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Abstract- The mix of Marketing 4.0 focused on customers and 

Industry 4.0, with its digital technology, provides a solid 

support for changing businesses today. This paper analyzes 

how firms in India make use of these technologies to improve 

how they engage with customers and stay ahead of 

competition. By examining more than 200 peer-reviewed 

sources (between 2021 and 2025) as well as detailed cases, we 

discover important patterns and outcomes. IoT, AI and 

technologies dealing with big data give personalization in real 

time and smart products and their analytics merge 

experiences people have in stores and online. We apply 

thematic synthesis along with careful analysis of company 

case studies. Omni-channel marketing keeps showing results 

like increased Net Promoter Scores, higher marketing ROI 

(both 25 – 40%) and greater gains in customer lifetime value. 

Results from India’s companies in FMCG, telecom and 

automotive sector are impressive, with global manufacturers 

in e-commerce and manufacturing confirming that ICE’s 

approach applies to all sectors. We consider ARPU, 

reductions in churn and engagement rates as signals showing 

whether the strategy is working. This paper presents a local 

view supported by data on how Marketing 4.0 and Industry 4.0 

work together to give customers value that promotes 

sustainability. 

 

Keywords- Marketing 4.0, Industry 4.0, digital transformation, 

customer loyalty, competitive advantage, IoT, big data, India. 

 

I. INTRODUCTION 

 

Because of digital innovation, businesses now engage 

with customers differently and run their organizations 

differently. Two important approaches are leading this 

transformation: Marketing 4.0 which values connecting with 

customers using technology and Industry 4.0 which makes use 

of IoT, AI, big data and cloud technology to change 

manufacturing. Although Marketing 4.0 emphasis is on 

personalization and reaching customers on many channels, 

Industry 4.0 offers the support devices to make these 

approaches operational at any time with maximum accuracy. 

 

In all, these business models change how businesses 

interact with and deliver to their customers. With smart 

gadgets, connected systems and modern analysis, businesses 

can gather, study and use customer information in real-time, 

providing custom experiences, minimizing costs per customer 

and rising CLV. For instance, live usage data from Internet of 

Things products can help target marketing to different 

contexts and digital twins give companies the ability to 

improve their customer processes before putting them into 

practice. In important fields like FMCG, telecommunications, 

automotive and digital finance, strategic alignment is now 

noticed as a key factor that makes them different from their 

competitors.  

 

India is an excellent place to look at this intersection. 

With more digital users, advanced technology tools and skilled 

tech businesses, Indian firms are set to profit from aligning 

Marketing 4.0 with Industry 4.0 [citation]. Yet, even though 

we are seeing a rise in interest, academic studies tend to focus 

either on tech adoption or new marketing strategies, rather 

than both. It is hard to find studies that prove how improving 

ROI, NPS and brand equity can be linked to any overall digital 

approach in new markets like India.  

 

The purpose of this paper is to fill that gap. In 

systematically examining over 200 studies and analyzing 

examples of strong firms, we explore: How joining 

Marketing 4.0 and Industry 4.0 improves customer 

relationships and offers firms a competitive boost. The 

findings in the study can guide lectures and provide solutions 

for companies undergoing digital changes. 

 

II. LITERATURE SURVEY 

 

Overview and Thematic Structure 

 

Experts have looked at the merging of Marketing 4.0 

and Industry 4.0 in several areas, including adopting new 

technology, marketing strategies, customer experience and 

performance of the business. To bring this area together 

successfully, we categorize the review by parts, identifying 

four key areas: (A) Digital Marketing and Customer 
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Experience, (B) Industry 4.0 Technologies and Marketing 

Work Together, (C) Big Data Analytics and Marketing 

Success and (D) Rebuilding Loyalty and Establishing Brand 

Equity. Every theme brings together knowledge and facts 

supported by four or more recent quality sources.  

 

By using this method, both scholars and experts are 

showing how digital infrastructure is linked to putting the 

customer first. Though research now shows the value of 

linking systems, a lack of evidence exists to prove how 

integrated governance achieves the important strategic KPIs in 

India and similar countries. 

 

A. Digital Marketing and Customer Experience 

(Marketing 4.0) 

 

In Marketing 4.0, customer interaction is reinvented 

with real-time customization, touch points in the digital world 

and analysis of customer actions. It moves from basic CRM to 

one powered by data and available everywhere [1], [2]. 

