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Abstract
E-marketing  is known as one of the most important transformative tools in today’s business world. Using digital technologies, 
such as the Internet, social networks, and artificial intelligence, this method has  provided the possibility of direct interactions 
with customers and improving the performance of organizations. The present study investigates the effects of e-marketing on 
businesses and customer behavior.The purpose of this study is to investigate the role of e-marketing in increasing customer 
interactions, reducing advertising costs, expanding global markets, and changing customers’ behavior towards online shopping. 
Also, the challenges in this field and the proposed solutions to solve them have been considered.This research has been conducted 
using the documentary analysis method and reviewing domestic and foreign research records. The reviewed data have been 
collected from valid research and scientific articles in the period from 2019 to 2024. The results have been evaluated by comparing 
the research literature and analyzing  the new findings.

The findings of the  research showed that e-marketing has increased customer interactions, satisfaction, and loyalty. Also, 
reducing advertising costs and access to global markets are among the important achievements of this tool. In addition, the 
use of new technologies such as artificial intelligence and big data analysis has had a significant impact on the performance 
of e-marketing.E-marketing has been able to shift customers’ buying behavior towards online shopping, especially after the 
COVID-19 pandemic. Also, this tool has had significant impacts on specific industries such as tourism, driving an increase in 
online bookings and greater customer engagement.Despite the numerous advantages, e-marketing faces challenges such as fierce 
competition in the digital space, rapid technological changes, and the need for appropriate infrastructure. This research examines 
these challenges and provides proposed solutions to deal with them.The present study showed that e-marketing, as a strategic 
tool, plays a vital role in improving the performance of businesses and managing customer behavior. Due to the rapid growth of 
this field and the continuous changes in technology and customer behavior, it is necessary to conduct more research and develop 
new strategies  to better use this tool.
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1. Introduction
Strategic marketing  is known as one of the key tools in business 
management. This concept not only allows managers to predict 
the market, but also helps them to make more effective decisions 
in competitive environments.  Strategic marketing intelligence 
involves the process of collecting, analyzing, and using market 
information for strategic decision-making. This process can be 
considered as a resource for achieving competitive advantage. 
With the advent of new technologies, e-marketing  has become 
one of the main tools for interacting with customers. This type 

of marketing provides faster and wider access to target markets. 
Research shows that the use of strategic marketing intelligence 
can improve e-marketing capabilities and ultimately lead to an 
increase in the effectiveness of marketing activities. Manufacturing 
companies face several challenges in the field of marketing. These 
challenges include fierce competition, rapid changes in customer 
preferences, and the need to use new marketing tools [1-5].

Marketing intelligence allows managers to make better decisions 
by having accurate information about the market. This tool can 
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help improve the business performance of companies. Studies 
have shown that companies that use marketing intelligence have 
better results in performance indicators such as sales, market 
share, and customer satisfaction. In today’s world, e-marketing  
is known as one of the main tools for reaching customers. This 
type of marketing provides the possibility of direct and effective 
interaction with customers. Strategic marketing intelligence can 
enhance e-marketing capabilities by analyzing data and identifying 
market trends. This allows companies to use their resources 
optimally. Past studies have shown that marketing intelligence 
can act as a key factor in improving the business performance of 
companies in competitive environments [6-10].

Meta-analysis allows researchers to analyze the results of various 
researches  to achieve a comprehensive view of the subject under 
study. This method can be very useful in investigating the role 
of marketing intelligence [11].  E-marketing helps companies 
to improve their business performance by reducing marketing 
costs and increasing access to customers.  Due to the competitive 
nature of the market and the need for innovation, manufacturing 
companies need to use new management tools such as marketing 
intelligence [12]. These tools can help improve their performance 
[13]. The purpose of this study is to investigate the role of strategic 
marketing intelligence in improving e-marketing capabilities 
and its impact on the business performance of manufacturing 
companies. This issue will be analyzed through meta-analysis of 
past studies [14].

