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Abstract 

In recent years, scholarly interest has steadily increased, resulting in a large increase in the number of articles 

addressing various technological and organizational elements of digital transformation. We combine current 

findings from the literature of information systems in this study, map the territory by presenting relevant macro- 

and micro-level observations, and offer future research prospects for this widespread area. The report conducts a 

comprehensive evaluation of 58 peer-reviewed publications published between 2001 and 2019 on various elements 

of digital transition. As a result of our analysis, we create inductive thematic maps that highlight technology and 

actor as the two aggregate aspects of digital change. We construct additional units of analysis (nine main themes 

in total) for each dimension to assist separate the particularities of digital transformation processes and thereby 

highlight the most impactful and distinctive antecedents and outcomes. In a second step, we supplement the 

resulting state-of-the-art of digital transformation by incorporating cross-disciplinary contributions from reviewing 

28 papers on technological disruption and 32 papers on corporate entrepreneurship in order to assist in breaking 

down disciplinary silos and strengthening the management perspective. Certain factors, such as the rate of 

transition, the culture and work environment, or the middle management perspective, are found to be considerably 

undeveloped, according to the evaluation. 

Keywords: • Digital disruption • Corporate entrepreneurship • A survey of the literature 

Introduction 

The most pervasive managerial challenge for established companies in recent years and in the decades to come is 

digital transformation, which is defined as transformation "concerning the changes digital technologies can bring 

about in a company's business model,... products, or organisational structures" (Hess et al. 2016, p. 124). To 

demonstrate the revolutionary power of digital possibilities, however, talented employees and leaders are required. 

Therefore, technology and people are both necessary for digital transformation. The quantity of academic 

publications addressing various technological and organisational elements of the digital revolution has 

significantly increased in recent years, particularly in the information systems (IS) literature. We are sure that now 

is the ideal time to map the area and consider the status of knowledge as a result of this development. Therefore, 

by critically evaluating where, how, and by whom research on digital transformation is undertaken, we intend to 

provide a descriptive, thematic overview of the area in this study. We determine potential areas for further study 

based on this data. 

This goal is approached in two stages. Following Tranfield et al. 2003; Webster and Watson 2002, we first use an 

inductive approach and undertake a systematic literature assessment of 58 peer-reviewed articles dealing with 

digital transformation. By combining grounded theory and content analysis techniques (Corley and Gioia 2004; 

Gioia et al. 1994), we are able to pinpoint key literary themes that are prominent and/or distinctive in the alterations 
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made possible by digital technology. Second, we add a wider management viewpoint to the predominantly IS-

based digital transformation literature to help break down disciplinary silos (Jones and Gatrell 2014) and prevent 

the construction of an ivory tower (Bartunek et al. 2006; Fuetsch and Suess-Reyes 2017). We provide a broader 

management viewpoint to the predominantly IS-based digital transformation literature. As a result, we incorporate 

interdisciplinary contributions from looking through 32 articles on corporate entrepreneurship and 28 papers on 

technology disruption. 

For two reasons, we believe these study areas are especially ideal for influencing digital transformation research. 

In order to draw conclusions on technology adoption and integration, we will first analyse the literature on 

technological disruption. burdened by the repercussions of outdated technology, bureaucratic frameworks, and 

fundamental rigidities (Leonard-Barton 1992) , In this regard, incumbents may have significant difficulties when 

they embark on a digital transformation journey. Second, we anticipate that corporate entrepreneurship will 

provide a more comprehensive viewpoint to firm-internal issues during the transformation process, such as 

management influence or the effects of knowledge and organisational learning. 

Three things sum up our findings and associated contributions: We first create digital transformation maps, which 

inductively organise and define the corpus of available knowledge, based on a systematic and structured study. 

The two major components of the digital transformation, according to these theme maps, are technology and actor. 

We highlight nine key themes within these dimensions that assist in deciphering the specifics of digital 

transformation processes and highlight the most significant and distinctive causes and effects of this particular 

type of change. As a result, it is now feasible to pinpoint the contextual elements that are dominant and for which 

study would have the most impact on our knowledge of the difficulties associated with the digital transition. 

Second, we enhance this subject by outlining potential areas for future study on digital transformation that 

incorporate the three aforementioned perspectives. We find that the crucial middle management perspective on 

digital transformation has thus far been largely ignored by researchers, which is informed by corporate 

entrepreneurship. We also recommend more research into the various strategies for incorporating digital 

transformation into organisational designs and current processes as a result of our assessment. Third, by evaluating 

the related literature on corporate entrepreneurship and technology disruption, we enhance the relevant 

management viewpoint within the topic of digital transformation that is predominantly based on IS. In this 

approach, we may identify potential for cross-disciplinary study while avoiding the need to reinvent the wheel. By 

encouraging debate across these various but closely linked areas, we want to promote mutual learning and a 

productive exchange of ideas. 

The table shows that the yearly student intake rose significantly between 2000 and 2010. This was mostly owing 

to the rapid expansion of jobs in the IT and telecom industries. Nevertheless, after 2010, engineering graduates 

were unemployed because of a shortage of skills, and develop appropriate struggled to fill their seats. 

