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Technology and Evolution: A Picture of Digital Marketing Research

Longitudinal Analysis of Digital Marketing
Research from 1996 to 2022

Xu Tongqian , Jia Mengke( Wuhan University )

Abstract; The main objective of this article is to reveal the research content, characteristics and devel-
opment trends of digital marketing research in the past 27 years. While changing traditional marketing meth-
ods and marketing concepts, digital marketing has gradually become a research hotspot in the field of market-
ing communication. Based on articles focused on digital marketing published in 35 communication, advertis-
ing and marketing journals, this article adopts content analysis method to reveal the change of digital market-
ing research in a period between 1996 and 2022, and analyzes and summarizes the research content, research
status and research trends of digital marketing research. The findings of the study indicate that digital market-
ing research is highly concentrated, and the digital marketing research network dominated by the United
States maintains expanding;digital marketing research has an overwhelmingly empirical and quantitative ori-
entation ; digital marketing research is closely related to digital technology and each innovation and develop-
ment of digital technology has pushed digital marketing research into a new stage;in future, researches fo-
cused on consumer behavior, digital technology , mobile social media marketing and content marketing are still
needed.

Key words : digital marketing research ; content analysis ;research characteristic ; research trend
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