1.1. Problem Statement
Strategic marketing  is one of the most important management 
tools that companies use to achieve their business goals. In the 
current competitive environments, the use of traditional marketing 
methods can no longer meet the complex needs of customers. 
Therefore, strategic marketing intelligence has been proposed as a 
new tool in this field [1].  Strategic marketing intelligence means 
the ability to collect, process, and analyze market data in order 
to make strategic decisions. This concept helps companies make 
better decisions in complex and competitive situations by better 
understanding their surroundings [2].

 Due to the nature of their activities, manufacturing companies 
face several challenges in the field of marketing. These challenges 
include rapid changes in customer preferences, competitive 
pressure, and the need for product innovation [5]. With the advent 
of new technologies and the expansion of the Internet, e-marketing  
has been introduced as one of the main tools for interacting with 
customers. This type of marketing allows companies to improve 
their business performance by reducing costs and increasing 
access to customers [3].  Strategic marketing intelligence can 
help improve the e-marketing capabilities of companies. This tool 
allows companies to exploit the opportunities in the market by 
analyzing data and identifying market trends [9].

Companies that use strategic marketing intelligence have performed 
better in performance indicators such as increasing sales, improving 
market share, and improving customer satisfaction. This shows 
the importance of using this tool in competitive environments [7]. 
Despite numerous researches in the field of marketing intelligence, 
many aspects of this field have not yet been well studied. In 
particular, its role in e-marketing and its impact on the business 
performance of manufacturing companies requires further studies 
[10].The meta-analysis method allows researchers to obtain a 
comprehensive and general view of the subject under study  by 
collecting and analyzing the results of past research. Using this 
method can help to clarify the impact of marketing intelligence on 
e-marketing and business performance [11].

 E-marketing allows companies to improve their business 
performance by reducing advertising costs and increasing access to 
new markets. This issue is especially important for manufacturing 
companies that are looking to increase market share [12]. The 
growth of  information and communication technology has 
enabled companies to use new tools such as big data analysis 
and artificial intelligence to improve their marketing. These tools 
can enhance the impact of strategic marketing intelligence on 
e-marketing  [8]. The implementation of marketing intelligence 
systems in companies faces challenges such as high cost, the need 
for employee training, and the resistance of managers. This issue 
requires special attention to better use this tool [9]. Due to their 
competitive nature, manufacturing industries need to use tools 
that can create a competitive advantage. Strategic marketing 
intelligence  is one of the tools that can help these industries to 
perform better in competitive conditions [13].

 Strategic marketing intelligence can help companies design 
more effective digital strategies. This allows companies to use 
new technologies to develop their businesses [14]. Today’s 
customers need to interact directly and quickly with companies 
due to their access to extensive information. Using strategic 
marketing intelligence can help companies better understand the 
needs of these customers and provide better services [2]. Recent 
advancements in the field of digital marketing, such as the use of 
smart platforms and the analysis of customer data, have doubled 
the importance of strategic marketing intelligence. This tool can 
help companies to take advantage of these advancements [10]. 
Big   data  allows companies to gather more accurate information 
about customer behavior and market trends. Strategic marketing 
intelligence can turn this data into usable information [11]. 

Companies that use strategic marketing intelligence can be 
recognized as leaders in their industry. This tool helps companies 
to outperform competitors by predicting market trends [7]. Due to 
the increasing importance of marketing intelligence in competitive 
environments, it seems necessary to conduct comprehensive 
and applied research in this field. These researches can help 
companies to exploit new marketing tools [14]. This study aims 
to investigate the role of strategic marketing intelligence in 



Volume 2 | Issue 1 | 3J Demo Res, 2026

improving e-marketing capabilities and its impact on the business 
performance of manufacturing companies. Through meta-analysis, 
the results of past research have been analyze [9]. In this section, 
first, the challenges and opportunities in the field of marketing 
of manufacturing companies were examined. Then, the role of 
marketing intelligence in electronic marketing and the necessity 
of conducting comprehensive research in this field were discussed.

2. Foundations and Background of the Research
Strategic marketing intelligence as one of the key management 
tools plays an important role in improving the performance of 
organizations. This concept refers to the ability of an organization 
to collect, analyze, and use market data for strategic  decisions. 
These are tools that can provide accurate and timely information 
about market trends, customer behavior, and competitor activities. 
Strategic marketing intelligence helps organizations to use existing 
data to identify new opportunities and design effective strategies to 
achieve their goals.

