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Abstract

This review will discuss the development, techniques and new practices of digital marketing
research due to the rapid technological change and altering consumer behavior. It underscores
the shift of the old-fashioned methods of research, which include surveys, interviews, and
experiments, to data-driven methods such as web analytics, social media analytics, big data, and
machine learning. The paper focuses on the increasing use of artificial intelligence, predictive
analytics, influencer analysis, and neuromarketing in terms of improving personalization and
decision-making. The data privacy, bias, and transparency concerns and ethical and
methodological issues are also addressed, which makes the multidisciplinary and strategic
importance of digital marketing research.

Keywords: Neuromarketing, Web Analytics, Social Media Analytics, Big Data, Machine Learning, Artificial
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1 INTRODUCTION

The fast development of digital technologies has radically changed the manner in which
organizations communicate with consumers, altering the marketing strategies, communication
channels, and research practices. Online advertising, social media marketing, search engine
optimization, content marketing, email marketing, influencer marketing, and mobile marketing
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have become one of the overwhelming paradigms of digital marketing [1]. In the context of more
and more businesses moving online to connect with customers, the digital marketing research
has become a necessity to learn more about consumer behavior, assess the effectiveness of a
campaign, and make a decision based on the available data [2]. Digital marketing research is
vastly different than the traditional marketing research because of the dynamic, interactive and
data intensive nature of the digital environments. The volume of data created on online platforms
is so high that it is possible to conduct a detailed analysis of interactions with consumers on a
scale and in a depth that has never been seen before [3], [4]. The change has increased the
methodological arsenal of marketing researchers to incorporate both traditional survey-based
methods and innovated analytics, big data methods, and Al-based insights [5].

The increase in the significance of the digital marketing research can be directly associated with
the shifts in consumer behavior. Through social media, online communities and review sites,
consumers are the ones who are actively involved in creating content, being involved in the
brand and communicating with each other [6]. The interactions result in rich data that can be
studied to learn about preferences, attitudes and decision making processes. Nevertheless, there
are also issues concerning the quality of data, privacy, and even some ethical considerations as
well as methodological rigor due to the complexity of digital ecosystems [7]. Digital marketing
has developed into a multidisciplinary area in academic research based on marketing,
information systems, psychology, data science, and communication studies. Customer journey
analysis, personalization, engagement metrics, influencer credibility, and the omnichannel
strategies are the issues that researchers pay more and more attention to. Simultaneously, new
technologies like artificial intelligence, machine learning, blockchain, or virtual reality are
transforming the way marketing is being practiced and how marketing research is being
conducted [8].

Evolution and Scope of Digital Marketing Research

The digital marketing research has been developed along the lines of the internet technologies
and digital platforms. Initial studies were more about the usability of the websites, effectiveness
of online advertising and adoption of e-commerce. Along with the development of social media
and mobile technologies, studies were enlarged to cover social interaction, engagement
behavior, and user-generated content [9]. The digital marketing research has expanded to take
many new aspects, such as search engine marketing, social media analytics, content
performance, customer relationship management, mobile commerce, and data-driven
personalization [10]. There is the analysis of both the firm generated and consumer generated
data to evaluate the performance of brands and the experiences of customers. Moreover, digital
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marketing research has larger applications than descriptive analysis, predictive, and prescriptive
analytics. The use of advanced modeling techniques allows the researcher to predict consumer
behavior, optimize marketing strategies and assessing of the return on investment. This increased
focus provides a strategic value of digital marketing research in contemporary business settings

[11].

Traditional Research Methods in Digital Marketing

The conventional marketing research techniques do find a considerable place in the digital
marketing research, despite the technological improvements. These techniques offer guided and
valid information on consumer perceptions and attitudes.

1.

Surveys and Questionnaires: The use of surveys is still one of the most common tools
of digital marketing research. Online surveys enable researchers to gather data
effectively and with large samples that are geographically wide spread. Variables that
are measured by the aid of structured questionnaires are brand awareness, customer
satisfaction, purchase intention and perceived value [12].

Interviews and Focus Groups: The in-depth knowledge about consumer motivations
and experience is obtained through qualitative research, like interviews and focus groups.
The approaches are especially helpful in exploration research and theory building. Video
interviews and online focus groups have become more popular because they are
convenient and easily accessible [13].

