of trade [8, 9, 15],
but also in any sector of the economy, including production
[14], construction [20], and the banking sector [16].

Digital marketing has enormous potential to transform
today's organizations and society fundamentally. The
question of current interest is where the greatest changes will
be achieved in the near future. An attempt to find the answer
to this important question is presented in the given work. The
aim of the study is to identify trends in the development of
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marketing in the digital age based on the monitoring of
scientometric databases.

Il.  MATERIALS AND METHODS

For the analysis of trends in the development of
marketing in the digital age the universal bibliographic and
abstract database Scopus was used. The search involved
materials from scientific and professional journals,
proceedings of conferences, serial books. Publications were
not filtered by their types. The search was carried out in the
names of publications, abstracts and keywords. In case the
word “marketing” was contained in the term under study, the
type of query was e. g., TITLE-ABS-KEY (digital W / 0
marketing). In the absence of the word “marketing”, the type
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of query took the form e. g., TITLE-ABS-KEY (marketing
AND media W / 0 platforms).

The analysis was carried out as of June 20, 2019 and was
performed over the period 2010-2018. The research indicator
is the number of publications. The choice of key research
terms is made on the basis of the work of T.V. Divina [21].

IIl.  RESULTS

The article studied and analysed the publications on such
types of marketing as digital marketing, online marketing,
content marketing, email marketing, social media marketing,
web marketing, internet marketing, mobile marketing (Table
1).

TABLE 1. DYNAMICS OF PUBLICATION ACTIVITY ON VARIOUS TYPES OF MARKETING
Marketing
Year — - - - - - -
digital online content email social media web internet mobile
2010 26 75 2 5 21 456 85 29
2011 20 75 8 6 37 539 75 29
2012 28 62 5 4 49 501 82 38
2013 38 80 16 6 73 502 60 42
2014 64 107 20 13 89 464 61 56
2015 64 102 21 13 105 494 61 44
2016 102 105 36 15 119 416 53 59
2017 126 126 41 12 145 398 49 39
2018 177 136 57 17 164 415 62 48
Total 645 868 206 91 802 4185 588 384
Mean 72 96 23 10 89 465 65 43
The results of publication activity for 2018 presented in
Table 1 are ranked in descending order and presented in
Table 2.
TABLE II. RESEARCH RANKING ON VARIOUS MARKETING TYPES AS
OF 2018
. The number of The share of
Marketing publications publications , 300
web 415 0,39 % 250
digital 177 0,16 =
- - .2 200
social media 164 0,15 =
5
online 136 0,13 = 150
internet 62 0,06 &
o 100
content 57 0,05 E
mobile 48 0,04 5 %0 :
email 17 0,02 2 0 =
Total 136 57 2010 2011 2012 2013 2014 2015 2016 2017 2018

The increasing attention of marketing researchers is
attracted by big data [22], digital platforms and media
platforms [23], which is shown in Fig. 1.

e big data digital platforms media platforms

Fig. 1. Increasing publication activity on topics within the scope of
marketing
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Decreasing publication activity was identified in studies
on search engine marketing (SEM), search engine
optimization (SEO), website and blog.

120
100
g0
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year
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The number of publications in

2010 2011 2012 2013 2014 2015 2016 2017 2018

Website Blog

Fig. 2. Decreasing and stable publication activity on topics within the
scope of marketing

IV. DISCUSSION

According to the Scopus database, for the study period of
9 years, 96,327 papers devoted to marketing were published.
On average, 10,703 papers (from 9,743 to 11,740
publications per year) are published annually. Therefore, it is
possible to say that research in the sphere of marketing is the
subject of scientific attention worldwide.

There are not so many generalized studies of marketing
in the digital economy in the Scopus database: 23
publications in 2018, 8 in 2017, 6 in 2016, and 3 in 2015.
One can see that such studies are increasingly attracting the
attention of researchers. To a greater extent, this area is
considered by researchers from the USA, Russia and Italy in
descending order.