On the other hand, e-marketing, as one of the achievements of 
information technology, allows for a broader and more effective 
interaction with customers. This type of marketing allows 
companies to improve their business performance by reducing 
advertising costs, increasing access to new markets, and improving 
communication with customers. Combining strategic marketing 
intelligence with e-marketing can It helps companies to use market 
information optimally and adapt their marketing strategies to the 
needs of customers and market conditions. This study examines 
this relationship and its impact on the business performance of 
manufacturing companies.

2.1. Strategic Marketing Intelligence
Strategic marketing intelligence is a process that helps organizations 
collect, analyze, and use information about the market, competitors, 
customers, and business environment in strategic decision-making. 
This tool allows organizations to gain a competitive advantage 
by predicting market trends and identifying opportunities [1]. 
Strategic marketing intelligence is recognized as one of the key 
factors in the success of organizations. This tool allows managers 
to make better decisions and allocate the organization’s resources 
optimally by having accurate information [2]. Information serves 
as the heart of strategic marketing intelligence. Collecting relevant 
information from the market, customers, and competitors helps 
organizations to perform more accurate analyses and design more 
effective strategies [3]. One of the key steps in strategic marketing 
intelligence is to analyze the data collected. These analyses help 
organizations identify important market trends and make better 
strategic decisions [7].

Strategic marketing intelligence is used in a variety of fields, such 
as sales forecasting, designing marketing strategies, identifying 
market opportunities, and managing customer relationships. 
This tool helps organizations to perform better in competitive 
environments [10]. Companies that use strategic marketing 
intelligence can leverage market intelligence to gain a competitive 
advantage. This advantage allows organizations to surpass 
competitors and increase their market share [9]. Information 
technology plays an important role in improving the efficiency of 
strategic marketing intelligence. Big data and artificial intelligence 
tools help organizations to gather more information and perform 
more accurate analyses [8]. One of the main challenges in 
implementing strategic marketing intelligence is the high costs 
and the need for appropriate infrastructure. Also, the resistance of 
employees and managers to changes can act as an obstacle in this 
path [6].

Strategic marketing intelligence helps managers make better 
strategic decisions. This tool allows organizations to allocate their 
resources optimally by providing accurate and relevant information 
[5]. Strategic marketing intelligence can enhance e-marketing 
capabilities. This tool helps organizations improve their digital 
marketing strategies by analyzing customer data and identifying 
digital trends [13]. The benefits of strategic marketing intelligence 
include increased accuracy in decision-making, reduced risks and 
costs, and improved organizational performance. This tool helps 
organizations to perform better in competitive conditions [14]. 
Studies have shown that the use of strategic marketing intelligence 
can lead to improved business performance of organizations. This 
tool helps organizations to improve in indicators such as sales, 
customer satisfaction, and market share [11].

Technological advancements such as big data analysis and the 
use of artificial intelligence algorithms have made strategic 
marketing intelligence a more powerful tool. These advancements 
help organizations to analyze market information faster and 
more accurately [12]. In today’s competitive environments, 
organizations need tools that can provide timely and accurate 
market information. Strategic marketing intelligence allows 
organizations to exploit opportunities in the market and manage 
threats [10]. Strategic marketing intelligence is recognized as a 
key tool in business management. This tool helps organizations 
make better decisions and perform better in competitive situations. 
The importance of this tool in today’s world has become more and 
more evident due to the rapid changes and complexities of the 
business environment.
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Author & Year Study Subject Main results
Alavi (2020) The Role of Marketing Intelligence in Strategic 

Decision-Making
Increasing Accuracy in Decision-Making and 
Improving Organizational Performance

Hosseini et al. (2021) Analysis of the relationship between marketing 
intelligence and competitive advantage

Identifying opportunities and getting ahead of 
competitors

Sadeghi et al. (2019) The Impact of Information Technology on Marketing 
Intelligence

Increased efficiency and accuracy in data 
collection

Fathi (2020) Marketing Intelligence and Business Performance Improving sales and customer satisfaction 
indicators

Zarei (2021) Analysis of the Role of Marketing Intelligence in 
Different Industries

