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ABSTRACT

This study aims to understand the relationship between the internet of things (IoT) and digital market-
ing (DM) by conducting a bibliometric analysis of existing literature. The analysis includes mainly the
co-occurrence analysis to explore the major terms and keywords in the arena of loT and DM. Results
indicate a growing interest in the loT and DM, with a significant increase in publications in the recent
years. However, the findings reveal that very limited studies have been conducted in the intersection of
10T and digital marketing. This study thus looks at loT and DM minutely, and attempts to identify the
trends, works, and future possibilities. Thus, this study can serve as a valuable resource for researchers
and practitioners in the field.
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1. INTRODUCTION

Internet of things (IoT) is changing the way things are done in the modern time. 10T is the interconnec-
tion of computing devices via the internet where the everyday objects are interconnected in a way that
they can send and receive the data among themselves without any human intervention. It would not be
wrong if the IoT is defined as the way one device interacts with another. Digital marketing (DM) on
the other hand has been transforming the shape and size of the marketing concepts. Digital marketing
utilizes the digital platforms including internet and has given an exposure to the new level of possibili-
ties to the marketing world. The linkage of IoT with digital marketing is expected t help the marketers
in identifying the right market, the right buyer and will help them to create the right products. Many
researchers and authors believe that this combination of IOT and digital marketing needs to be explored
further to create ways for the newer opportunities and developments. As an attempt to make this vision
a reality, a track of what already has happened in the body of knowledge, and the ways of creating better
interpretation of the proposed concept, a bibliometric analysis is proposed by way of this chapter. This
chapter will extract the bibliometric data from the Scopus database, the largest database of the scientific
publications, and will analyze the data to arrive at a meaningful conclusion. The results and analysis of
this study is expected to underpin many new dimensions to the IoT and DM relationship. This chapter
will have an implication on all the budding digital marketers, businesses and other stakeholders who are
interested in the field of IoT and DM.

1.1. Digital Marketing

DM is the process of promoting products, services, or brands using digital channels such as social media,
search engines, and mobile apps (Langan et al., 2019; Saleem et al., 2022). It has received a hype due
to the rise in the internet and digital technology in the recent years. Today DM has become an integral
part of the marketing activities that offers variety of benefits to the business in reaching their target
audience (Chaffey & Ellis-Chadwick, 2019). The tools like search engine optimization (SEO); social
media; content marketing; email marketing etc are an important element of the DM today (Matta et al.,
2020). SEO is a tool to optimize a website so that it appears at the top of the search engine results. It
utilises the proper and relevant keywords to assist the businesses reach their target audience (Chaffey &
Ellis-Chadwick, 2019; Hollebeek & Macky,2019). Through SEO business can improve their visibility
and reach larger section of the audience.

Social media marketing is used in context of promoting products, services, or brands on social media
platforms such as Facebook, Instagram, and Twitter (Langan et al., 2019; Hollebeek & Macky,2019).
This involves content creation that is engaging for the target audience. The businesses can use this tool
to create awareness, notify their clients and seek feedback on their products and services. Content mar-
keting is another key element of digital marketing. It is a tool to create and distribute relevant content to
attract, engage and retain the target audience (Al-Abdallah et al., 2021). Content marketing is the process
of creating and distributing valuable and relevant content to attract, engage, and retain a clearly defined
audience (Saleem et al., 2022). By creating valuable content, businesses can establish themselves as an
authority in their industry and increase their visibility on search engines. Additionally, content market-
ing can help businesses generate leads and increase sales. Similarly, Email marketing can be used to
promote products, services, or events, as well as to keep customers informed about new developments
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