
 

       

International Journal of Advances in Engineering and Management (IJAEM) 

Volume 5, Issue 4 April 2023,   pp: 1397-1411 www.ijaem.net    ISSN: 2395-5252 

 

 

 

 

DOI: 10.35629/5252-050413971411   |Impact Factorvalue 6.18| ISO 9001: 2008 Certified Journal     Page 1397 

Marketing 5.0: The Era of Technology and 

the Challenges Faced By It. 
 

Vidhi Dutt 
----------------------------------------------------------------------------------------------------------------------------- --------- 

Date of Submission: 15-04-2023                                                                           Date of Acceptance: 25-04-2023 

----------------------------------------------------------------------------------------------------------------------------- ---------- 

ABSTRACT  

Marketing 5.0 represents a new era of marketing 

that is focused on creating meaningful and 

emotional connections with customers by adopting 

a human-centric, technology-enabled, and co-

creative approach. This paper explores the key 

themes and challenges associated with Marketing 

5.0, including the importance of customer-

centricity, the role of emerging technologies, the 

need for co-creation with customers, and the 

challenges of implementing Marketing 5.0 in 

practice 

 

The paper examines the potential benefits of 

Marketing 5.0, including increased customer 

engagement, loyalty, and advocacy, as well as 

improved business performance and long-term 

sustainability. It also considers the challenges and 

gaps that need to be addressed, such as the need for 

new skills and capabilities, the difficulty of 

integrating marketing and sales efforts, and the 

ethical and privacy concerns associated with data-

driven marketing. 

Overall, the paper highlights the potential of 

Marketing 5.0 to transform marketing practice and 

create more meaningful and engaging experiences 

for customers, while also highlighting the 

challenges that must be overcome to realize its full 

potential. 

Keywords: customer-centricity, technologies, co-

creation with customers, sustainability, ethical and 

privacy concerns. 

 

I. INTRODUCTION 
Marketing 5.0 represents the next level of 

marketing evolution, building on the customer-

centric principles of Marketing 4.0, and taking 

advantage of technological advancements to deliver 

more personalized and engaging customer 

experiences. The concept of Marketing 5.0 has 

gained traction over the past several years as 

companies have recognized the need to stay ahead 

of the curve in an increasingly competitive 

marketplace. In this essay, we will explore the key 

principles of Marketing 5.0, its evolution from 

earlier marketing approaches, and the implications 

of Marketing 5.0 for businesses and marketers. 

 

Evolution of Marketing: From Product-Centric 

to Customer-Centric 

The evolution of marketing can be traced 

back to the early 20th century, when mass 

production techniques enabled companies to 

produce large quantities of goods at low cost. It 

was based on the assumption that customers would 

always favor products that were widely available 

and inexpensive.  

According to the production concept, 

companies should focus on improving production 

efficiency and reducing costs to create affordable 

products that could be sold in large quantities. The 

goal was to achieve economies of scale, which 

would allow companies to produce goods at a 

lower cost and therefore offer them to customers at 

a lower price. 

The production concept was appropriate 

for the time period in which it was developed 

because demand for goods was high and supply 

was limited. However, as technology improved and 

production methods became more efficient, the 

market became flooded with similar products. As a 

result, competition increased and customers 

became more discerning. 

Today, the production concept is no longer 

widely used in marketing. Instead, companies focus 

on understanding customer needs and preferences 

and designing products and services that meet those 

needs.  

However, as competition increased and 

consumer behavior changed, marketers began to 

recognize the importance of focusing on the needs 

and preferences of customers. This led to the 

development of new marketing approaches such as 

relationship marketing, which focused on building 

long-term relationships with customers through 

personalized communication and value creation. 

This approach recognized that customers were not 

just interested in the features and benefits of a 

product, but also in the emotional benefits that it 

provided. 
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The rise of the digital economy in the late 

20th century and early 21st century brought about a 

further evolution in marketing. As consumers 

increasingly turned to digital channels to research 

and purchase products, marketers had to adapt their 

strategies to engage with customers in these new 

channels. This led to the development of digital 

marketing approaches such as content marketing, 

social media marketing, and search engine 

optimization (SEO).  

 

Marketing 4.0: The Emergence of Customer-

Centric Marketing 

Marketing 4.0 is a marketing approach 

that reflects the changing landscape of marketing in 

the digital age. It was first introduced by marketing 

guru Philip Kotler in his book "Marketing 4.0: 

Moving from Traditional to Digital." 

Marketing 4.0, which emerged in the late 

2010s, can be seen as the culmination of this 

evolution towards customer-centric marketing. 

Marketing 4.0 recognized the importance of 

engaging with customers across multiple channels, 

and of delivering personalized experiences that met 

their individual needs and preferences. 

Marketing 4.0 also recognized the importance of 

storytelling in marketing. Storytelling was seen as a 

powerful tool for building emotional connections 

with customers, and for differentiating a brand 

from its competitors.  

This approach was exemplified by companies such 

as Nike, which used storytelling to create a 

powerful emotional connection with its customers, 

and to differentiate itself from other sportswear 

brands. 

Marketing 4.0 is characterized by four key 

principles: 

1. Customer Centricity: Marketing 4.0 is all about 

putting the customer at the center of the 

marketing strategy. This means understanding 

the customer's needs, preferences, and 

behaviors and using this information to create 

personalized experiences. Companies need to 

create buyer personas and map the customer 

journey to gain insights into how to create 

relevant and engaging marketing messages. 

2. Content Marketing: Content marketing is a 

critical component of Marketing 4.0. In this 

approach, companies create high-quality, 

valuable content that educates and informs 

their customers. This material may be 

presented in a variety of ways, including blogs, 

films, infographics, and postings on social 

media. By creating valuable content, 

companies can build trust with their customers 

and position themselves as thought leaders in 

their industry. 

3. Omni-Channel Marketing: Omni-channel 

marketing is the practice of creating a 

seamless, integrated experience across all 

channels. This means that customers should be 

able to interact with a brand in the same way, 

regardless of the channel they use. Companies 

need to create a consistent brand experience 

across their website, social media platforms, 

email, mobile apps, and physical stores. 

4. Big Data: Marketing 4.0 relies heavily on data 

to drive decision-making. Companies need to 

collect, analyze, and interpret data from a 

variety of sources to gain insights into 

customer behavior and preferences. This data 

can be used to create more effective marketing 

messages and to personalize the customer 

experience. 

5. Marketing Automation: Marketing automation 

is the use of technology to automate marketing 

tasks, such as email marketing, social media 

posting, and lead nurturing. By automating 

these tasks, companies can save time and 

resources, while also delivering more 

personalized marketing messages. 