Positive impact on marketing strategies

 Table 1: Background on Strategic Marketing Intelligence

 Table 2: The Importance of Strategic Marketing Intelligence

Aspect of Importance Description
Strategic Decisions Providing accurate and relevant information for better decision-making
Increasing Competitive Advantage Identifying opportunities and getting ahead of competitors
Reduce risks and costs Reducing the risks associated with making incorrect decisions
Improving business performance Increase sales, customer satisfaction, and market share
Exploitation of new technologies Using Big Data and AI to Better Analyze Information

Strategic marketing intelligence is known as one of the vital tools 
for managing businesses in today’s complex and competitive 
environments. This concept refers to the ability of organizations to 
collect, analyze, and use market data to make strategic decisions. 
Research has shown that using marketing intelligence can help 
organizations identify not only new opportunities, but also 
potential threats [1]. In recent years, extensive research has been 
conducted in the field of strategic marketing intelligence. These 
studies have shown that organizations that use this tool have a 
greater ability to predict market trends, identify customer needs, 
and design effective strategies [2]. According to previous studies, 
one of the main benefits of strategic marketing intelligence is 
the improvement of organizational performance. This tool helps 
organizations to make better decisions and allocate their resources 
optimally by having more accurate information. Improving 
indicators such as sales, market share, and customer satisfaction 
have been among the results of using marketing intelligence [7].

Recent research has shown that advancements in information 
technology have played an important role in improving the 
efficiency of marketing intelligence. The use of big data analytics 
tools, artificial intelligence, and digital technologies has enabled 
organizations to collect more information and perform more 
accurate analyses [3]. According to studies, companies that use 
marketing intelligence have a greater ability to create a competitive 
advantage. This tool allows organizations to gain a better position 
in the market by identifying market opportunities and surpassing 
competitors [10]. Research has shown that the implementation 
of marketing intelligence systems faces challenges such as high 
costs, the need for appropriate infrastructure, and the resistance 

of employees and managers. These challenges can reduce the 
effectiveness of marketing intelligence, but they can be solved 
with proper management [5].

Previous studies have extensively shown that strategic marketing 
intelligence plays a vital role in organizational strategic decision-
making. This tool helps managers make decisions that have 
long-term positive effects by better understanding the business 
environment [6]. Recent research has shown that strategic 
marketing intelligence can help improve e-marketing capabilities. 
This tool helps organizations adapt their marketing strategies to 
customers’ needs by analyzing customer data and identifying 
digital trends [9]. Based on the research literature, strategic 
marketing intelligence not only allows organizations to perform 
better in competitive environments, but also helps them allocate 
their resources optimally. 

The positive impact of this tool on organizational performance 
indicators shows the importance of using it in today’s world. 
Considering the increasing importance of strategic marketing 
intelligence, it seems necessary to conduct more research in 
this field. Future research can investigate the challenges of 
implementing this tool, the role of new technologies in improving 
its efficiency, and its impact on various industries.

2.2. E-marketing
E-marketing means using digital and internet technologies to 
advertise, distribute, sell, and interact with customers. This type 
of marketing allows for wider access to global markets, reduced 
costs, and increased efficiency in providing services and products 
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[3]. In today’s world where customers are widely using the online 
space, e-marketing has become one of the main pillars of marketing 
strategies. This tool allows organizations to communicate with 
their customers in digital environments and better identify their 
needs [14].

The growth of information and communication technology has 
led to the rapid expansion of e-marketing. Tools such as websites, 
social networks, email marketing, and search engines have helped 
companies to promote their services and products more effectively 
[8]. E-marketing has several benefits, including reduced 
advertising costs, access to global markets, increased customer 
engagement, and the ability to analyze customer data to improve 
services. These advantages help companies to perform better in 
competitive environments [5]. E-marketing allows organizations 
to create more value for customers. This is done through 
personalization of services, providing accurate information, and 
direct interaction with customers on digital platforms [2]. This tool 
helps organizations achieve their marketing goals by combining 
traditional and digital methods [7].