Experimental Research: Digital marketing interventions are normally tested using
experimental methods. The A/B testing can be used as an illustration when the
researchers can compare the pieces of adverts, web designs, or email programs.
Experiments allow making a causal conclusion and evidence-based decisions.

Data-Driven and Analytical Methods in Digital Marketing Research

The existence of digital data of large scale has had a critical impact on digital marketing research

methods.

l.

Web and Social Media Analytics: Web analytics tool monitors the internet traffic
behavior on websites and offers information about the traffic, the engagement and the
conversion rates. Measurements of metrics, including likes, comment, share, and
sentiment, are the focus of social media analytics. Such techniques allow the
investigators to examine the performance of campaigns and consumer involvement [14].
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2. Big Data and Machine Learning: Big data analytics considers the analysis of massive

and multifaceted data caused by online communication. Algorithms of machine learning
are applied to detect patterns, group customers and anticipate behavior. These methods
increase accuracy of digital marketing research and its scalability [15].

Customer Journey and Attribution Analysis: Customer journey analysis measures
consumer experience with various digital touchpoints along with purchasing decisions.
Attribution models are useful in establishing the role of various marketing channels in
conversion [16].

Emerging Practices in Digital Marketing Research

There are emerging practices, which are a manifestation of the incorporation of new technologies
and innovative methods of research.

2

1.

Artificial Intelligence and Predictive Analytics: The tools that are led by Al allow
personalization and analysis in real time. Predictive analytics facilitates predicting the
needs of the consumers and optimizes the marketing strategies [17].

Influencer and Content Analytics: The studies of influencer marketing focus on
credibility, interaction, and genuineness. Content analytics evaluates the work of
multimedia content on multiple platforms [18].

Neuromarketing and Behavioral Analytics: Neuromarketing methods are based on
physiological and neurological measurements of consumer reactions. Behavioral
analytics 1s concerned with what is seen, and not the information reported by itself [5].

LITERATURE REVIEW

(Ali & Ortega-Gutierrez, 2025) [13] Examine digital marketing tactics with an emphasis on
integrating several digital resources, such as "data analytics, social media, search engine
optimization (SEO), and content marketing". An analytical method was used to evaluate
contemporary digital technologies and tactics, evaluating the difficulties faced by marketers by
looking at prior research and trustworthy scientific sources. Opportunities brought about by
developments in machine learning and artificial intelligence (Al) were also examined, with a
focus on tailored advertising. To succeed in the face of fast evolving technology and digital
regulations, businesses must embrace flexibility in their digital marketing strategy. Businesses
looking to improve consumer engagement and obtain a competitive edge have a lot of chances

thanks to Al and tailored marketing.
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(C. Sharma et al., 2025) [19] As more individuals use social media and the internet, digital
marketing is essential to being inventive, competitive, and sustainable. Despite the importance
of this topic, research on it is still dispersed, indicating the necessity for a methodical mapping
out of its intellectual structure. Using a bibliometric and topic modeling approach, this study
examines 4722 articles from the Scopus database, including the term "Digital Marketing." The
authors used Vosviewer 1.6.20 for bibliometric analysis and Latent Dirichlet Allocation (LDA),
a technique from Natural Language Processing, to identify latent research topics. Ten major
thematic clusters are examined in the results: digital marketing and blockchain; applications in
the food and health sectors; higher education and skill development; machine learning and
analytics; small and medium-sized businesses (SMEs) and sustainability; emerging trends and
ethics; sales transformation; tourism and hospitality; digital media and audience perception; and
customer satisfaction through service quality. These clusters demonstrate how multidisciplinary
digital marketing is growing and how it is more linked to technology and ethical concerns.
Because of immersive technology, blockchain, artificial intelligence (Al), and a digital business
environment, the paper concludes that research on digital marketing is rapidly evolving.