 

Marketing 5.0: The Next Level of Customer-

Centric Marketing 

Marketing 5.0 takes the principles of 

customer-centric marketing to the next level, by 

leveraging technological advancements to deliver 

more personalized and engaging customer 

experiences. Marketing 5.0 recognizes that 

customers today have high expectations when it 

comes to the experiences that they receive from 

brands. They expect personalized experiences that 

are tailored to their individual needs and 

preferences, and they expect these experiences to 

be delivered seamlessly across multiple channels. 

One of the key aspects of Marketing 5.0 is 

the use of technology to enable more personalized 

and engaging customer experiences. This includes 

the use of AI and machine learning to analyze 

customer data and make recommendations, as well 

as the use of chatbots and other automated tools to 

provide personalized support and assistance. These 

technologies enable companies to deliver highly 

personalized experiences to customers, and to do so 

at scale. 

Here are some examples of Marketing 5.0 

technological applications: 

 Virtual and Augmented Reality: Virtual and 

augmented reality technologies can be used by 

companies to create immersive brand 

experiences. For example, IKEA's virtual 
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reality app allows customers to visualize how 

furniture will look in their homes before 

making a purchase, while Sephora's augmented 

reality app allows customers to try on makeup 

virtually. 

 

 Chatbots and Artificial Intelligence: Chatbots 

and artificial intelligence can be used by 

companies to provide personalized customer 

service and support. For example, H&M uses 

an AI-powered chatbot to help customers find 

the perfect outfit, while Domino's Pizza uses a 

chatbot to take orders and answer customer 

questions. 

 

 Social Media: Social media platforms like 

Instagram, Facebook, and Twitter are powerful 

tools for Marketing 5.0. Companies can use 

social media to share purpose-driven messages, 

engage with customers, and build brand 

awareness. For example, TOMS Shoes uses 

Instagram to showcase its commitment to 

social causes and environmental sustainability. 

 

 Big Data and Analytics: Big data and analytics 

can be used by companies to gain insights into 

customer behavior and preferences, and to 

create more effective marketing messages. For 

example, Coca-Cola uses big data to track 

consumer sentiment and engagement across 

social media platforms, while Amazon uses 

data analytics to create personalized product 

recommendations for its customers. 

 

 Blockchain: Blockchain technology can be 

used by companies to create more transparent 

and sustainable supply chains. For example, 

Provenance uses blockchain to track the origin 

and journey of products, allowing consumers 

to make more informed purchasing decisions. 

 

Another important aspect of Marketing 5.0 

is the focus on emotional connections with 

customers. Marketing 5.0 recognizes that 

customers are not just interested in the functional 

benefits of a product or service, but also in the 

emotional benefits that it provides. For example, a 

company might focus on the feelings of security 

and peace of mind that its products provide, rather 

than simply emphasizing their features and 

benefits. By building emotional connections with 

customers, companies can create long-term 

relationships and loyalty, and differentiate 

themselves from their competitors. 

 Always' "Like a Girl" Campaign: Always' 

"Like a Girl" campaign challenged gender 

stereotypes and encouraged girls to embrace 

their strengths and capabilities. The campaign 

was widely praised for its positive message 

and emotional impact. 

 

 P&G's "Thank You, Mom" Campaign: P&G's 

"Thank You, Mom" campaign celebrated the 

role of mothers in helping their children 

achieve their dreams. The campaign was 

emotional and heartwarming, and it resonated 

with consumers who appreciate the sacrifices 

and hard work that mothers put into raising 

their children. 

 

 Coca-Cola's "Share a Coke" Campaign: Coca-

Cola's "Share a Coke" campaign personalized 

its products by printing customers' names on 

the bottles. The campaign was emotional and 

engaging, and it resonated with consumers 

who appreciated the opportunity to share a 

Coke with friends and loved ones. 

Marketing 5.0 also recognizes the importance of 

co-creation with customers. Co-creation 

involves working with customers to develop 

new products, services, and experiences that 

meet their needs and preferences. This 

approach recognizes that customers are not just 

passive recipients of marketing messages, but 

active participants in the value creation 

process. By involving customers in the co-

creation process, companies can gain valuable 

insights into their needs and preferences, and 

develop products and services that are more 

likely to resonate with them. 

 LEGO Ideas: LEGO Ideas is a platform that 

allows customers to submit their own ideas for 

new LEGO sets. Other customers can then vote 

on the ideas, and LEGO will produce the sets 

with the most votes. This co-creation approach 

allows LEGO to involve its customers in the 

product development process and ensure that 

the products it produces are popular and in 

demand. 

 

 Starbucks' My Starbucks Idea: My Starbucks 

Idea is a platform that allows customers to 

submit their own ideas for new Starbucks 

products, services, and experiences. Starbucks 

uses the platform to gather feedback and ideas 

from its customers, which it then incorporates 

into its product development and marketing 

strategies. 

 

 Adidas' Customization: Adidas offers 

customers the ability to customize their own 

shoes, including choosing the colors, materials, 
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and designs. This co-creation approach allows 

customers to create personalized products that 

meet their specific needs and preferences. 

 

 Lululemon's Sweat Collective: Lululemon's 

Sweat Collective is a community of fitness 

instructors that the company works with to co-

create new products and marketing campaigns. 

By involving fitness instructors in the product 

development process, Lululemon is able to 

create products that are specifically designed 

for the needs of athletes and fitness 

enthusiasts. 

 

 BMW's Co-Creation Lab: BMW's Co-Creation 

Lab is a platform that allows customers to 

share their ideas for new car features and 

designs. BMW uses the platform to gather 

feedback and ideas from its customers, which 

it then incorporates into its product 

development and marketing strategies. 

Overall, these Marketing 5.0 co-creation 

examples demonstrate how involving customers in 

the product development and marketing process 

can lead to better products, stronger relationships, 

and increased customer loyalty. By listening to 

customers and incorporating their feedback and 

ideas into the product development and marketing 

process, brands can create products and marketing 

campaigns that truly meet the needs and 

preferences of their customers. 

The implications of Marketing 5.0 for 

businesses and marketers are significant. In order to 

succeed in a customer-centric marketplace, 

companies must be able to deliver personalized 

experiences that meet the individual needs and 

preferences of their customers. This requires a deep 

understanding of customer behaviour and 

preferences, as well as the ability to use technology 

to deliver these experiences at scale. 

Marketers must also be able to tell 

compelling stories that engage customers on an 

emotional level. This requires a deep understanding 

of customer needs and desires, as well as the ability 

to create content that resonates with them. 