 

Proposed framework: Refined Data Analysis 
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Literature Review 

A specific kind of literature review known as a systematic review gathers and evaluates a body of research articles 

using an explicit methodology and a multi-stage review process (Mulrow 1994; Pittaway et al. 2004; Crossan and 

Apaydin 2010). 

The extensive and diverse literature on digital transformation is best analysed and organised using this clear and 

repeatable method. To guarantee a high calibre of the review, we adhered to Fisch and Block (2018), Tranfield et 

al. (2018), Denyer and Neely (2004, p. 133)1, and Tranfield et al. (2003) criteria and recommendations. 

We aim to provide an initial indication of the size and nature of the potential body of literature that is currently 

available, as well as to summarise and map the existing findings from research on digital transformation. As such, 

the nature of our review is both scoping and descriptive (Rowe 2014; Paré et al. 2015). Our evaluation advances 

this topic further and encourages theory growth by creating options for future research. 

According to McWilliams et al., we strictly confine our emphasis for data collecting to peer-reviewed academic 

articles (2005). Therefore, we decided against include unfinished work, conference papers, dissertations, or books. 

We first created our search criteria using combinations of keywords comprising "digital* AND transform*," 

"digital* AND disrupt*," "digitalization," and "digitiza- tion," based on discussion among the authors and the 

reading of a few highly-cited works. Then, we manually searched every issue of every volume of the top 

management and IS journals (AIS Basket of eight). 

In addition, we use Business Source Premier (EBSCO), Scopus, Science Direct, Social Sciences Citation Index 

(SSCI), and Google Scholar to execute our search query against five separate electronic databases. In order to 

weed out publications that were not relevant, we utilised all years that were accessible and only included papers 

that dealt with business, management, or economics. The lone exception in our sample is a recent literature review 

by Kohli and Melville, hence we refrained from adding digital innovation in our search (2019), in order to gather 

comprehensive insights). Although we are aware that it is a current hot topic in IS research (e.g., Fichman et al. 

2014; Nambisan et al. 2017; Yoo et al. 2010, 2012), we aim to focus our attention on papers that address digital 

transformation on a more general level (firm and industry), as opposed to changes within innovation management. 

In the middle of 2017, we ran our first search, which produced a preliminary sample of 1722 papers. This relatively 

huge sample was largely a result of the phrases "digital" and "disrupt" being so vaguely defined. We predicted that 

just a tiny portion of this extremely big sample would show to be of real importance to us given these wide search 

criteria. We used a predetermined and systematic multi-step selection procedure (similar to the methodology of 

Siebels and Knyphausen-Aufseß 2012; Vom Brocke et al. 2015) and specified inclusion criteria (Templier and 

Paré 2015) to choose these pertinent articles for our final sample. 

Our selection process included the following filters: (1) scanning the titles; (2) reading the abstracts; (3) removing 

duplicates; full reading and in-depth analysis of the remaining papers; and (5) cross-referencing and backward 

searching by perusing the bibliographies of the most significant articles to find additional pertinent work. 

Methodology 

The present study followed a structured literature review (SLR) and semi-structured as a research 

methodology. SLR followed a three-step approach as suggested by Tranfield et al. (2003), namely, review 

protocol was planned as per the requirement of the research review was conducted by identifying, selecting 

and analyzing the relevant papers and dissemination of the results in the form of descriptive results and 

thematic reporting. 

In the initial stage, the review was planned to keep in mind the void in the market with respect to the 

usage of digital marketing. Many authors have stated that the usage of digital marketing is still at the 

embryonic stage in the B2B domain although many developments were happening in the area. Further, 

the review protocol was developed with inclusion and exclusion criteria. Both qualitative and quantitative 

studies in the field of digital marketing were included in the SLR exercise. 
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The present study defined digital marketing as the use of internet technologies or activities, which 

includes internet marketing, digital channels, e-commerce, social media marketing and mobile 

marketing to achieve the company’s objective (Roberts and Zahay, 2012; Strauss and Frost, 2014). 

The digital marketing helps in better marketing communication, efficient online selling, lower search cost, 

easy price comparison, dissemination of user reviews, brand differentiation and better customer 

relationship management (Chaffey et al., 2009; Strauss and Frost, 2014). Also, the brand value can further 

be enhanced by developing creative and engaging content and broadcasting it using social media 

channels (Lipiäinen and Karjaluoto, 2015). Therefore, all the research papers, which covered above 

internet-related domains were included in this study. 

The exclusion and inclusion criteria were finalized based on the above criteria. Databases such as EBSCO, 

Emerald Insight, Proquest, ABI Inform, Science Direct and Google Scholar were used for accessing the 

research papers. The following keywords were searched for papers for inclusion: marketing, industrial 

marketing, business marketing, social media, online media, B digital media, digital marketing, internet 

marketing, e-commerce marketing and combinations thereof. We included articles published between 

2000 and 2018 – a span of 18 years during, which the 

internet gained global acceptance. Books, monographs and conference papers were excluded from the 

analysis. A total of 155 relevant papers were selected, categorized by keyword searches and themes, and 

the abstracts of each research paper was read for further categorization. 

