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ABSTRACT

The internet of things (10T) has emerged as one of the most significant 2 1st-century technologies in recent
years. People can work and live more efficiently with the aid of the internet of things. Along with offering
smart home automation gadgets, the internet of things is essential to businesses. 10T gives businesses a
real-time glimpse into how their systems actually function, offering insights into everything from machine
performance to supply chain and logistics operations. The expectations, attitudes, and needs of consum-
ers are being altered by the technology that large businesses are attempting to incorporate into their
marketing strategies. The chapter makes an effort to explore various elements of leveraging the internet
of things for marketing, identify some of the key issues, and propose potential solutions. The marketers
can make use of 10T’s enormous potential in the future. However, there isn’t a lot of literature out there
yet that is geared toward marketing IoT. Thus, this chapter might provide a brief overview of the subject.
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Internet of Things in Marketing

INTRODUCTION

The Internet of Things (IoT) gained popularity as a term when it was used by Ashton in a presentation
about Procter & Gamble’s use of radio frequency identification (RFID) in supply chain management
(Ashton, 2009). IoT refers to the use of physical things to connect to and share data with other systems
and devices using the Internet or other communications networks (Brown, 2016; Gillis, 2021). The term
“device” can be used to refer to anything, including computers, smartphones, cars, household appliances,
manufacturing equipment, medical implants, entire buildings, and much more. The Internet of things
was developed as a result of the ability of technologies like radio-frequency identification (RFID) to
connect each product to its unique identity in the world. The Internet of Things is a key component of
the Internet, and it offers a wealth of new opportunities for businesses and society at large (Haller et
al., 2009). Businesses will be able to operate more effectively, increase customer satisfaction, find new
business possibilities, and foresee problems and threats so they can better deal with them by incorporat-
ing intelligence into systems and processes (Steve, 2015). The ubiquitous and seamless integration of
IoT into business processes will continue to be the key to its success. Business managers will be able to
thoroughly and deeply comprehend what is happening in the world with the aid of cognitive IoT tech-
nologies. These technologies will also improve the efficiency of things or businesses, allowing business
managers to better manage activities that take place during business processes (Steve, 2015). Extensive
networks of information-sharing devices can be used to interpret data in a wider perspective.

Healthcare, home automation, retail, and transportation are a few common industries where 10T
technology is used. There are undoubtedly countless applications for IoT technology, including those
in marketing, infrastructure management, media, environmental monitoring, and home automation.
Governments and business organizations could both benefit from the applicabilities of IoT in their opera-
tions. The Internet of Things can also be viewed as a tool for promoting goods and services, interacting
with customers, gathering marketing data, identifying target markets, and serving a number of other
marketing objectives. Utilizing IoT in marketing makes it possible to communicate with customers in
ways that are more personal than before. IoT has the potential to serve as the foundation for more ef-
fective personalized marketing. It can transform how businesses engage with their current or potential
customers and become a crucial component of integrated marketing communications. Only businesses
that can effectively leverage all available channels of communication, including IoT technology, will be
able to maintain market share. Marketers need accurate and reliable consumer data in order to execute
a variety of marketing strategies. IoT technology makes it possible to gather enormous and high-quality
consumer data.

The integration of IoT in marketing has resulted in participative and contextual marketing. Participatory
marketing relies on consumer contact with products through universal identification to enable consumers
to share their knowledge and experiences as well as their opinions while contextual marketing depends
on real time data of consumer location, context and behaviour to deliver relevant and timely marketing
messages. The IoT's’ ability to connect with items and gather data about them as well as customer experi-
ences expands the traditional marketing elements. The Internet of Things has the potential to enhance all
facets of marketing. Further, its technical skills will let marketers plan and carry out marketing initiatives
in an entirely unique way. In this process, competition and the drive to win over customer loyalty reach
their highest. The practical development of the Internet of Things and internet marketing is well ahead
of its theoretical foundation in these fields. Consequently, there is a greater demand for scientific inves-
tigation due to the risks and hazards it may present. There has generally been very little research into the

350



11 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/internet-of-things-in-marketing/324016

Related Content

Immersion and Perceived Value: The Strategic Variables For Commercial Websites
Ahmed Anis Charfi (2014). International Journal of Online Marketing (pp. 17-35).

www.irma-international.org/article/immersion-and-perceived-value/127059

Total Quality Management (TQM) in Hospitality: An Interplay of Technology and Service
Excellence

Varinder Singh Rana, Beenish Shameemand Babeet Gupta (2026). Marketing Strategies for Total Quality
Management in Hospitality Excellence (pp. 301-314).

www.irma-international.org/chapter/total-quality-management-tqgm-in-hospitality/401542

Fair Trade and Innovation in the Shopping Channel: NGOs' Private Label Strategies as a
Retailer of Fair Trade Products

Carme Moreno-Gavaraand Ana Isabel Jimenez-Zarco (2016). Handbook of Research on Strategic
Retailing of Private Label Products in a Recovering Economy (pp. 389-415).
www.irma-international.org/chapter/fair-trade-and-innovation-in-the-shopping-channel/157664

Social Media Marketing in Luxury Retalil

Izabella M. De Souzaand Sharmila Pixy Ferris (2015). International Journal of Online Marketing (pp. 18-
36).

www.irma-international.org/article/social-media-marketing-in-luxury-retail/135949

Demographic Factors Associated with Online Shopping Experiences of Saudi Arabian Women
Ragad Abdulhameed Hannonand Walter Richard Schumm (2017). International Journal of Online
Marketing (pp. 52-62).
www.irma-international.org/article/demographic-factors-associated-with-online-shopping-experiences-of-saudi-arabian-
women/188849



http://www.igi-global.com/chapter/internet-of-things-in-marketing/324016
http://www.irma-international.org/article/immersion-and-perceived-value/127059
http://www.irma-international.org/chapter/total-quality-management-tqm-in-hospitality/401542
http://www.irma-international.org/chapter/fair-trade-and-innovation-in-the-shopping-channel/157664
http://www.irma-international.org/article/social-media-marketing-in-luxury-retail/135949
http://www.irma-international.org/article/demographic-factors-associated-with-online-shopping-experiences-of-saudi-arabian-women/188849
http://www.irma-international.org/article/demographic-factors-associated-with-online-shopping-experiences-of-saudi-arabian-women/188849