Marketers must also be able to use data and 

analytics to measure the effectiveness of their 

campaigns, and to make data-driven decisions 

about where to allocate resources. 

In order to succeed in Marketing 5.0, 

companies must also be able to work 

collaboratively with customers and other 

stakeholders. This requires a willingness to listen to 

feedback, to be open to new ideas, and to be 

responsive to changing customer needs and 

preferences. It also requires a willingness to 

experiment and take risks, in order to stay ahead of 

the curve in a rapidly evolving marketplace. 

Marketing 5.0 also reflects the increasing 

importance of purpose-driven marketing and the 

need for brands to take a stand on social and 

environmental issues. Some of the most eye-

catching campaigns are as follows: 

 Nike's "Dream Crazier" Campaign: Nike's 

"Dream Crazier" campaign is an excellent 

example of Marketing 5.0. The campaign aims 

to challenge gender stereotypes in sports and 

inspire young girls to pursue their dreams. The 

campaign features powerful ads and a social 

media hashtag that encourages women to share 

their own stories of overcoming obstacles. 

 

 Patagonia's Sustainability Initiatives: Patagonia 

is known for its commitment to sustainability, 

and the company's marketing reflects this. In 

addition to creating high-quality outdoor gear, 

Patagonia also uses its marketing campaigns to 

promote environmental and social causes. For 

example, the company launched a campaign 

called "Vote the Environment" to encourage 

people to vote in the 2020 U.S. presidential 

election. 

 

 Ben & Jerry's Social Justice Campaigns: Ben 

& Jerry's is a company that has always been 

committed to social justice, and the company's 

marketing reflects this. In addition to creating 

delicious ice cream flavours, Ben & Jerry's 

also uses its marketing campaigns to raise 

awareness about social and environmental 

issues. For example, the company launched a 

campaign called "Justice ReMix'd" to advocate 

for criminal justice reform. 

 

 The Body Shop's Ethical Marketing: The Body 

Shop is a company that is committed to ethical 

and sustainable practices, and the company's 

marketing reflects this. In addition to creating 

high-quality beauty products, The Body Shop 

also uses its marketing campaigns to promote 

social and environmental causes. For example, 

the company launched a campaign called 

"Forever Against Animal Testing" to advocate 

for a global ban on animal testing in the beauty 

industry. 

 

 Dove's Body Positivity Campaigns: Dove is a 

company that has been committed to 

promoting body positivity for many years, and 

the company's marketing reflects this. In 

addition to creating beauty products that are 

designed to promote healthy skin and hair, 
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Dove also uses its marketing campaigns to 

challenge traditional beauty standards and 

promote body positivity. For example, the 

company launched a campaign called "Real 

Beauty" to challenge the way that women are 

portrayed in the media. 

 

Overall, Marketing 5.0 represents a more 

customer-centric, purpose-driven, and technology-

enabled approach to marketing that is focused on 

building strong emotional connections and 

collaborative relationships with customers. 

 

Research Methodology 

Primary research was conducted by me 

where I interviewed 10 marketing heads of leading 

brands and they were asked about how marketing 

has changed over the years and what are the 

challenges that still exist. The interview was 

conducted over the phone and then their responses 

were transcribed and were thematically and 

qualitatively analysed. This primary research was 

done using the NVivo Software. 

 
Nearly all respondents emphasized on the 

importance of the following for the success of the 

marketing strategies. 

 

 Customer-centricity: Marketing 5.0 is viewed 

as a paradigm that prioritizes the needs and 

preferences of customers and seeks to create 

more personalized and engaging customer 

experiences. 

 Use of technology: Marketing 5.0 is seen as a 

paradigm that embraces these technologies and 

uses them to create more impactful marketing 

experiences. 

 Sustainability and responsibility: Many of the 

respondents highlighted the importance of 

sustainable and responsible marketing 

practices in the context of Marketing 5.0. This 

includes the need to consider environmental 

and social impacts, as well as ethical issues 

related to data privacy and security. 

 Innovation: The most common point that was 

highlighted was the potential for Marketing 5.0 

to drive innovation in marketing practices and 

create new opportunities for companies to 

differentiate themselves in the market. 

 Focus on customer experience: All the 

respondents emphasized on the importance of 

customer experience in Marketing 5.0. 

Companies are urged to create engaging, 

interactive, and personalized experiences for 

customers across all touchpoints, including 

social media, mobile apps, websites, and 

physical stores. 

 Emphasis on co-creation: Marketing 5.0 

involves a move towards co-creation of value 

with customers. Companies are encouraged to 

engage customers in the product development 

process, soliciting feedback, and incorporating 

customer insights into product design and 

marketing campaigns. 

 Integration of marketing channels: The 

responses highlight the importance of 

integrating marketing channels to create a 

seamless and consistent customer experience. 

Marketing 5.0 involves breaking down silos 

between different marketing functions and 

aligning marketing efforts across different 

channels to create a unified and integrated 

customer experience. 

 Importance of data and analytics: The 

respondents also stressed on the importance of 

data and analytics in Marketing 5.0. 

Companies are encouraged to use data to gain 

insights into customer preferences, behaviors, 

and needs, and to use this information to tailor 

marketing messages and experiences. 

 Collaboration and partnerships: Marketing 5.0 

also requires a collaborative approach, both 

within organizations and across different 

stakeholders. This involves partnering with 

customers, suppliers, and other organizations 

to create innovative marketing strategies that 

deliver value to all parties. 

 Long-term focus: Marketing 5.0 requires a 

long-term perspective, one that focuses on 

building relationships with customers rather 

than short-term gains. By creating personalized 

and engaging customer experiences, 

companies can build loyalty and trust with 

their customers, which can lead to increased 

customer lifetime value and brand advocacy. 
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 Human touch: While technology plays a 

crucial role in Marketing 5.0, the importance 

of maintaining a human touch in marketing 

interactions. Companies are urged to use 

technology to create more personalized and 

engaging customer experiences, but also to 

ensure that customers feel valued and 

appreciated through human interactions. 

 Agility and flexibility: Marketing 5.0 requires 

companies to be agile and flexible in their 

approach to marketing. This means being able 

to adapt to changing customer needs and 

preferences, as well as changes in the market 

environment. By being responsive and 

adaptable, companies can create more effective 

and impactful marketing strategies. 

 Emphasis on purpose: The responses 

highlighted the importance of purpose-driven 

marketing in Marketing 5.0. Companies are 

encouraged to define their purpose and use it 

as a guide for their marketing strategies. By 

aligning their purpose with their customers' 

values and aspirations, companies can create a 

more meaningful and impactful relationship 

with their customers. 

 

Some benefits of Marketing 5.0 were also 

discussed. 