According to Khargharia et al. [1], Marketing 4.0 makes use of 

IoT, AI and adaptive analytics to help companies adjust their 

offerings in real time from the data collected from devices and 

platforms. In their study, Amrollahi et al. [2] found that 

marketing with AI/IoT typically results in better customer 

conversion and retention data for companies. Because 

“Customer 4.0” is online a lot and expects things to be 

straightforward, businesses should focus on customized, 

mobile-ready and frictionless approaches when dealing with 

them [3]. According to Nguyen et al. [4] and Singh et al. [5], 

people who buy mostly online expect their experience to 

connect smoothly from research, buying and ending with 

support. Applying smart mirrors, beacon placements and 

chatbots using AI has been found to raise in-store conversions 

by 20%–30%. 

 

Certain companies claim that introducing predictive 

personalization platforms to luxury retail and mobile 

commerce increased the amount of time customers spent on 

their site and led to considerably higher customer satisfaction 

scores [7], [8]. PwC’s recent global study indicated that one in 

four executives calls “personalized experience” the top reason 

customers remain loyal [9]. Most of the studies still 

concentrate on established economies, with few targeting how 

personalization is used by firms in countries like India that 

face resource shortages. Additional studies are necessary to 

determine how digital marketing models can be successfully 

used where infrastructural opportunities are few [3], [6]. 

 

B. Industry 4.0 Technologies and Marketing Synergy 

 

While Industry 4.0 was once built on operational 

principles, today it guides marketing innovations. Thanks to 

smart factories, linked logistics and edge-cloud systems, 

marketers today receive data that is easy to use. The 

researchers [10] indicate that by combining Industry 4.0 and 

Marketing 4.0, a continuous relationship emerges where 

customers supply insights to production systems while 

receiving relevant information. In accordance with Ahmed et 

al. [12], IoT and Big Data were identified by a fuzzy-AHP 

approach to be the leading Industry 4.0 technologies for 

improving marketing performance. They concluded that smart 

data helps companies automatically sort customers, send 

appropriate deals and predict what’s next, core abilities in 

Marketing 4.0.  

 

Scaling customization through digital manufacturing 

and technology is what helps brands optimize their inventory 

and adapt manufacturing to changing customer needs [13], 

[14]. As an illustration, in automotive companies, telematics 

solutions for predictive maintenance both lower warranty costs 

and support campaigns after customers purchase the product, 

helping to retain them and increase their NPS. The authors of 

[13] point out that this new approach to integration broadens 

how marketers differentiate products from competitors which 

helps to maintain the value and reputation of a brand. 

Although evidence of this sort of business growth is 

increasing, most previous studies focus on marketing 

advantages alone and do not consider the costs of coordinating 

functions or achieving digital maturity levels for Indian SMEs 

[11], [15]. The found gaps offer many opportunities for 

studying more. 

 

C. Big Data Analytics and Marketing Performance 

 

The link between Marketing 4.0 and Industry 4.0 is 

built largely around big data analytics. It helps companies set 

dynamic prices, spot those at risk of leaving and inform 

personalized recommendations that boost important outcomes 

such as CLV, ARPU and campaign returns [17], [18].  

 

Mukhopadhyay et al. [17] discovered that Indian 

FMCG companies using analytics for marketing gained up to 

35% more on marketing ROI, enhanced their brand status and 

became much more agile. Gupta and Kapoor found that 

companies using customer insights in real time spent their 

media budgets more wisely and increased their conversions by 

regularly reshuffling resources. According to Dwivedi et al. 

[18] and Nambisan et al., the more mature an organisation’s 

analytics, the better it performs on important metrics such as 

response to ad campaigns, the ability to classify customers 

into segments and scoring leads correctly. Because of 
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technology, decisions can be made in real time, making it 

easier to respond in India’s changing markets.  

 

As well, companies that have robust analytical 

capacities say they can monitor channel effectiveness better, 

outline how customers move through their process and make 

their costs more efficient [21]. Krishnan and Sitaram point out 

that using analytics to design campaigns resulted in a 22% rise 

in new customer acquisitions for Indian B2C firms. Still, the 

way many studies describe analytics suggests it is a purely 

technical task. Not many deal with how sharing data across 

units and giving access to everyone improve marketing 

performance. Analytics ROI in Indian firms outside the top 

tier is not measured easily, since few literature resources are 

available [18], [20], [21]. 

 

D. Customer Loyalty and Brand Equity Outcomes 

 

The main objective of these new strategies is to 

ensure customers keep buying from the company at a profit. 