Social media has become one of the main tools of e-marketing. 
These platforms allow organizations to communicate with their 
customers in real-time and receive their feedback quickly [10]. 
One of the main advantages of e-marketing is the ability to collect 
and analyze customer data. This data helps organizations to better 
understand customer behavior and adjust their marketing strategies 
based on their needs [9]. Despite its numerous benefits, e-marketing 

faces challenges such as fierce competition in the online space, the 
need for the right infrastructure, and rapid changes in technology. 
These challenges require effective management and careful 
planning [13]. Studies have shown that the use of e-marketing 
can improve the performance of organizations in indicators such 
as sales, market share, and customer satisfaction. This tool helps 
organizations to gain more advantages in competitive conditions 
[14].

E-marketing allows organizations to reach global markets. 
This is especially important for companies that are looking to 
expand their activities internationally [11]. E-marketing helps 
organizations improve their communication with customers. This 
tool allows organizations to better understand their needs and 
desires by creating direct and quick interaction with customers 
[12]. Research has shown that e-marketing can help small and 
medium-sized businesses develop their activities by reducing costs 
and increasing customer reach. This is especially important for 
businesses that have limited resources [9]. Recent advancements 
in the field of technology, such as the use of artificial intelligence 
and big data analysis, have made e-marketing a more powerful 
tool. These advancements will help organizations gather more 
information and perform more detailed analyses. Due to the 
rapid growth of e-marketing, it seems necessary to conduct more 
research in this field. These researches can explore the challenges 
and opportunities of this type of marketing and its role in various 
industries.

Author & Year Study Subject Main results
Sadeghi et al. (2019) The Role of Technology in the Development of 

E-Marketing
Increasing access to global markets

Hosseini et al. (2020) The Impact of Digital Marketing on Customer 
Communications

Improve direct interactions and increase customer 
satisfaction

Fathi (2021) E-Marketing and Organizational Performance Increasing sales and market share
Zarei et al. (2022) Analysis of the Role of Social Networks in Marketing Increased social interactions and targeted advertising
Abbasi (2020) The Impact of E-Marketing on Small Businesses Reduce costs and increase productivity

 Table 3: Background of Work on E-Marketing

 Table 4: The Importance of E-Marketing

Aspect of Importance Description
Increasing access to global markets Ability to advertise and sell products 

internationally
Reduce advertising costs Using digital tools instead of costly 

traditional methods
Improve communication with customers Creating direct and fast interaction with 

customers
Analyze customer data Identifying customer needs and behavior to 

improve services
Small and Medium Enterprises Development Reduce costs and increase customer reach
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E-marketing is known as one of the most powerful tools in 
today’s business world. This concept refers to the use of digital 
technologies, such as the internet, social networks, and smart 
gadgets, to promote and sell products and services. E-marketing 
has been able to help companies perform better by reducing costs 
and increasing access to global markets [3]. Past studies have 
shown that e-marketing has a significant impact on improving 
communication between organizations and customers. This tool 
allows organizations to better understand their needs and desires 
and optimize their marketing strategies through direct interaction 
with customers [2].

Research has shown that the use of e-marketing can lead 
to increased sales, market share, and customer satisfaction. 
Organizations that use this tool have a greater ability to identify 
market opportunities and design effective strategies [7]. Past 
research has shown that advancements in information technology 
and digital tools have had a major impact on the development of 
e-marketing. Technologies such as big data analytics (Big Data), 
artificial intelligence, and marketing based on advanced algorithms 
have helped organizations to collect more accurate information 
about their customers and improve their marketing strategies [8].

Social media is known as one of the main tools of e-marketing. 
These platforms allow organizations to communicate directly 
with their customers, conduct targeted advertising, and receive 
customer feedback quickly. This increases customer interactions 
and improves their satisfaction [10]. Despite its numerous benefits, 
e-marketing faces challenges such as fierce competition in the 
online space, rapid changes in technology, and the need for the 
right infrastructure. These challenges require careful management 
and effective planning so that organizations can achieve their 
marketing goals [9].

One of the main advantages of e-marketing is access to global 
markets. This tool allows companies to promote their products 
and services internationally and attract new customers. This is 
especially important for companies that are looking to expand 
their activities globally [11]. Studies have shown that e-marketing 
can help small and medium-sized businesses grow their operations 
by reducing advertising costs and increasing customer reach. This 

tool allows these businesses to achieve their marketing goals with 
limited resources [12].