 

Descriptive Analysis 

Keyword statistics 
To identify the most commonly used research keywords, we shortlisted the keywords (extracted from 

abstracts) of all the 155 research papers. The shortlisted keywords were analyzed. “B2B” is the highest 

used keyword, present in 143 of the 155 
research papers, closely followed by “marketing” and “social 
media,” which were present in 97 and 68 research papers, respectively. “Internet,” “marketing 
communication,” “e-commerce” and “relationship management” were also often repeated terms (Figure 
1). 

 
Figure 1- Abstract keyword analysis 
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Figure 2- Spatial distribution of research on digital marketing 
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 Spatial distribution of research 

Figure 2 shows the spatial distribution of research studies on digital marketing for organizations. Most 

of the research has been carried out in the USA, followed closely by the UK. The analysis showed that 

most of the research were conducted in developed countries, including Australia and EU nations. Among 

the developing countries, China had published the most articles on the topic. Contributions from other 

developing countries have been poor. 
 

Results 

The papers from our sample that have been examined offer a wealth of information on the particular contextual 

aspects of digital transformation. This may help scholars and practitioners alike by offering a more thorough 

knowledge of the unique characteristics of digital transformation (in comparison to previous technology- driven 

transformations). 

The main finding from our review is that both actor- and technology-centric features are prominent in this 

discussion on a broad scale. The varied definitions of digital transformation presented in the sample also reflect 

this. For instance, Lanzolla and Anderson (2008) reflect the technology-centric viewpoint and place emphasis on 

the spread of digital technologies as a catalyst for change. These digital technologies may include search-based 

apps, big data, mobile, or cloud computing (White 2012). According to Hess et al. (2016), "digital technologies 

can cause changes in a company's business model, which result in changing goods or organisational structures or 

in the of players (such as managers) in driving transformation processes, while attempting to balance the 

exploration and exploitation of resources at the same time. Leaders must promote the adoption of new IT 

technologies and believe in their worth and advantages (Chatterjee et al. 2002). 

In sum, we find a nearly equal distribution of publications examining the two aspects of technology and actor: 

33% are centred on technology, 34% are centred on actor, and 33% of papers address both. However, we notice a 

somewhat unbalanced distribution of articles by second order topics within these two dimensions. Understanding 

the effects of digital technologies on the consumer interface and market environment is a very active study area, 

according to our technology-centric findings Comparatively little research has been done on the rate of change 

throughout the digital transition and its direct effects on incumbents. In contrast to business culture and work 

environment, which have so far gotten less attention, our examination of the actor-centric side of the industry 

indicates a highly dominant focus on leadership and competencies in a digital setting. The literature on digital 

transformation as it stands is also rather broad, as evidenced by the fact that publications explore subjects that fall 

under a variety of categories on our thematic map and are not limited to or centered on a particular unit of analysis. 

The great majority of publications address similar issues of digital transformation, demonstrating the field's 

diversity and breadth and, once more, highlighting its importance. its nascent status. 
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Additionally, we notice considerable variation in the theoretical frameworks used. For example, alignment 

perspective, configuration theory, resource-based view, dynamic capabilities, organizational learning theory, 

network view, or business process reengineering are some of the ideas that have been used by various writers to 

describe the context of digital transformation. In order to promote theoretical variety, it would be intriguing to 

employ other theoretical vantage points, such as those found in the literature on corporate entrepreneurship and 

technological disruption. A similar interchange with other study areas would increase the field's scope and aid in 

bridging the ivory gap.   Finally, from a methodological standpoint, we see that whereas technology-centric studies 

are now predominately conceptual, actor-centric articles largely employ case studies. Generally speaking, there 

isn't much literature on quantitative empirical evidence. This, in our opinion, is a really good sign for the early 

stages of study on the digital transition. 

 Conclusion 

The focus of this study was to answer the following question: how much research has been done so far in digital 

marketing usage in the domain and what were the potential research scope for future? To achieve the objective of 

the research, various research articles were reviewed regarding digital marketing usage in Industry. Various 

emerging themes were identified and most of them have been confirmed with semi- structured interviews with the 

industry experts. Conclusively, it can be said that academic research in the field of digital marketing is still in its 

embryonic state. Also, it is not being exploited from a strategic point of view but still being used at a tactical level. 

The analytics, machine learning and performance measurement domain are likely to be the most exciting fields for 

research in the area of digital marketing. Future researchers can also analyze the case studies of various companies 

to figure out the extent to which digital marketing has been used to create a competitive advantage for the 

organizations. 

The study has a limitation in terms of its empirical dimensions. The future studies may conduct a meta-analysis of 

papers on digital marketing . The empirical study may be based on experimental or survey data, which would 

investigate a specific digital marketing phenomenon such as buyer behavior, branding, RoI, attribution model or 

campaign management . This new framework on digital marketing practices can be further improved by 

empirically testing with business customer data. 
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