 Increased customer engagement and loyalty: 

By adopting a human-centric approach that 

prioritizes the needs and desires of customers, 

organizations can build stronger relationships 

with their customers and increase their 

engagement and loyalty. 

 Improved business performance: By leveraging 

emerging technologies and co-creating 

products and experiences with customers, 

organizations can improve their business 

performance and competitiveness, creating 

new sources of revenue and enhancing their 

market position. 

 Enhanced brand reputation: By communicating 

their brand purpose and social responsibility, 

organizations can enhance their brand 

reputation and build a stronger connection with 

customers who share their values. 

 Greater innovation and creativity: By 

collaborating with customers to co-create 

products and experiences, organizations can 

tap into the creativity and innovation of their 

customers, generating new ideas and insights 

that can drive business growth. 

 Improved customer satisfaction: By focusing 

on delivering personalized and meaningful 

experiences, organizations can improve 

customer satisfaction and create a more 

positive customer experience, which can lead 

to increased retention and referrals. 

 

Furthermore, the challenges were also discussed 

with the heads. The challenges are as follows: 

 Complexity: Marketing 5.0 involves a wide 

range of elements, including emotional 

connections, purpose-driven marketing, co-

creation, and the use of technology. This 

complexity can make it difficult for companies 

to develop a cohesive strategy and implement 

it effectively. 

 Data privacy and security: Marketing 5.0 relies 

heavily on the use of customer data to create 

personalized experiences. However, companies 

must ensure that they are collecting and using 

this data in a responsible and ethical manner 

and taking appropriate steps to protect 

customer privacy and data security. 

 Customer expectations: Marketing 5.0 raises 

customer expectations for personalized 

experiences, purpose-driven marketing, and 

co-creation. Companies must be able to meet 

these expectations to avoid disappointing 

customers and damaging their brand 

reputation. 

 Resistance to change: Implementing Marketing 

5.0 often requires significant changes to a 

company's culture, processes, and technology 

infrastructure. Resistance to change from 

employees, stakeholders, or customers can 

make it challenging to successfully implement 

this approach. 

 Measurement and ROI: Measuring the success 

of Marketing 5.0 can be challenging, as it 

involves a wide range of elements that are 

difficult to quantify, such as emotional 

connections and purpose-driven marketing. 

Companies must develop appropriate metrics 

and measurement frameworks to accurately 

evaluate the ROI of their Marketing 5.0 

initiatives. 

 Talent acquisition and retention: Marketing 5.0 

requires a diverse set of skills and expertise, 

including data analytics, creativity, emotional 

intelligence, and customer empathy. 

Companies must be able to attract and retain 

employees with these skills, which can be 

challenging in a highly competitive job market. 

 Integration and collaboration: Marketing 5.0 

requires a high degree of integration and 

collaboration across different departments and 

functions within an organization, including 

marketing, product development, customer 

service, and IT. Achieving this level of 

integration and collaboration can be 
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challenging, particularly in large, complex 

organizations. 

 Brand consistency: Marketing 5.0 emphasizes 

the importance of emotional connections and 

purpose-driven marketing, which can make it 

challenging to maintain brand consistency 

across different channels and touchpoints. 

Companies must be able to ensure that their 

messaging and branding are consistent and 

aligned with their overall brand strategy. 

 Resource allocation: Implementing Marketing 

5.0 often requires significant investments in 

technology, data analytics, and talent. 

Companies must be able to allocate the 

necessary resources to support this approach, 

which can be challenging in an environment of 

limited budgets and competing priorities. 

 Ethical considerations: Marketing 5.0 raises 

important ethical considerations around data 

privacy, bias, and social responsibility. 

Companies must be able to navigate these 

issues in a responsible and ethical manner to 

avoid damaging their reputation and alienating 

customers. 

 

Apart from this a secondary research was also done 

through research papers, books, YouTube videos, 

social media and blogs. 

 

Theme Discussion 

 Customer Experience:  

Marketing 5.0 places a strong emphasis on 

providing a positive and memorable customer 

experience at every touchpoint in the customer 

journey. This includes creating personalized and 

relevant content, providing excellent customer 

service, and delivering on promises. 

 

 Focus on data-driven marketing: 

 Marketing 5.0 requires organizations to 

collect, analyze, and leverage customer data to 

make informed decisions and create personalized 

experiences. This includes using machine learning 

algorithms and predictive analytics to understand 

customer behavior and preferences. 

 

 Agile marketing:  

Marketing 5.0 encourages organizations to 

adopt an agile marketing approach, which allows 

them to respond quickly to changing market 

conditions and customer needs. This includes 

experimenting with new ideas, testing and iterating 

on campaigns, and using data to make informed 

decisions. 

 

 Integration of marketing and sales:  

Marketing 5.0 recognizes the importance 

of aligning marketing and sales efforts to achieve 

business goals. This requires organizations to 

collaborate and share data to create a seamless 

customer experience from the first touchpoint to 

the sale. 

 

 Importance of brand purpose 

Marketing 5.0 emphasizes the importance 

of having a clear brand purpose and 

communicating this purpose to customers. This 

includes being transparent about values and social 

responsibility, and creating emotional connections 

with customers based on shared values. 

 

 Human-centric approach:  

Marketing 5.0 emphasizes the importance 

of understanding and addressing the needs and 

preferences of customers as individuals rather than 

as demographic groups. This requires organizations 

to adopt a more human-centric approach and focus 

on creating meaningful and emotional connections 

with their customers. 

 

 Technology-enabled marketing: 

Technology plays a key role in Marketing 

5.0, as it enables organizations to create 

personalized and engaging experiences for 

customers across multiple channels. This includes 

the use of artificial intelligence, augmented reality, 

virtual reality, and other emerging technologies. 

 

 Co-creation with customers:  

Marketing 5.0 emphasizes the importance 

of collaborating with customers to co-create 

products, services, and experiences that meet their 

needs and preferences. This requires organizations 

to engage with customers in a more meaningful and 

interactive way, using social media, crowdsourcing, 

and other collaborative tools. 

 

 Sustainability and social responsibility:  

Marketing 5.0 recognizes the importance 

of sustainability and social responsibility in 

building strong relationships with customers. This 

requires organizations to adopt environmentally 

and socially responsible practices and communicate 

their commitment to these values to their 

customers. 