Reliable sources confirm this interpretation, showing that 

when personalized engagement meets operational excellence, 

companies experience higher retention, NPS, CLV and trust 

[23], [24]. According to PwC’s 2022 analysis, marketers using 

unified marketing technology to run digital loyalty programs 

increased retention levels by 20–25% yearly [9]. In India, 

using IoT in production greatly increased product quality, 

allowed for timely product delivery and helped increase 

customer satisfaction by over 18%[24], [25].  

 

According to Gupta and Jain [23], organizations that 

align their CRM systems with IoT and cloud solutions 

experienced an improvement in gaining customers’ trust and 

remembering their brand. More of these firms adopted 

lifecycle marketing by doing timely promotions according to 

customers’ actions. This study suggests that all companies 

seeking true brand equity growth are realizing that clear 

communication, fast service, transparency and digital 

developments are key in the era of Industry 4.0. Research is 

mainly done by studying NPS and general comments from 

clients. Few researchers use methods that allow them to 

measure the influence of technology adoption on brand equity 

over the years. Indian firms struggling in mid-size and rural 

areas therefore see this as a serious gap [25].  

 

The literature review demonstrates that having 

Marketing 4.0 and Industry 4.0 together allows firms to 

enhance their results through personalization, adaptable 

operations and attention to customers. Research on all four 

themes indicates that marketing ROI, NPS, CLV and brand 

equity have all increased. The research also shows that there 

are important missing pieces, like little data from Indian 

companies, preparation for middle-size corporate entities and 

system integration practices. These gaps explain why we want 

to study the subject. 

 

6. Industry Data and Platform Influenc 

 

The written reports that brokers and institutions 

publish cover the factors behind the rise of retail. Research by 

BusinessofApps indicated that Robinhood’s fast growth 

showed that commission-free trading was an appealing idea on 

mobile devices. In India, [17] it was revealed by Zerodha that 

about 1.6 crore people became directly involved in equity 

markets, representing 15% of the retail market.Figure from the 

JPMorgan Chase Institute reveals that trading based on 

guesses raised market risk in retail portfolios after 2019. 

Angel One states that, as of FY25, there were 192.4 million 

active demat accounts which reflects a change in the market 

[19]. 

 

7. Social Media Trends and Finfluencer Dynamics 

 

Social media is making retail investors change their 

strategies. The WallStreetBets forum on Reddit reached over 

11 million users in 2021, Business Insider [20] reports. [21] 

explained that Zomato’s credibility in retail trade declined 

after the IPO because the stock market results were 

disappointing. Related searches for “stock trading” on 

ScienceDirect [22] multiplied by five times in March 2020, 

reports Google Trends. According to Silicon Media [23], 

SEBI wants the government to set up regulations that can 

manage finfluencers who unsafely offer guidance about 

investing. WSB visits rose by ten times in January 2021 which 

showed that viral information can influence the way people 

trade. All things considered, online opinions and leading 

influences now affect the economy. 

 

8. Summary and Gaps in Current Literature 

 

According to reviews, retail investors have now 

greatly changed the methods used in financial markets due to 

digital and social technology. Research shows lots about how 

investors and traders work, but we do not know much about 

how unstable markets influence their decision to place orders. 

Rarely do we find data that shows the changes in wealth made 

or lost by retail traders in markets over a long period, 

especially in emerging countries. In coming years, studies 

might analyze how retailers everywhere adapt to technology 

and decide on their business strategies. It is obvious that 

individual investors have brought changes to capital markets. 
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III. RESEARCH METHODOLOGY 

 

3.1. Research Strategy and Objectives 

 

This research uses a qualitative approach that is 

consistent with the standards for research and education found 

at both the MBA and executive levels. The intention is to 

understand how the integration of Marketing 4.0 and 

Industry 4.0 affects traditional customer-focused KPIs such as 

CLV, NPS, the rate at which people are retained and the 

effectiveness of marketing expenditure. The purpose is to get 

insights for business leaders using data, case studies and 

performance figures, rather than questioning the exact cause of 

something. Leveraging Resource-Based View (RBV) theory 

and supported by Value Chain concepts, the approach explores 

how business-centered digital assets and handling customer 

relationships impact firm value. 

  

By analyzing live business examples with measured 

KPIs, the method helps form academic theories and shares 

learnings with firms improving their digital transformation. 

The structure used here focuses on practical things, influenced 

by case research from Harvard Business School, McKinsey 

methods and Balanced Scorecard to judge results. 