(Malik & Rana, 2025) [20] Examines the incorporation of machine learning techniques into
digital marketing, with the objective of improving consumer engagement, personalization, and
the effectiveness of campaigns through data-driven approaches. The goal is to show how
machine learning (ML) may revolutionize conventional digital marketing strategies by
forecasting customer behavior and automating decision-making. The results show that ML-
driven marketing techniques may greatly enhance consumer targeting, boost ROI, and provide
more individualized user experiences. The study also highlights and addresses issues including
algorithmic bias, data quality, and moral dilemmas related to the usage of personal information.
These observations highlight both the revolutionary potential of machine learning in digital
marketing and the significance of its responsible and transparent application. The study comes
to the conclusion that, when used carefully, machine learning (ML) provides a potent toolkit for
companies looking to innovate and maximize their marketing efforts in the digital era.

(Modi et al., 2025) [21] The marketing environment has changed dramatically in the digital era,
posing both new possibilities and difficulties for companies all over the world. The way that
businesses interact, communicate, and conduct business with customers is being completely
transformed by digital platforms like social media, search engines, e-commerce websites, and
mobile applications. The role of "artificial intelligence (AI), influencer marketing,
customization, interactive content, voice search, and blockchain technology" are all highlighted
in this paper's exploration of the new developments in digital platform marketing. The paper
offers suggestions for marketers to successfully adjust to the quickly evolving digital ecosystem

135



Advanced Research Techniques: Theories, Methods, and Practices (VOLUME-3)

and analyzes the significance of these developments for businesses through a thorough
examination.

(Shaheen, 2025) [22] This review aims to improve knowledge of the academic environment of
social media marketing research during the past ten years by offering a thorough bibliometric
analysis. The findings highlight social media's rising importance as a game-changing instrument
in marketing. A thorough analysis of the top nations, prestigious universities, well-known
writers, and influential publications influencing the topic are among the important findings.
Digital advertising, virtual marketing, tourism marketing, and Al-driven marketing are examples
of emerging study subjects. Additionally, the study highlights the need for localized research
frameworks and improved incorporation of Arabic data bases into international academic
discourses by revealing regional discrepancies in research output, especially in the Arab area.
Additionally, it promotes bibliometric research on Arabic databases in order to improve
knowledge of electronic marketing in the Arabic context and overcome regional discrepancies.
Additionally, this research offers useful information for companies, legislators, and marketers
that support platform-specific marketing tactics, moral Al laws, and the necessity of regional
marketing plans that take cultural quirks into account. It also emphasizes social media's role in
crisis communication, public health awareness, and sustainability, providing a road map for
businesses looking to make better use of digital platforms.

(Benchekroun et al., 2024) [23] Analyze how students at the Faculty of Legal, Economic, and
Social Sciences in Fez perceive the customer experience as a result of digital marketing
strategies such emailing, content marketing, social media, and mobile marketing. Using
SmartPLS3 software, the structural equation approach was used to evaluate the data. In order to
explain the findings that emailing and content marketing significantly improve customer
experience, the results demonstrated that "the Goodness of Fit (GoF = 0.39) validates the overall
adequacy of the model and the coefficient of determination (R2 = 0.262) confirms the model's
moderate explanatory power". In business settings, the effect of digital marketing strategies on
the consumer experience has been extensively discussed. In the meanwhile, a fresh and insightful
viewpoint was provided by adapting the study to a public institution in Morocco.

(Chukurna et al., 2024) [24] the process of investigating current trends in digital marketing and
figuring out how to advance them. The main technologies and trends influencing the current
marketing paradigm are examined in this research, along with the opportunities and difficulties
that businesses face in the digital economy. statistical, pictorial, and economic-analytical
approaches. In order to improve their efficacy and efficiency, modern digital marketing tools are
examined, the benefits of their development in the context of digital marketing are identified and
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supported, and useful aspects of incorporating the newest technologies into marketing initiatives
are suggested. By integrating digital tools and technology, businesses can stay competitive and
swiftly adjust to shifting market conditions. This helps to develop more individualized,
adaptable, and adaptive marketing tactics that satisfy the demands of contemporary consumers.

(Goel & Kumar, 2024) [25] In today's world, the significance of technology has diminished. As
a result, the topic of digitization is a revolutionary force in our day and age, fundamentally
altering how people connect, work, and see the world. The report's objective is to present a
bibliometric study of digital marketing research conducted in rural regions of India. Several
studies were created and classified according to inclusion and exclusion criteria. Only those
articles that contained digital marketing research in queries like "Rural areas" were mentioned.
This search approach was used to evaluate the literature based on documents taken from the Web
of Science database. This led to an estimate of twelve papers. The anatomized papers punctuated
a wide variety of affects.