 

 Omnichannel marketing:  

Marketing 5.0 requires organizations to 

provide seamless and consistent experiences for 

customers across multiple channels, including 

online and offline channels. This requires a deep 

understanding of customer behaviour and 



 

       

International Journal of Advances in Engineering and Management (IJAEM) 

Volume 5, Issue 4 April 2023,   pp: 1397-1411 www.ijaem.net    ISSN: 2395-5252 

 

 

 

 

DOI: 10.35629/5252-050413971411   |Impact Factorvalue 6.18| ISO 9001: 2008 Certified Journal     Page 1404 

preferences and the use of data analytics and other tools to optimize customer experiences. 

 

S.NO  THEMES STATEMENTS 

1 Customer 

Experience 

“The purpose of a business is to create a customer who 

creates customers." 

"Good customer service costs less than bad customer 

service." 

2 Data Driven 

Marketing  

“Data-driven marketing is not just about collecting as 

much data as possible, but about collecting the right data 

and analyzing it effectively.” 

3 Agile 

Marketing  
“Agile marketing can help businesses respond more 

quickly to changes in the market, customer needs, and 

competitive landscape.” 

“Successful agile marketing requires strong leadership, a 

culture of experimentation, and a willingness to adapt 

and learn from feedback.” 

4 Integration of 

Marketing 

and Sales 

“Marketing and sales integration is becoming 

increasingly important in today's digital age, where 

customers have more information and control over the 

sales process, and businesses need to be more agile and 

customer-centric to succeed.” 

5 Brand 

purpose 
“Brand purpose is the foundation for building an 

emotional connection with customers and creating brand 

loyalty.” 

“A clear and compelling brand purpose can also attract 

and retain top talent by appealing to employees' desire to 

work for a company that is making a positive impact.” 

6 Human 

Centric 

Approach  

“Human-centric design involves continuous feedback 

and iteration, allowing designers to refine and improve 

their solutions based on real-world feedback from 

users.” 

“A human-centric approach requires collaboration 

across different teams and disciplines, including 

designers, researchers, engineers, and marketers.” 

7 Technology “Technology has also enabled marketers to automate 

and streamline many marketing processes, such as lead 

generation, lead scoring, and email marketing.”  

“Technology is constantly evolving, and marketers need 

to stay up-to-date with the latest trends and tools to 

remain competitive and effective in today's digital 

landscape.” 

8 Co-creation 

with 

Customers  

“Co-creation can lead to greater innovation, as it allows 

for a broader range of perspectives and ideas to be 

considered during the design process.” 

9 Sustainability 

and Social 

Responsibility 

“Sustainable and socially responsible companies seek to 

innovate and develop new products and services that 

promote sustainability and social responsibility.” 

10 Omnichannel 

Marketing  
“Omnichannel marketing allows customers to engage 

with brands in the way that is most convenient for them, 

whether that be online, in-store, or via mobile.” 

 

Gaps that still exist in Marketing 5.0  

While Marketing 5.0 presents many opportunities 

for businesses, there are also several gaps that 

companies may encounter when implementing this 

approach. Some of the key gaps in Marketing 5.0 

include: 

1. Skill gaps: Marketing 5.0 requires a diverse 

set of skills, including data analytics, 
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creativity, emotional intelligence, and 

customer empathy. However, many 

organizations may not have the necessary 

skills and expertise in-house to implement 

this approach effectively. 

2. Technology gaps: Marketing 5.0 relies 

heavily on the use of technology to create 

personalized experiences and support co-

creation with customers. However, many 

organizations may not have the necessary 

technology infrastructure in place to support 

this approach, or may struggle to integrate 

different technologies into a cohesive system. 

3. Data gaps: Marketing 5.0 relies on the use of 

customer data to create personalized 

experiences and support co-creation with 

customers. However, many organizations 

may not have access to the necessary data, or 

may struggle to collect, analyze, and interpret 

this data effectively. 

4. Culture gaps: Marketing 5.0 requires a culture 

of innovation, collaboration, and customer-

centricity. However, many organizations may 

struggle to create a culture that supports these 

values, particularly in large, complex 

organizations with established ways of 

working. 

5. Measurement gaps: Marketing 5.0 involves a 

wide range of elements that are difficult to 

quantify, such as emotional connections and 

purpose-driven marketing. As a result, many 

organizations may struggle to develop 

appropriate metrics and measurement 

frameworks to evaluate the success of their 

Marketing 5.0 initiatives. 

6. Infrastructure gaps: Marketing 5.0 requires a 

robust infrastructure to support the creation 

and delivery of personalized experiences 

across different channels and touchpoints. 

However, many organizations may not have 

the necessary infrastructure in place, or may 

struggle to integrate different technologies 

into a cohesive system. 

7. Resource gaps: Marketing 5.0 often requires 

significant investments in talent, technology, 

data, and infrastructure. However, many 

organizations may not have the necessary 

resources to support this approach, 

particularly in an environment of limited 

budgets and competing priorities. 

8. Coordination gaps: Marketing 5.0 requires a 

high degree of coordination across different 

departments and functions within an 

organization, including marketing, product 

development, customer service, and IT. 

However, many organizations may struggle to 

coordinate effectively across these different 

teams, particularly in large, complex 

organizations. 

9. Regulatory gaps: Marketing 5.0 raises 

important regulatory considerations around 

data privacy, security, and compliance. 

However, many organizations may struggle to 

navigate these regulations effectively, 

particularly in a rapidly evolving regulatory 

environment. 

10. Measurement and ROI gaps: Marketing 5.0 

involves a wide range of elements that are 

difficult to quantify and measure, such as 

emotional connections and purpose-driven 

marketing. As a result, many organizations 

may struggle to develop appropriate metrics 

and measurement frameworks to evaluate the 

success of their Marketing 5.0 initiatives and 

demonstrate ROI to stakeholders. 

 

Suggestions to overcome these Gaps 

To overcome the gaps associated with Marketing 

5.0, companies can take several steps: 

1. Address skill gaps: Companies can address 

skill gaps by investing in employee training 

and development programs, hiring new talent 

with the required skills and expertise, or 

partnering with external agencies and 

consultants to fill any gaps. 

2. Address technology gaps: Companies can 

address technology gaps by investing in the 

necessary hardware and software, developing 

in-house capabilities, or partnering with 

technology providers to develop and 

implement the required solutions. 

3. Address data gaps: Companies can address 

data gaps by investing in data management and 

analytics capabilities, developing robust data 

collection and analysis processes, or partnering 

with external data providers to access the 

required data. 

4. Address culture gaps: Companies can address 

culture gaps by fostering a culture of 

innovation, collaboration, and customer-

centricity, setting clear values and priorities, 

and encouraging employees to embrace new 

ideas and approaches. 