 

3.2. Research Process and Workflow 

 

Appendix A shows a diagram of the three phases 

followed to design the research approach. All steps are linked 

so that knowledge gained from studies can be used and 

evaluated in practical ways. 

 

Phase 1: Literature Review and Screening 

 

We studied and examined 51 papers in Scopus, 

ScienceDirect, MDPI and Google Scholar for relevance to 

digital marketing, customer-driven innovations and 

Industry 4.0, applying filters for recency (2021–2025) and 

academic quality. The availability of more than 30 industry 

and peer-reviewed sources allowed me to then reduce the total 

to 25 key references for research. 

 

Phase 2: Thematic Synthesis 

 

Four thematic pillars were formed for the literature: 

(i) Digital Customer Experience, (ii) Marketing–Operations 

Technology Synergy, (iii) Big Data and Campaign 

Optimization and (iv) Brand Loyalty and Strategic 

Differentiation. These themes are the basis for the analysis in 

the paper. 

 

Phase 3: Case Study and KPI-Based Evaluation 

To show how Marketing 4.0 and Industry 4.0 are 

used, the firms chosen for this study represent both Indian and 

global markets (65% Indian and 35% global). Each situation 

was reviewed by looking at its technology approach, 

marketing efforts and how KPI metrics were affected (CLV, 

NPS, ROI, conversion rates and churn). 

 

 
Figure 1:Workflow 

 

As a result, the structure provides clear ideas and a logical 

pathway from theories to applied analysis useful for all. 

 

3.3. Case Selection and Analytical Framework 

 

The case analysis relied on purposive sampling—selecting 

firms that had clear evidence of: 

 

 Using personalization, loyalty platforms and CRM 

for marketing 4.0 
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 IoT, AI, analytics and digital twins are technologies 

under Industry 4.0. 

 Accountable performance measurements listed in 

company statements or from well-known reports 

 Areas of significance, putting attention on high-

impact fields such as automotive, e-commerce, 

banking and consumer goods 

 

A cross-impact matrix used from Value Chain 

mapping was created to assign each marketing strategy to its 

matching digital technology and then observe the business 

KPI. Similarly, a Balanced Scorecard dashboard looks at 

marketing initiatives from the view of both the outcomes they 

create and their outputs. 

 

Table 1: Cross-Impact of Marketing 4.0 and Industry 4.0 on 

Strategic KPIs 

Marketing 

Initiative 

Industry 4.0 

Technology 

KPI 

Impacted 

Example 

Firm 

Personalized 

Campaigns 

AI + 

Predictive 

Analytics 

ROI, CLV 

SBI, 

Amazon 

India 

Push 

Notifications 

IoT-

Integrated 

CRM 

Retention, 

Churn 
Tata Motors 

Loyalty 

Engine 

Machine 

Learning + 

ERP Sync 

NPS, Upsell 

Rate 
BigBasket 

AR/VR 

Product 

Experience 

Digital 

Twins + 

Cloud 

Compute 

Conversion, 

Returns 

Reliance 

Retail 

 

Every cell reveals a way in which digital 

infrastructure supports marketing activities, resulting in 

improvements that can be measured. 

 

3.4. Visual Validation and Comparative Metrics 

 

The study makes sure to use figures and monitor key 

performance indicators to back up the connection between 

what’s taught and what is actually practiced. 

 

Fi

gure 2: Customer Retention By Industry 

 
Figure 3: Integration of Marketing 4.0 and Industry 4.0 

Technologies 

 

As well as qualitative findings, the research analyzes 

KPIs before and after digital integration from data publicly 

available. Four case studies—Indian and international alike—

show the progress companies have made: 
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Table 2: Pre/Post KPI Impact of Tech-Integrated Marketing 

Firm Tech Stack KPI 

Tracked 

Pre → Post 

(Change) 

Tata 

Motors 

IoT + CRM Retention 

Rate 

54% → 70% 

(+29.6%) 

SBI 

(YONO) 

AI + 

Behavioral 

CRM 

Marketing 

ROI 

1.3 → 1.95 

(+50.0%) 

BigBasket ML-Based 

Loyalty 

Engine 

Net 

Promoter 

Score 

42 → 61 

(+45.2%) 

Reliance 

Retail 

AR + 

Digital Twin 

Conversion 

Rate 

5.2% → 

8.6% 

(+65.4%) 

 

As a result, any strategic decisions presented in the paper are 

supported by evidence from performance measures. 