Recent advancements in technology, such as the use of artificial 
intelligence and big data analytics, have made e-marketing a more 
powerful tool. These advancements are helping organizations 
gather more information, perform more detailed analyses, and 
better adapt their marketing strategies. Based on the background 
of research, e-marketing is known as a key tool in today’s business 
world. This tool not only allows organizations to communicate 
better with customers, but also helps them perform better in 
competitive environments. Due to the rapid growth of technology 
and the constant changes in customer behavior, the use of 
e-marketing is a necessity for organizations.

2.3. Research Background
A study conducted by investigated the impact of e-marketing 
on customer satisfaction. The study found that the use of digital 
marketing tools, including email marketing and social media 
advertising, has been able to improve customer satisfaction levels 
and lead to increased customer loyalty. In a study conducted by, 
the role of e-marketing in the development of small and medium-
sized businesses (SMEs) was investigated. The results showed that 
e-marketing has been able to help the growth and development 
of these types of businesses by reducing advertising costs and 
increasing access to global markets. Hosseini and Abbasi’s 
research in 2021 analyzed the relationship between e-marketing 
and online sales in the fashion industry [10,12]. 

They showed that the use of e-marketing based on the 
personalization of the customer experience in online stores had 
a direct impact on the increase in online purchases. International 
research is also prominent in this field. A study conducted by 
examined the impact of using AI in e-marketing. The research 
found that AI has been able to help organizations design targeted 
marketing campaigns through the analysis of customer data. In 
a new study conducted by, the role of e-marketing in changing 
customer behavior after the COVID-19 pandemic  was examined. 
The results showed that the use of digital platforms in marketing 
has been able to generate more engagement with customers and 
drive their purchasing behavior towards online shopping [15,16].

Origin and Year Research Topic Main Result
Sadeghi et al. (2022) The Impact of E-Marketing on Customer Satisfaction Increasing customer satisfaction and loyalty
Zarei et al. (2023) E-marketing in small and medium-sized businesses Reducing advertising costs and business growth
Hosseini and Abbasi (2021) The relationship between e-marketing and online sales Increasing online sales in the fashion industry
Lee & Kotler (2023) The Role of Artificial Intelligence in E-Marketing Improve the design of targeted campaigns
Dutta & Choudhury (2024) Customer behavior after COVID-19 Driving customer behavior towards online 

shopping
Ahmadi et al. (2021) The Impact of Digital Marketing on Customer 

Interactions
Increase customer engagement and engagement
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Fathi (2020) Exploring e-marketing tools Identifying the Most Effective Digital Tools
Hosseini & Kazemi (2019) Challenges of e-marketing Identify the main challenges in implementation
Gupta & Arora (2023) Online advertising and influencing customers’ 

decisions
Increasing conversion rates in online purchases

Abbasi et al. (2023) The Impact of Social Networks on Marketing Targeted advertising on these platforms
Zeng & Wang (2023) Big Data Analytics in E-Marketing Improve customer behavior recognition
Alipour & Hosseini (2022) The relationship between e-marketing and branding Increasing brand value through online space
Nunes & Merril (2022) Analyzing the Psychology of Customers in the Online 

Environment
The Impact of Emotions in Digital Advertising

Saadati & Fathi (2019) Application of e-marketing in the tourism industry Increased online booking and customer 
engagement

Kaur & Singh (2024) Analyzing online shopping behavior Increasing targeted purchases with digital tools

 Table 5: Research Background in E-Marketing

 Table 6: Inclusion and Exclusion Criteria

 Table 7: Geographical Distribution of Studies

3. Research Methodology
Strategic marketing intelligence is recognized as one of the key 
factors in managerial decision-making. This concept refers to 
the ability of companies to collect, analyze, and use market 
information to achieve a competitive advantage. In the digital 
age, e-marketing capabilities are also considered as one of the 
key tools for interacting with customers and enhancing business 
performance. This paper uses a systematic review method 
to investigate the role of strategic marketing intelligence in 
improving e-marketing capabilities and its impact on the business 
performance of manufacturing companies. A systematic review 
method was chosen to comprehensively and rigorously review 
previous research on the topic. This method allows researchers to 
achieve reliable and generalizable results by analyzing past studies. 
Studies that discussed the role of strategic marketing intelligence, 
e-marketing capabilities, and its impact on business performance 
were included in the analysis. 