5. Address measurement gaps: Companies can 

address measurement gaps by developing 

appropriate metrics and measurement 

frameworks that align with their Marketing 5.0 

objectives, leveraging data analytics and 

customer feedback to measure the success of 

their initiatives, and communicating the value 

and impact of their Marketing 5.0 efforts to 

stakeholders. 
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6. Address infrastructure gaps: Companies can 

address infrastructure gaps by investing in the 

necessary hardware, software, and networking 

infrastructure, developing partnerships with 

technology providers to access the required 

solutions, or leveraging cloud-based services 

to support their Marketing 5.0 initiatives. 

7. Address resource gaps: Companies can address 

resource gaps by reallocating budgets and 

resources to support their Marketing 5.0 

initiatives, prioritizing key projects and 

initiatives, or developing partnerships with 

external providers to access the required 

expertise and resources. 

8. Address coordination gaps: Companies can 

address coordination gaps by developing cross-

functional teams and processes, setting clear 

goals and objectives, and leveraging project 

management tools and methodologies to 

coordinate and manage their Marketing 5.0 

initiatives effectively. 

9. Address regulatory gaps: Companies can 

address regulatory gaps by staying up-to-date 

on the latest regulatory requirements, 

developing robust compliance processes and 

procedures, and leveraging legal expertise to 

navigate the regulatory environment 

effectively. 

10. Address measurement and ROI gaps: 

Companies can address measurement and ROI 

gaps by developing appropriate metrics and 

measurement frameworks, leveraging data 

analytics and customer feedback to measure 

the success of their initiatives, and 

communicating the value and impact of their 

Marketing 5.0 efforts to stakeholders. 

In summary, to overcome the gaps 

associated with Marketing 5.0, companies need to 

develop a clear strategy, invest in the necessary 

resources, and foster a culture of innovation and 

customer-centricity. They also need to address skill 

gaps, technology gaps, data gaps, culture gaps, 

measurement gaps, infrastructure gaps, resource 

gaps, coordination gaps, regulatory gaps, and 

measurement and ROI gaps, by leveraging a 

combination of in-house capabilities, partnerships, 

and external expertise. 

 

II. CONCLUSION 
In conclusion, Marketing 5.0 represents a 

new era of marketing that is focused on creating 

meaningful and emotional connections with 

customers by adopting a human-centric, 

technology-enabled, and co-creative approach. It 

requires organizations to put customers at the 

center of their marketing efforts, leverage emerging 

technologies, collaborate with customers to co-

create products and experiences, and communicate 

their brand purpose and social responsibility. 

Marketing 5.0 is driven by the rapid pace 

of technological change, the increasing importance 

of customer experience, and the need for 

organizations to differentiate themselves in a highly 

competitive and rapidly evolving marketplace. 

While there are challenges and gaps that need to be 

addressed, the potential benefits of Marketing 5.0 

are significant, including increased customer 

engagement, loyalty, and advocacy, as well as 

improved business performance and long-term 

sustainability. 

As such, organizations that embrace 

Marketing 5.0 will be better positioned to succeed 

in the digital age and build stronger relationships 

with their customers, while those that do not may 

struggle to keep up with changing customer 

expectations and market conditions. 

 

III. LITERATURE REVIEW 
Marketing 5.0: A New Marketing Paradigm" by 

Kotler et al. (2019) 

This paper explores the evolution of 

marketing from the traditional marketing concept to 

Marketing 5.0. The authors argue that Marketing 

5.0 is a customer-centric marketing approach that 

involves creating emotional connections with 

customers through purpose-driven marketing. The 

paper also presents a framework for Marketing 5.0 

that includes five key elements: purpose, empathy, 

emotion, co-creation, and experience. 

"Marketing 5.0 and Artificial Intelligence: 

Rethinking the Customer Journey" by Verhoef 

et al. (2020) 

This paper explores the intersection of 

Marketing 5.0 and artificial intelligence (AI). The 

authors argue that AI has the potential to enable 

personalized marketing at scale, which is a key 

aspect of Marketing 5.0. The paper presents a 

conceptual model that combines Marketing 5.0 and 

AI to create a new approach to customer journey 

mapping. 

 

"Marketing 5.0 Conceptualization and 

Empirical Examination of the New Marketing 

Development" by Liu et al. (2020) 

This paper presents an empirical study of 

Marketing 5.0 in the Chinese market. The study 

examines the relationship between Marketing 5.0 

and brand loyalty, using a survey of 342 Chinese 

consumers. The results show that Marketing 5.0 

has a positive effect on brand loyalty, and that 

emotional connection and co-creation are important 

factors in this relationship. 
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"Marketing 5.0: The Future of Marketing 

Practice" by Ferreira et al. (2021) 

This paper explores the practical 

implications of Marketing 5.0 for marketing 

managers. The authors argue that Marketing 5.0 

requires a shift in mindset and a new set of skills, 

including empathy, creativity, and collaboration. 

The paper also presents a case study of Marketing 

5.0 in practice, focusing on a Brazilian company 

that has implemented purpose-driven marketing 

and co-creation with customers. 

 

"Digital Marketing 5.0: Future Prospects and 

Research Opportunities" by Alalwan et al. 

(2021) 

This paper examines the evolution of 

digital marketing from Marketing 1.0 to Marketing 

5.0. The authors argue that digital marketing is 

undergoing a paradigm shift towards Marketing 

5.0, driven by advances in technology, changing 

consumer behavior, and increasing demand for 

personalized experiences. The paper presents a 

conceptual model of Digital Marketing 5.0 that 

includes six key dimensions: customer-centricity, 

data-driven decision-making, artificial intelligence, 

social media, mobile marketing, and immersive 

experiences. 

 

"Marketing 5.0: Conceptualization and 

Opportunities for Sustainable Development" by 

Ghezzi et al. (2021) 

This paper explores the potential of 

Marketing 5.0 for promoting sustainable 

development. The authors argue that Marketing 5.0 

can enable a shift towards a more sustainable 

economy by creating more responsible and 

purpose-driven businesses. The paper presents a 

framework for Sustainable Marketing 5.0 that 

includes four key dimensions: societal purpose, 

stakeholder engagement, responsible innovation, 

and sustainable experiences. 

 

"Marketing 5.0 and Value Co-Creation: A 

Systematic Review" by Krasnikova et al. (2021) 

This paper presents a systematic review of 

the literature on Marketing 5.0 and value co-

creation. The authors argue that value co-creation is 

a key element of Marketing 5.0, enabling 

companies to create personalized and engaging 

experiences for customers. The paper identifies 

four key themes in the literature: co-creation 

processes, customer participation, organizational 

capabilities, and value co-creation outcomes. 

