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ABSTRACT

Marketing automation is becoming an increasingly important topic for marketing managers and practi-
tioners. Despite the well-known use of automation in marketing activities, academic study into marketing
automation is minimal compared to, possibly, the recent surge. This chapter addresses this important
omission. Findings suggest that to get the most out of automation in digital marketing, organizations need
to integrate automation into every part of their operations. Digitalization is an unavoidable prerequisite
for the successful adoption of marketing automation. Marketing firms can make better judgments by opt-
ing for the excellent use of automation platforms in digital marketing. The creation of effective marketing
teams is made more accessible by using marketing automation, although the process is not without its
challenges. Automation will allow them to maximize the benefits that marketing automation provides.

INTRODUCTION

Technology and innovation breakthroughs are the two most important pillars on which any industry
can rely to thrive in today’s highly competitive environment. Simple marketing efforts are insufficient
for success in today’s market. In today’s globalised marketplace, marketing is crucial for the success
of any business. Keeping up with the latest trends is likely the most critical responsibility of a market-
ing professional. The term “digital marketing” describes any marketing that employs digital tools and
methodologies instead of conventional methods (Digital Marketing Overview: Types, Challenges, and
Required Skills, 2022). Banner advertisements on websites are a common practice in digital marketing.
Online communication platforms play a crucial role in this type of marketing. In a global poll of market-
ing decision-makers conducted in February 2023, 63 percent stated they used automation in their email
marketing activities. Half of those polled indicated they used it for social media management, and 40%
said they used it to automate their paid advertising efforts (Most Often Automated Marketing Channels,
2023). Figure 1 illustrates marketing channels using automation worldwide as of February 2023.
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Figure 1. Marketing channels using automation in 2023
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The rise of digital marketing has made inbound marketing a far more efficient strategy. Businesses
can narrow their audience and entice prospective buyers through email marketing, social media market-
ing, monitoring activity, personalised content via Optimisation for Search Engines (SEO), and Content
Marketing. These distinct strategies included the term “digital marketing.” They provide a comprehensive
marketing strategy and a larger audience for a relatively small investment. Following digital marketing,
tools, and processes support marketing automation, among the most recent developments in digital mar-
keting (Scully, 2022). Recently, it has become one of the essential tools a business can possess. Numerous
thriving companies attribute their market success to the utilisation of such tools. In general, this chapter
will discuss the insights, advantages as well as challenges of using automation in digital marketing.

242



9 more pages are available in the full version of this document, which may be
purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/automation-in-digital-marketing/325865

Related Content

Evolution of a Collaborative Undergraduate Information Literacy Education Program
Maureen D. Sasso (2005). Technology Literacy Applications in Learning Environments (pp. 117-129).
www.irma-international.org/chapter/evolution-collaborative-undergraduate-information-literacy/30210

New Teaching Support Tools: CI@Ssi 2.0 and Cooperative Learning

R. Tammaro, A. D’Alessioand A. Petolicchio (2013). International Journal of Digital Literacy and Digital
Competence (pp. 25-34).

www.irma-international.org/article/new-teaching-support-tools/87366

Video Games and Accessibility: New Perspectives on Inclusive Teaching

Eugenia Treglia, Angela Magnaniniand Gianni Caione (2019). International Journal of Digital Literacy and
Digital Competence (pp. 29-36).

www.irma-international.org/article/video-games-and-accessibility/236672

Digital Media and Socialization
Mario Morcellini (2008). Digital Literacy: Tools and Methodologies for Information Society (pp. 45-66).
www.irma-international.org/chapter/digital-media-socialization/8404

Understanding Perceived Fakeness of Online Health News in Hong Kong
Stephanie Jean Tsang (2020). International Journal of Digital Literacy and Digital Competence (pp. 1-11).
www.irma-international.org/article/understanding-perceived-fakeness-of-online-health-news-in-hong-kong/270911



http://www.igi-global.com/chapter/automation-in-digital-marketing/325865
http://www.irma-international.org/chapter/evolution-collaborative-undergraduate-information-literacy/30210
http://www.irma-international.org/article/new-teaching-support-tools/87366
http://www.irma-international.org/article/video-games-and-accessibility/236672
http://www.irma-international.org/chapter/digital-media-socialization/8404
http://www.irma-international.org/article/understanding-perceived-fakeness-of-online-health-news-in-hong-kong/270911