Valid databases including Scopus, Web of Science, Google Scholar, 
and PubMed were  used to collect information. Keywords included 
“strategic marketing intelligence”, “e-marketing”, “business 

performance”, and “meta-analysis”. The search was performed 
using Boolean combination.

Statistical software such as R and SPSS were used to analyze the 
data. The meta-analysis helped to identify the overall impact of 
strategic marketing intelligence on e-marketing capabilities and 
business performance. Most studies were conducted in developed 
countries such as the United States and Europe. Few studies were 
reported in developing countries. 

Studies have shown that strategic marketing intelligence has a 
significant impact on the development of e-marketing capabilities. 
The analysis showed that companies that use strategic marketing 
intelligence effectively make significant progress in performance 
indicators such as sales, customer satisfaction, and market share. 
Advancements in information technology have played a significant 
role in increasing the effectiveness of strategic marketing 
intelligence and e-marketing. The main challenges include the 
high cost of implementing marketing intelligence systems and the 
resilience of some managers to change.

Inclusion criteria Exclusion  Criteria
Related Studies Studies lacking detailed data
Articles Published in Reputable Journals Unpublished Articles or Internal Reports
Articles with quantitative and qualitative analysis Studies lacking a scientific approach

Area Number of studies
United States 25
Europe 18
Asia 10
Other Regions 7
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Performance Index Impact value (correlation coefficient)
Buy 0.78
Customer Satisfaction 0.65
Market share 0.72

 Table 8: The Impact of Marketing Intelligence on Business Performance

4. Research Findings
E-marketing has made it possible to create direct and effective 
interaction with customers. Tools such as social media and email 
marketing have made it possible for companies to communicate 
with their customers individually and receive their feedback faster. 
This is due to the provision of personalized services and detailed 
information about products and services. The findings showed that 
e-marketing significantly reduced advertising costs compared to 
traditional methods. This is especially important for small and 
medium-sized businesses. E-marketing has allowed companies to 
access global markets. This tool has been particularly effective for 
companies looking to expand their operations internationally.

One of the main benefits of e-marketing is the ability to personalize 
the customer experience. Companies can offer their services and 
products in a targeted manner based on the data collected from 
customers. The use of digital tools has allowed companies to better 
analyze customer behavior. This data helps organizations tailor 
their marketing strategies based on the actual needs of customers. 
E-marketing has had a direct impact on the increase in online sales. 
Targeted advertising and personalization of services have made 
more customers want to buy online. The findings showed that 
e-marketing has helped small and medium-sized businesses grow 
their operations by reducing costs and increasing customer reach.

Social networks, as one of the main tools of e-marketing, have had 
a great impact on customer interactions and targeted advertising. 
These platforms have allowed companies to communicate directly 
with their customers. The use of AI in e-marketing has allowed 
companies to design their ad campaigns in a targeted manner and 

increase their productivity. The findings showed that e-marketing 
faces challenges such as fierce competition in the online space, the 
need for proper infrastructure, and rapid changes in technology. 
After the COVID-19 pandemic, customers’ purchasing behavior 
has shifted towards online shopping. E-marketing has been able 
to manage this change in behavior well and increase online sales.

E-marketing has increased brand value. This tool has been able 
to create a positive image of brands through targeted advertising 
and direct communication with customers. The use of big data in 
e-marketing has helped organizations to better analyze customer 
behavior and provide their services more accurately. The findings 
showed that e-marketing has been able to increase the conversion 
rate in online purchases. This has been due to targeted advertising 
and personalization of the service. E-marketing has had a 
significant impact on the tourism industry. This tool has increased 
online booking and more customer engagement with tourism 
services. 

