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ABSTRACT 

Today ourselves, without even a certainty, inside the information age and web 

marketing and advertising get a massive effects as how customers interact and businesses 

operate. Flexibility to respond towards this current paradigm. Due to the immense rise of 

new technologies, the rapid rise in producers and consumers, the lengthening of distribution 

network and thus the volume of data, just one thing to cope handle significant alteration is to 

digitize all activities. Despite the fact that current generation of communication has arrived, 

experts advise businesses to keep conventional tactics in mind to strive to combine internal 

advertising and conventional strategies to accomplish their objectives. 

INTRODUCTION 

With the changing era, the use of internet technology is rising all the time, with people 

purchasing and selling goods and services over the internet. To achieve more effectively than 

the competition, they must have a full awareness of their customer’s wants, from what they 

are to how they may be met, as well as what new demands they can generate (Raluca,2016). 

Digital marketing, on the surface, appears to be significantly different from traditional 

marketing in that it concentrates on the fourth P: Promotion. On the other side, Digital 

marketing is extremely effective because it includes all four Ps of marketing. Instead, it 

makes distinctive use of each one often much better than traditional marketing (LYFE 

Marketing, 2021); (Jamil et al, 2021). The theory and technique of advertising and promotion 

in new directions, often by distribution platforms, in way to attain customers and users inside 

a prompt, appropriate, customized, and outlay approach as referred to as digital promotion 

(Todor, 2016). 

The targeted, quantitative, but collaborative promotion of items and/or services uses 

electronic techniques to achieve, persuade, and engage customers often referred to as digital 

marketing. The basic goal is to use a variety of digital marketing strategies to promote 

businesses, establish preferences, and drive purchases (Raluca, 2016). According to forecasts, 

the digital market would by 2026, the market will have grown from $38.5 billion in 2017 to 

$200 billion. The main purpose is to promote firms, form preferences and drive sales using a 

variety of digital marketing tactics (Raluca, 2016). As according projections, the online 

market is growing between $million by 2021 trillion in 2018 to $1 trillion in 2026. Increasing 

internet technology, smartphone adoption and the debut of 4G and 5G networks are all 

important drivers of e-commerce change (http://www.ibef.org.).  

With a bibliometric review of the scholarly literature on changing from traditional 

marketing, the study will be an attempt to answer these broad questions. 1) What is the 

present state of academic study on the transition from traditional to digital marketing? 2) 

How has scholarly research influenced both transitions? (Pilsto et al, 2008). Cho & Kang 

(2006) discovered that internet research has increased considerably over the previous ten 

years, with contribution from a wide range of disciples and theoretical and methodologies 
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viewpoints. Most quoted publications and papers, along with co-citation behaviors, are used 

to generate a holistic "picture" of the region, highlighting important impacts and contributors. 

The bibliometric analysis provides the prospects to establish a “baseline” for the growing 

area of internet advertising, allowing future academics to understand where the discipline 

originated and track its evolution through time (Pilsto et al, 2008). 

LITERATURE REVIEW 

The fundamental assumptions of the study are the frequency with which a set of papers 

or patents was cited is a measure of the impact of the set of papers. (Pilato et al; 2008) stated 

in their through assessing the most-cited authors, publications, and the general structure of 

the disciplines, the study indicates how scholarly research has impacted the Online Marketing 

areas and answers broad topics using a co - citation examination of published literature on 

online ads.. It was also observed that literature bibliometric over the patent bibliometric was 

highly skewed, with small number of high -impact and large number of minimal impact on 

patents and papers. . The study (Chaffey & Palron; 2012) examined over how companies may 

utilise web techniques to understand their digital distribution methods for implementing 

techniques for setting up digital advertising improvement initiatives, but also how 

individuals, strategy, assessment, and technology all can be combined. According to the study 