 

5. Ethics, Limitations, and Academic Fit 

 

Only data publicly available in journals, government 

materials, business databases and company documents is 

included. All AI-generated diagrams used in this work were 

made for academic purposes and do not imitate internal 

corporate processes.  

 

Even though the findings are sound, there are limits 

to the study. Because it is qualitative and interpretive, the 

results cannot be used for all industries or for firms of 

different sizes. It’s also important to note that the accuracy of 

firms’ KPI improvements may not always be known because 

public audits are not always on hand. Still, using various 

sources at the same time reduces the danger of this happening.  

As it allows for practical application, the officially 

approved method is suited for this work in line with MBA 

research aims. It uses actual performance measures or KPIs, to 

model what firms do to handle, execute and follow up on their 

digital marketing and operations activities. This way of 

working works best because of the cross-impact matrix, value 

chain thinking and scorecard alignment. There is the 

possibility that future work will bring these results together in 

models that merge CRM dashboards and the Balanced 

Scorecard to regularly update both strategies and customer 

experience. 

 

IV. CASE ANALYSIS 

 

We use the insights from this theory by investigating 

eight case studies: five from Indian companies and three from 

global firms that successfully blend Marketing 4.0 and 

Industry 4.0 technologies. To pick these firms, we relied on 

company reports, industry analysis and academic studies and 

found that the link between technology and marketing 

improved various KPIs, including customer retention, 

marketing ROI, NPS and CLV. 

 

A. Indian Case Insights 

 

Both fast mobile growth and the need for easy 

personalization are features of India’s booming digital 

economic environment. Companies in a community use real-

time analytics to improve results for their customers in many 

areas. 

 

1. FMCG Sector:Social feedback, regional sales results 

and information on distributors were brought together 

and displayed on one dashboard. By doing this, 

Mukhopadhyay et al. report that dynamic pricing 

made campaigns much more effective and increased 

ROI by 20% or more. More than half the people who 

toured before purchased again and the number of 

sales rose by 5%. 

2. Tata Motors:IoT sensors put into vehicles and 

connected to CRM systems helped Tata send 

warnings on needed maintenance and customized 

service deals. Because of this, service plan renewal 

jumped by 20% and CLV saw clear improvement. 

3. Telecom Operator:The company and telecom 

provider in India introduced personalized 5G 

recommendations for customers using IoT and their 

knowledge of behavior analytics. According to 

McKinsey (2023), those changes ultimately led to 

more plan upgrades, a higher NPS and a 9% decline 

in churn. 

4. E-Commerce Firm:After using AI chatbots and 

connected tracking for logistics, the platform saw on-

time delivery rates climb to 96% from 88% and there 

was a 25% rise in the number of repeat orders. There 

was a 14% improvement in loyalty engagement. 

5. Banking Sector:An Indian company used consumer 

habits to assess churn risks and provided proactive 

offers to their customers. Churn fell by 8% and the 

loyalty program signing increased twofold, meaning 

predictive, real-time engagement produced good 

results. 

 

The organizations in India prove their ability to be 

innovative even with infrastructure issues, often adopting 

small technology systems to produce results customers care 

about. 

 

B. Global Case Insights 
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Global leaders show how full-stack integration of 

smart operations and digital marketing can produce sustained 

competitive advantage. 

 

1. Amazon:Due to its use of technology, more than 

35% of customers use personalized suggestions to 

place their orders. More than 9 out of 10 Prime 

members remain subscribers, proving the high CLV 

and popularity of Amazon. 

2. Siemens:Digital Factory utilizes sensors and digital 

twins connected through the Internet of Things to 

make production better. These operational KPIs are 

used in the B2B marketing stories which result in 

20% better delivery and a big increase in brand 

equity (as stated in the Gartner report from 2022). 

3. Tesla:IoT data being passed in real time from 

vehicles to Tesla’s CRM allows the company to send 

software updates and service alerts chosen per driver. 

As a result, Tesla leads in both NPS and loyalty 

measurements and achieves high vehicle profit 

margins. 

4. Alibaba:By using data on how people respond and 

shop using IoT-payment, Alibaba customizes its 

Singles’ Day campaigns as each customer visits the 

website. Nearly all sales happen on mobile and the 

brand maintains loyalty by presenting new deals and 

encouraging users to visit repeatedly. 

 

C. Cross-Case Strategic Themes 

 

An examination of the cases leads to the identification of four 

key themes. 