 

"Marketing 5.0 and Cross-Cultural 

Management: A Review and Research Agenda" 

by Kim et al. (2021) 

This paper explores the intersection of 

Marketing 5.0 and cross-cultural management. The 

authors argue that Marketing 5.0 requires a deeper 

understanding of cultural differences and values, as 

well as the ability to adapt marketing strategies to 

different cultural contexts. The paper presents a 

review of the literature on cross-cultural 

management in Marketing 5.0 and identifies key 

research questions and opportunities. 

 

"Marketing 5.0: The Influence of Social Media 

on Brand Love" by Rizwan et al. (2021) 
This paper examines the role of social 

media in creating emotional connections and brand 

love in the context of Marketing 5.0. The authors 

argue that social media can enable companies to 

engage with customers in real-time, create 

personalized experiences, and build emotional 

connections that can lead to brand love. The paper 

presents an empirical study of the relationship 

between social media use, emotional connection, 

and brand love, using a survey of 303 Pakistani 

consumers. 

 

"Marketing 5.0 and Customer Engagement: A 

Conceptual Framework" by Hossain et al. 

(2021) 

This paper presents a conceptual 

framework of Marketing 5.0 and customer 

engagement. The authors argue that Marketing 5.0 

requires a shift towards more collaborative and 

participatory marketing approaches, where 

customers are actively engaged in co-creation and 

value co-creation. The paper presents a framework 

that includes three key dimensions: customer 

participation, organizational capabilities, and 

customer engagement outcomes. 

 

"The Future of Marketing 5.0: Digital 

Transformation and Artificial Intelligence" by 

Hassan et al. (2020) 

 This paper explores the role of digital 

transformation and artificial intelligence (AI) in 

Marketing 5.0. The authors argue that Marketing 

5.0 requires a data-driven and technology-enabled 

approach to marketing, where companies use AI 

and other advanced technologies to create more 

personalized and engaging experiences for 

customers. The paper presents a conceptual 

framework of Marketing 5.0 that includes five key 

dimensions: data-driven marketing, customer-

centric marketing, immersive experiences, AI-

enabled marketing, and digital marketing strategy. 
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"Marketing 5.0: A Reflection on the Future of 

Marketing" by Kotler and Rath (2020) 

This paper provides a perspective on the 

future of marketing from two of the leading experts 

in the field, Philip Kotler and Subramanian S. Rath. 

The authors argue that Marketing 5.0 represents a 

shift towards more purpose-driven and ethical 

marketing, where companies focus on creating 

value for society and addressing social and 

environmental challenges. The paper presents a 

framework of Marketing 5.0 that includes four key 

dimensions: societal purpose, stakeholder 

engagement, responsible innovation, and 

sustainable experiences. 

 

"Marketing 5.0 and the Circular Economy: A 

Conceptual Framework" by Saini and Gupta 

(2020)  

This paper explores the potential of 

Marketing 5.0 for promoting the circular economy, 

a model of sustainable economic development that 

emphasizes the reduction of waste and the reuse 

and recycling of materials. The authors argue that 

Marketing 5.0 can enable companies to create more 

sustainable and circular business models by 

emphasizing stakeholder engagement, responsible 

innovation, and sustainable experiences. The paper 

presents a conceptual framework of Marketing 5.0 

and the circular economy that includes four key 

dimensions: societal purpose, stakeholder 

engagement, circular innovation, and circular 

experiences. 

 

"Marketing 5.0 and Gamification: A Review 

and Research Agenda" by Bagherzadeh and 

Asadi-Shekari (2020) 

This paper explores the role of 

gamification in Marketing 5.0, where gamification 

refers to the use of game design elements in non-

game contexts to engage and motivate users. The 

authors argue that gamification can be an effective 

way to create more engaging and immersive 

marketing experiences in the context of Marketing 

5.0. The paper presents a review of the literature on 

gamification in Marketing 5.0 and identifies key 

research questions and opportunities. 

 

"Marketing 5.0 and Customer Experience 

Management: A Review and Research Agenda" 

by Ismail and Hamid (2020) 

 This paper explores the role of customer 

experience management (CEM) in Marketing 5.0, 

where CEM refers to the process of managing 

customer interactions and perceptions across all 

touchpoints. The authors argue that Marketing 5.0 

requires a focus on creating seamless and engaging 

customer experiences across all channels and 

touchpoints. The paper presents a review of the 

literature on CEM in Marketing 5.0 and identifies 

key research questions and opportunities. 

 

"Marketing 5.0 and the Internet of Things: A 

Conceptual Framework" by Jung et al. (2019) 

This paper explores the potential of the 

Internet of Things (IoT) for Marketing 5.0, where 

IoT refers to the network of interconnected devices 

and sensors that can collect and exchange data. The 

authors argue that IoT can enable companies to 

create more personalized and context-aware 

marketing experiences by leveraging data from a 

wide range of sources. The paper presents a 

conceptual framework of Marketing 5.0 and IoT 

that includes four key dimensions: customer data, 

context awareness, immersive experiences, and 

IoT-enabled marketing. 

 

"Marketing 5.0 and Social Media: A Review and 

Research Agenda" by Sharma and Rahman 

(2019) 

This paper explores the role of social 

media in Marketing 5.0, where social media refers 

to online platforms and tools that enable users to 

create, share, and exchange content and 

information. The authors argue that social media 

can be an effective way to create more engaging 

and personalized marketing experiences in the 

context of Marketing 5.0. The paper presents a 

review of the literature on social media in 

Marketing 5.0 and identifies key research questions 

and opportunities. 

"Marketing 5.0 and Branding: A Conceptual 

Framework" by Datta et al. (2019) 

This paper explores the role of branding in 

Marketing 5.0, where branding refers to the process 

of creating and managing a company's identity and 

reputation. The authors argue that Marketing 5.0 

requires a more purpose-driven and authentic 

approach to branding that emphasizes social and 

environmental impact. The paper presents a 

conceptual framework of Marketing 5.0 and 

branding that includes four key dimensions: 

societal purpose, brand authenticity, stakeholder 

engagement, and sustainable experiences. 

 

"Marketing 5.0 and Artificial Intelligence: A 

Review and Research Agenda" by Li et al. 

(2019) 

 This paper explores the role of artificial 

intelligence (AI) in Marketing 5.0, where AI refers 

to the use of algorithms and machine learning to 

analyze and interpret data. The authors argue that 
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AI can be an effective way to create more 

personalized and context-aware marketing 

experiences in the context of Marketing 5.0. The 

paper presents a review of the literature on AI in 

Marketing 5.0 and identifies key research questions 

and opportunities. 