(Gupta et.al; 2020), which used the database Scopus to provide a quantitative and qualitative 

assessment of e-commerce research in India in a global context, India is considered the 6th 

most productive country, as the study profiles top 15 global organisations, top 15 global 

authors, top subject areas, and top channels in research communications and provides a brief 

bibliometric analysis on high – cited papers. (Zhou et.al; 2020) assessed the bibliometric 

analysis used to identify the characteristics and evolution of social commerce research from 

2003 to 2018, using the database Web of Science. The study found that the social commerce 

domain had a lot of cooperation research in the form of multi-authored publications, and the 

key research topics may be differentiated based on the LLR ratio: 1) The evolution of social 

trade. 2) The relationship between the customer and the vendor 3) in the context of social 

buying, consumer trust is important. The study's conclusions revealed existing understanding 

based on commerce and system development views. The study's findings include seven 

perspectives on entrepreneurship's digitisation, covering topics such as digital economy, 

fundraising, and the collaborative economy (Kraus, et al; 2019; Veklenko; 2020) 

demonstrates a deep understanding of factors which drove ultimate purchasing intention 

along with short and medium and lengthy efficacy.. The study's goal is to uncover key drivers 

and outline current and developing research patterns in academic literature on the efficacy of 

online advertising. The study's findings suggested that the online advertising domain is 

heavily influenced by technological advancements and is increasingly focused on 

interdisciplinarity, providing new insights to online marketers on the key determinants of 

online advertising effectiveness and effectiveness estimation models. Chung et.al, 2020 the 

development of innovation management study was investigated using a co - citation approach 

with visually mapping, which included citation analysis and the determination of significant 

citations, contributors, and highest publications.. The main research stream in digital 

innovation research is also done, as is cluster analysis.  Based on co-citations, the study 

discovered four thematic clusters and seven thematic clusters based on bibliometric analysis. 

The study aim to map the state of digital market studies by using bibliometric and analysed 

research data methods such as Scopus and Vos Viewer and the findings shows which 

country, research institutions and individual researchers are more productive in digital studies 

(Nangoy et.al, 2020). (Kraus et.al, 2019) were stated the special issue on the conclusions of 

the study, Virtual Innovations and Experimentation, contain seven articles on the digitization 
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of innovation, covering major subjects such as fintech, fundraising, and the collaborative 

economy. (Liu et al, 2017) were investigated publishers and highest articles are discovered in 

the increase of online innovation process that used a co - citation methodology with graphical 

mappings and assessed though bibliometric analysis and important references. The main 

research stream in digital innovation research and cluster analysis is also conducted. (Verma 

2021) were stated the aim to perform citation trend, context, keyword and co-citation analysis 

on digital marketing published over the last few years from the database Scopus with 296 

publications out of which 286 publications were considered for the study. Vos Viewer and 

Voyant tool is used to analyze the data. The result of the study indicates the maximum 

research on digital marketing in the year 2019 and observed the maximum citations on 

publications in 2017 and the highest number of citation per publication in year 2010-2013. 

The bibliometric study is used to assess the 12-year published articles in core DMC related 

journals. The study provided scholars with theme insights and consequences that really are 

prospective pathways for developing successful DMC. (Almahri et al, 2021) were studied the 

latest academic research trends on e- commerce themes in China and provided the guidelines 

of interest to the government, IT policy makers and to academic researchers. The study 

identified the need to focus on such topics and themes wherein China had been left behind 

from other countries in e-commerce. 