A larger number of publications are devoted not to
general marketing issues in the digital economy, but to the
types of marketing that could arise only in the digital age. As
part of the work, publications on such types of marketing as
digital marketing, online marketing, content marketing, email
marketing, social media marketing, web marketing, internet
marketing, mobile marketing were studied.

The results of the publication activity on these marketing
types are presented in Table 1. Based on the result of the
analysis of the data presented in Table 1, it was found out
that digital marketing, online marketing, content marketing,
email marketing, social media marketing are developing very
quickly, their growth trends are exponential. The number of
publications on web marketing, internet marketing and
mobile marketing decreases slightly over the years. The
ranking of publications according to various marketing types
in the descending order of the number of publications in
them presented in Table 2 shows that web marketing was the
most popular among the authors. Despite the fact that a
greater number of publications from all the types of
marketing presented in Table 1 are devoted to the subject of
web marketing, this trend ceases to attract the attention of
researchers. This situation, we believe, is caused by the
specification of web research field.

Digital marketing research occupies the second position
in the ranking. The composition of types of digital marketing
is currently the topic under discussion. The inclusion of
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social media marketing, online marketing, mobile marketing
in the digital marketing is common, which leads to their
being on the lower ranking lines. Email marketing is at the
bottom of the ranking list. However, it should be mentioned
that the number of studies in this area is gradually increasing,
despite the fact that the use of email marketing is a rather old
direction in terms of digital marketing.

The leading country in the research on types of marketing
presented in Table 1 is the United States. This country
occupies the first position in the number of publications on
all types of digital marketing. In general, the second place is
occupied by the United Kingdom, which sometimes occurs
in the second place and sometimes in the third, depending on
the type of digital marketing. The top three also includes
China, India, Germany and Australia, while Russia is not
even in the top 10.

The increasing attention of marketing researchers is
attracted by big data, digital platforms and media platforms.
Data on the publication activity in these areas of research on
marketing are presented in Fig. 1. The greatest interest is
focused on the field of big data, despite the fact that these
studies began only in 2012. Since then, the number of
publications has been growing with an exponential
dependence. Research on media and digital platforms is also
developing rapidly in descending order. The greatest activity
here is shown by scientists from the USA, Great Britain,
China, India and Australia.

The initial hypothesis that in the field of marketing such
areas as search engine marketing (SEM), search engine
optimization (SEO), website and blog will be actively
developing was not confirmed by the study (see Fig. 2). An
average of 16 publications on SEM and 14 publications on
SEO are published annually within the analysed period. It is
significantly less than the number of studies, for example, in
the field of online marketing. The amount of research into
using website and blog in marketing is gradually decreasing.
This confirms the previously identified trend in the field of
web marketing, where the number of publications is also
gradually falling. The leaders of publication activity on the
search engine marketing (SEM), search engine optimization
(SEO), website and blog are scientists from the United
States, China and the United Kingdom.

V. CONCLUSIONS

The study shows a continuing interest in marketing in the
digital age. Currently the scientific interest is focused on the
following areas of marketing: digital marketing, online
marketing, content marketing, email marketing, social media
marketing. These directions have arisen only in connection
with the general digitalization occurring worldwide. Such
areas as digital marketing, online marketing, content
marketing, email marketing, social media marketing are
developing very quickly, their growth trends are exponential.
Therefore, we can assume that the results of the application
of research in these areas of marketing will have an impact
on society in the near future.

Researchers are actively developing areas of big data in
marketing. The leaders here are the USA, China and the UK.
Therefore, it is here that one can wait for the emergence of
new business tools and new products using big data
technologies.
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For all considered research topics in the field of

marketing, the United States is the leading country in the
number of publications. In the second and third place is
almost always the UK. Unfortunately, Russia is among the
top three only in general research on the use of marketing in
the digital economy.
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