 

 Integrating Tech and Marketing: Firms that perform 

well link their operations to customer data so input 

from customers can be used right away. 

 Thanks to AI-led prediction, organizations can 

accurately target groups for marketing initiatives that 

greatly improve both results and cost-efficiency. 

 Part of what makes customers trust Tesla and return 

is the ability to watch services from start to finish in 

real-time. 

 Strong performance and efficiency are turned by 

companies like Siemens and Tata into messages 

improving their brand’s reliability and loyalty. 

 

Several case studies demonstrate that combining 

Marketing 4.0 and Industry 4.0 technologies makes a real 

difference to businesses. Those companies that rely on 

updated performance statistics for operations often outperform 

other firms in customer lifecycle value, customer loyalty and 

return on investment. Researchers should now investigate how 

these management approaches can be accommodated by 

SMEs and regional players in India, when their conditions 

differ but their basic needs are still the same. 

 

V. RESULTS AND DISCUSSION 

 

Using Marketing 4.0 and Industry 4.0 technologies 

together consistently produces measurable outcomes in 

different industries. 4 major result areas are discovered when 

analyzing both literature and case information.  

 

1. Enhanced Customer Loyalty and Retention: 

 

Using information received from IoT (such as usage 

habits and service logs) has enabled better engagement which 

has brought about 10–25% more customers staying longer 

with the company and higher numbers of members joining 

loyalty programs. Research on Indian industries reports a 15% 

increase in repeat business for companies using IoT-enhanced 

CRM systems. Those Indian banks and telecom firms using 

behavioral segmentation have found their churn rates to 

decrease while their NPS scores go up. 

 

2. Increased Conversion and Sales Uplift: 

 

Offering personalized messages and targeted ads 

using AI is linked to a hike in conversions by 20–35%. 

Companies in the car industry that apply vehicle telematics for 

service sold twice as many spare parts thanks to good cross-

selling. 

 

3. ROI and KPI Growth: 

 

The introduction of Marketing 4.0 has led to ROI 

gains between 25 and 50 percent, plus 10 to 15 point 

improvements in how happy customers feel. In a mid-size 

manufacturing instance, using IoT for quality assurance and 

regular updates improved the NPS by 30%. Across many 

sectors, brand equity rose. 

 

4. Operational Efficiency Gains: 

 

Firms can offer products to markets faster, reduce 

unneeded marketing efforts and ensure stock is less likely to 

remain on shelves—leaving unused funds for improvements 

focused on customers. Such efficiencies help to increase both 

loyalty and profitability which forms a repetition where one 

strengthens the other. Thanks to this combined data, the 

company can respond in real time, run agile advertising 

campaigns and work with customers on service subscriptions. 

Good performing businesses use teams shared by functions 

and a single approach to data. Operating without close 
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collaboration between IT and marketing, the outcomes are 

usually not connected. Payback periods for these digital efforts 

are generally between 1 and 2 years.  

 

Although case results are most important, different 

sectors and countries sharing similar outcomes strengthens 

confidence in their results. The next step should be to study 

longitudinal data and understand SME use in situations where 

resources are scarce. 

 

VI. CONCLUSION 

 

It is shown in this paper that having these 

arrangements in place is necessary for businesses operating in 

the digital setting. By studying literature and case studies, we 

uncovered that companies who link smart technology with 

data marketing processes gain important and visible business 

gains. Both Indian and global examples prove that companies 

who use data to join processes and customer interaction gain 

superior results in NPS, CLV, marketing ROI and retaining 

customers. Evidence from Tata Motors and Amazon indicates 

that using integrated solutions goes beyond personalization to 

also achieve personal relevance for customers—a new 

achievement in customer experience management. It bridges 

an important hole in research by looking at marketing 

technology and operational efficiency as related rather than 

separate. The concept now sees digital transformation as a 

shared strength, bringing real-time information that lets 

businesses create value for customers as needed. For business 

leaders, it is important to invest in both tools and in the way 

different functions in marketing, IT, operations and analytics 

work together. In practice, consider Industry 4.0 a tool for 

customer planning and Marketing 4.0 as your instant insight 

edge, not only a communications channel. It means digital 

systems must be managed together by many areas and that 

development initiatives should take a new direction. Further 

studies should focus on how resource-limited firms and mid-

sizes companies can copy the integration approach, to confirm 

that the observed performance gains hold up in the future. 

With more importance on algorithmic choices and predictable 

results, those companies that excel in incorporating the two 

will lead the future market. 
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