Role of Chatbots in Advertisement 

Microsoft introduced the concept of conversations as a platform in early spring 2016, 

where artificial intelligence (AI) and natural language interaction enables new ways to 

communicate with interactive technology (Folstad & Brandtzaeg, 2017). Many commercial 

and private domains have been conquered by domain specific assistance in the shape of 

chatbots (de Reuver et.al, 2020).  Facebook introduced tools for designing chatbots for 

Messenger, its messaging programme, at the same time (Folstad & Brandtzaeg, 2017). Also 

there's Google Search, a robot built into the Allo chat app, and system updates of the Android 

platform, that excels almost all, but with some clumsiness. The shift between providing 

tremendous and interface dynamics to conversational style for robots be represented by 

development for robots. Developers gain with true freedom regarding characteristics is 

defined and engagement approaches in the contemporary generation of graphical interfaces, 

enabling for complete representation of dynamic network components. The word “chatbots” 

consists of the term “chat” and “robot”. Initially, the word "chatbot" related to software 

applications that mimicked human discourse using a content communication network. 

Chatbots feature a textual or input overlay which offers flexibility customers to connect with 

the technology powering it in instantaneously (Wang & Petrina, 2013). Chatbots, also known 

as multilingual robots, have now been created for a number of uses. Artificially intelligent 

(AI) and text analytics (NLP) advancements are changing ways virtual helpers cooperate 

alongside people (Ngugen & Sidorova, 2018; Jain et.al, 2018). Since content and monologue 

interaction have advanced, robots are grown more accessible and common (Bittner et.al, 

2019). Some of the new smart assistants such as Siri, Google Now, Cortane, Fcebook M, 

Blackberry Assistant, Braina, Tenco, Speaktoit Assistant, Hound, Amazon Echo (Alexa) 

were created with the goal of assisting people in their daily lives as voice – activated 

intelligent personal assistants. Chatbot have grown expontially as a result of the emergence of 

these services (Janssen et al, 2017). The ability of robots and interface design that employ 

natural language to facilitate conversational activities while giving usable output is a critical 

success factor. Google Assistant, with its capacity to maintain a conversational stream 

through multiple phrases is a dialogue, is arguably the current state of the art. Chatbots can 

have a wide range of properties, prompting the use of terms such multilingual agents, 
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chatterbots and virtual assistants. In this analysis, the word “chatbot” refer to an autonomous 

conversational entity that engages purpose or task – oriented discourse via a text- based 

environment (Chaves & Gerosa, 2020). As a consequence of robotics, working is largely 

characterised by the interplay of humans and robots (Lehrer et al, 2018; Schneider et.al, 

2018). Simultaneously, linguistic bots may be developed with the objective of influencing 

perceptions (Fogg, 2002; Mirsch et al, 2017; Oinas-Kukkonen & Harjumaa, 2009; Weinmann 

et.al, 2016). In this pretty extreme viewpoint, people are considered as "artworks molded and 

utilized by the (system of) technologies instead of conversely" (Demetis & Lee, 2018). As a 

result, in addition to variable degrees of (1) engagement, (2) cognition, and (3) individual 

action. A chatbot is a piece of software communicates with humans by using natural language 

processing and predictive analysis to understand queries and respond appropriately (Mittal 

et.al, 2016). Chatbots have become increasingly popular in real-world applications due to 

their ability to precisely mimic human representatives during conversations. Chatbots are 

available 24 hours a day, seven days a week and cost less than humans (Mittal et al, 2016). 

Role of Virtual Assistants in Advertisement 

A lot of tech companies have introduced devices for consumers that support voice 

assistant technology these days. According to a recent study undertaken by the global 

auditing firm PWC, a survey of 1000 consumers aged 18 to 64 years old was conducted to get 

awareness about virtual assistant technology. Now a days, virtual assistant and voice – 

controlled devices are used by 100,000 people in their routine life. Most useable artificial 

intelligent assistants such as Amazon’s Alexa and the Google Assistant by the consumers 

(K.Jones, 2018). In the words of Matt Thompson, chief product officer of Bitty, “voice 

assistant is the new operating system” used to access data, new information and entertainment 

by the users. Virtual Personal Assistants (VPAs) are software programmes that allow 

businesses to interact with customers in a natural way, sorting their questions and responding 

to their needs. Consumers can give the virtual personal assistant two types of inputs, such as 

Text and voice interfaces are both available. 
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