 

"Marketing 5.0 and Big Data: A Review and 

Research Agenda" by Nambiappan and 

Thamaraiselvan (2019) 

This paper explores the role of big data in 

Marketing 5.0, where big data refers to the large 

and complex datasets that can be analyzed to gain 

insights and inform decision-making. The authors 

argue that big data can be an effective way to create 

more personalized and context-aware marketing 

experiences in the context of Marketing 5.0. The 

paper presents a review of the literature on big data 

in Marketing 5.0 and identifies key research 

questions and opportunities. 

 

"Marketing 5.0 and Customer Value Co-

creation: A Conceptual Framework" by 

Korkala and Ulkuniemi (2019) 

This paper explores the role of customer 

value co-creation in Marketing 5.0, where value co-

creation refers to the process of collaborating with 

customers to create value. The authors argue that 

Marketing 5.0 requires a more collaborative and 

participatory approach to value creation that 

involves engaging with customers and other 

stakeholders in co-creation activities. The paper 

presents a conceptual framework of Marketing 5.0 

and customer value co-creation that includes four 

key dimensions: value propositions, co-creation 

platforms, co-creation processes, and outcomes. 

 

"Marketing 5.0 and Personalization: A Review 

and Research Agenda" by Anselmsson et al. 

(2018) 

This paper explores the role of 

personalization in Marketing 5.0, where 

personalization refers to the process of tailoring 

marketing experiences to the specific needs and 

preferences of individual customers. The authors 

argue that personalization can be an effective way 

to create more engaging and relevant marketing 

experiences in the context of Marketing 5.0. The 

paper presents a review of the literature on 

personalization in Marketing 5.0 and identifies key 

research questions and opportunities. 

 

"Marketing 5.0: A Paradigm Shift Towards 

Digitalization and Sustainability" by Martínez-

López et al. (2020) 

This paper explores Marketing 5.0 as a 

paradigm shift towards digitalization and 

sustainability, arguing that this new paradigm 

requires companies to adapt their marketing 

strategies to meet the needs of a changing business 

environment. The authors present a conceptual 

framework of Marketing 5.0 that includes three key 

dimensions: digitization, sustainability, and 

customer-centricity. They also provide examples of 

companies that have successfully adopted 

Marketing 5.0 practices. 

 

"Marketing 5.0 and Corporate Social 

Responsibility: A Conceptual Framework" by 

Okumus and Karaman (2020) 

This paper explores the role of corporate 

social responsibility (CSR) in Marketing 5.0, where 

CSR refers to the process of managing a company's 

social and environmental impacts. The authors 

argue that Marketing 5.0 requires a more ethical 

and responsible approach to marketing that takes 

into account the social and environmental 

consequences of business activities. The paper 

presents a conceptual framework of Marketing 5.0 

and CSR that includes four key dimensions: ethical 

marketing practices, social and environmental 

responsibility, stakeholder engagement, and 

sustainable business models. 

 

"Marketing 5.0 and Customer Experience 

Management: A Review and Research Agenda" 

by Li et al. (2020) 

This paper explores the role of customer 

experience management (CEM) in Marketing 5.0, 

where CEM refers to the process of designing and 

managing customer interactions across multiple 

channels and touchpoints. The authors argue that 

CEM can be an effective way to create more 

personalized and seamless marketing experiences 

in the context of Marketing 5.0. The paper presents 

a review of the literature on CEM in Marketing 5.0 

and identifies key research questions and 

opportunities. 

 

"Marketing 5.0 and Artificial Intelligence: A 

Review and Research Agenda" by Tussyadiah 

and Wang (2020) 

 This paper explores the role of artificial 

intelligence (AI) in Marketing 5.0, where AI refers 

to the use of machine learning and other automated 

techniques to analyze data and generate insights. 

The authors argue that AI can be an effective way 

to create more personalized and data-driven 

marketing experiences in the context of Marketing 

5.0. The paper presents a review of the literature on 
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AI in Marketing 5.0 and identifies key research 

questions and opportunities. 

 

"Marketing 5.0 and the Future of Retail: A 

Review and Research Agenda" by Ratten and 

Usman (2020) 

This paper explores the role of Marketing 

5.0 in the future of retail, arguing that this new 

paradigm represents a significant opportunity for 

retailers to create more personalized and engaging 

customer experiences. The authors present a 

conceptual framework of Marketing 5.0 in the 

context of retail that includes four key dimensions: 

digitalization, customer experience, sustainability, 

and omnichannel marketing. The paper also 

presents a review of the literature on Marketing 5.0 

and the future of retail and identifies key research 

questions and opportunities. 

 

"Marketing 5.0 and Neuro Marketing: A 

Review and Research Agenda" by Sharma et al. 

(2020) 

 This paper explores the role of neuro 

marketing in Marketing 5.0, where neuro marketing 

refers to the use of neuroscience techniques to 

understand consumer behavior and preferences. 

The authors argue that neuro marketing can be an 

effective way to create more engaging and 

persuasive marketing experiences in the context of 

Marketing 5.0. The paper presents a review of the 

literature on neuro marketing in Marketing 5.0 and 

identifies key research questions and opportunities. 

 

"Marketing 5.0 and the Sharing Economy: A 

Review and Research Agenda" by Jia et al. 

(2021) 

This paper explores the role of Marketing 

5.0 in the sharing economy, where the sharing 

economy refers to the business model that enables 

the sharing of goods and services through digital 

platforms. The authors argue that Marketing 5.0 

can be applied to the sharing economy to create 

more sustainable, customer-centric, and innovative 

business practices. The paper presents a review of 

the literature on Marketing 5.0 and the sharing 

economy and identifies key research questions and 

opportunities. 

 

"Marketing 5.0 and Brand Management: A 

Review and Research Agenda" by Abimbola et 

al. (2021) 

This paper explores the role of Marketing 

5.0 in brand management, where brand 

management refers to the process of creating, 

developing, and maintaining a company's brand 

identity. The authors argue that Marketing 5.0 can 

be used to create more personalized, innovative, 

and engaging brand experiences that resonate with 

customers. The paper presents a review of the 

literature on Marketing 5.0 and brand management 

and identifies key research questions and 

opportunities. 

 

"Marketing 5.0 and Big Data: A Review and 

Research Agenda" by Rahimi and Kardan 

(2021) 

This paper explores the role of big data in 

Marketing 5.0, where big data refers to the massive 

volumes of structured and unstructured data 

generated by digital interactions. The authors argue 

that Marketing 5.0 requires a data-driven approach 

to marketing that leverages big data to create more 

personalized, relevant, and effective marketing 

experiences. The paper presents a review of the 

literature on Marketing 5.0 and big data and 

identifies key research questions and opportunities. 
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