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Abstract: The Fourth Industrial Revolution, often known as Industry 4.0, is being propelled by cutting-edge 

technologies that have a significant impact on both business models and production processes. Disruptive 

technology and practises have been added during this revolution. These elements of Industry 4.0 have a big 

impact on marketing and have prompted an evolution to make sure that promotional efforts match up with 

technical developments and cater to current consumer expectations. This paper's goal is to identify and 

discuss potential directions for future marketing research in light of the changes brought on by Industry 

4.0. The method used in the article is a survey of the pertinent literature with a special emphasis on the 

main ideas that will be of the utmost significance for future research on Industry 4.0 and marketing. As a 

result, the most significant peer-reviewed journal database in the academic world, SCOPUS, was used as 

the foundation for a systematic bibliometric literature evaluation. The study concludes that while there are 

many potential topics of examination for marketing researchers, the five marketing principles of Industry 

4.0—cooperation, communication, co-creation, cognitivity, and connectivity—are the most crucial ones. 

The quantitative analysis of these five concepts should be the main focus of future research. 
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