(M. Sharma et al., 2024) [26] Social media networks may be used as digital marketing tools to
find market demands, trends, and customer interactions. Although cyberbullying is a severe
issue, most research has focused on concerns about consumer privacy. Because online activities
are so easy and rapid, it is important to employ ethical decision-making techniques before
engaging in any kind of web-based activity. This article aims to investigate the costs related to
internet-based social networking platforms, along with any potential disadvantages and ethical
quandaries. The study examines laws, regulations, and privacy-regulating insurance plans as
well as other ethical concerns. As e-commerce has grown, so too have consumer concerns about
the ethical implications of online transactions. The essay employs a thorough analysis of the
literature on social networking sites, digital advertising, and ethics.

(Adwan et al., 2023) [27] provide a digital marketing data analytics model based on "website
performance, social media metrics, email marketing performance, customer data for targeting
and personalization, and customer journey analysis" to assess campaign effectiveness and guide
strategy. Campaign success requirements for strategy are defined by this model. The data for the
study was analyzed using a statistical analysis technique. A survey was used to collect data. The
"structural equation model (SEM)"is used in this work to do a descriptive analysis of
demographic characteristics. The findings indicate that social media data, consumer journey
analysis, effective advertising strategies, and informed methodologies exhibit a strong
correlation. The evaluation of website performance does not correspond with the success of the
marketing plan in comparison to the prior study. Any business that interacts with customers
online can use the model's output.
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(Shpak et al., 2023) [28] For a more comprehensive analysis of publication activity in the domain
of digital marketing, a bibliometric study was undertaken, with the primary aim of examining
bibliographic data and identifying emerging trends and key areas of focus within digital
marketing research. A comparative study of search queries using the Google Trends tool
revealed a rise in public interest in the idea of "digital marketing." The VOSviewer program is
used to create network maps of keyword compatibility, author collaboration by nation, and
research time measurement. Three phases of scientific interest in digital marketing research are
recognized; the interdisciplinary character of the idea under investigation is established;
judgments are made regarding the increasing dynamics of the number of publications in the field
of digital marketing based on the study's findings; It is established that the world's leading
countries and most cited authors are identified by their affiliation with a particular country; eight
clusters that define the primary areas of research in the field of digital marketing are identified;
and the period 2018-2021 saw the intense development of scientific research on digital
marketing worldwide.

(Haleem et al., 2022) [29] Thanks to the data gathered and produced by its algorithms, Al enables
them to swiftly decide which content to target customers and which channel to use at what time.
When Al is used to customize their experiences, users feel more comfortable and are more likely
to purchase what is given. Additionally, Al techniques may be used to analyze the effectiveness
of a competitor's advertising and uncover the expectations of their target audience. A kind of
artificial intelligence called machine learning (ML) enables computers to analyze and understand
data without explicit programming. Additionally, ML helps people solve difficulties effectively.
As more data is given into the algorithm, it learns and becomes more accurate and efficient. This
essay makes an effort to examine how Al is used in marketing. Examined are the particular uses
of Al in several marketing domains and how they have changed marketing industries. Lastly,
important uses of Al in marketing are identified and examined.

3 CONCLUSION

Digital marketing research is a critical and dynamic area of study which is propelled by the
growth of digital platforms, data-rich spaces, and emerging levels of analysis technologies. The
review shows that despite the fact that the traditional research approaches are still applicable to
eliciting the consumer perceptions and attitudes, the modern digital environment requires the
application of analytics, big data, and artificial intelligence-driven approaches. The new trends
in the field of analyzing the customer journey, influencer analytics, predictive modeling, and
neuromarketing have greatly improved the capacity of researchers and practitioners to study and
manipulate consumer behavior. Nevertheless, such developments also come with ethical,
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methodological and regulatory issues, specifically relating to data privacy, algorithm bias, and
transparency. These issues need methodological rigor, ethical adherence, and interdisciplinary
cooperative efforts to address these challenges. In general, digital marketing research is still
moving towards more responsive, personalized, and evidence-driven strategies, which provide
a significant potential in the area of innovations and strengthen the reflection on the necessity of
responsible and informed use of digital research means and methods.

[10]
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