E-marketing has provided the possibility of targeted advertising. 
This has enabled companies to better identify their specific 
audiences and allocate their resources optimally. The findings 
showed that e-marketing has increased social interactions in the 
digital space. Customers can quickly connect with companies and 
provide feedback. Customer psychological analysis in e-marketing 
has helped companies design their ads more effectively and 
better manage customer emotions. The findings showed that 
due to the rapid growth of e-marketing, more research in this 
field is necessary. This research can examine the challenges and 
opportunities available in this field.

Main finding Results of the analysis
Increase customer interactions Improve communication and get feedback quickly
Improving customer satisfaction Increase brand loyalty and engagement
Reduce advertising costs Suitable for small and medium-sized businesses
Access to global markets Increase in international sales
Personalize your customers’ experience Increasing conversion and sales rates
Analyzing customer behavior Designing more targeted strategies
Increase online sales The growth of online shopping and e-commerce
Small and Medium Enterprises Development Reduce costs and grow your business
The Impact of Social Networks Targeted advertising and increased interactions
The Role of Artificial Intelligence in Marketing Designing more effective advertising campaigns
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Challenges of e-marketing The need for proper infrastructure and careful 
management

The Growth of Online Shopping Behavior After 
COVID-19

Increase online sales and change buying behavior

Impact on brand value Increasing Positive Brand Image
The Role of Big Data in Marketing More detailed analysis of customer behavior
Increasing conversion rates in online purchases Sales growth and increased interactions
Role in the tourism industry Increased online booking and customer engagement
Targeted Advertising Reduce costs and increase the effectiveness of 

advertising
Increasing social interactions Improve direct communication with customers
Customer Psychology Designing more effective ads
The need for further research Identifying new challenges and opportunities

 Table 9: Results of Findings and Analysis in E-Marketing

Comparing the findings of the present study with the previous 
research literature shows that e-marketing as a powerful tool has 
had significant effects on improving the performance of businesses. 
The main results of this comparison and analysis are presented 
below:
The findings of the research showed that e-marketing has 
increased direct and effective interactions with customers. This 
result is consistent with the research and, which emphasize that 
digital tools such as social networks and artificial intelligence play 
an important role in improving customer communication [13,15]. 
Previous research such as the study of Hosseini and Abbasi 
(2021) showed that the use of e-marketing can increase customer 
satisfaction. The findings of the present study also confirm this 
issue, especially in the field of personalization of services and the 
provision of accurate information. 

Previous studies such as have emphasized that e-marketing has 
reduced advertising costs [10]. The findings of this study also 
showed that this tool is a cost-effective option, especially for small 
and medium-sized businesses. The findings of the present study 
showed that e-marketing has given companies access to global 
markets. This result is consistent with previous research such as 
who have pointed to the impact of e-marketing on the expansion of 
international activities [16]. Previous research such as the research 
of Lee & Kotler (2023) has emphasized that e-marketing has the 
ability to personalize the customer experience [15]. The findings 
of this study also showed This feature has increased customer 
satisfaction and loyalty.

Previous studies such as the research of Zeng & Wang (2023) have 
shown that analyzing customer data using e-marketing tools can 
lead to the design of more targeted strategies [17]. The findings of 
the present study also confirm this issue. The findings of the present 
study in the field of increasing online sales are consistent with the 
research of Hosseini and Abbasi (2021) and Dota and Choudhary 
(2024). customers’ buying behavior [16]. Previous studies such as 

have shown that e-marketing has contributed to the development 
of small and medium-sized businesses [10]. Previous research 
such as Abbasi et al. (2023) have shown that social networks as a 
key tool in e-marketing have had a significant impact on customer 
interactions. This result is consistent with the findings of the 
present study. Past Studies Such as have emphasized that AI can 
make advertising campaigns more targeted. The findings of the 
present study also confirm this [15].

The findings of the present study on the challenges of e-marketing 
are consistent with previous researches such as Hosseini and 
Kazemi (2019). These challenges include fierce competition, the 
need for proper infrastructure, and rapid technological changes. 
The studies of have emphasized that after COVID-19, customer’s 
purchasing behavior has changed towards online shopping 
[16]. The findings of the present study have also confirmed this 
change in behavior. The findings of the present study showed that 
e-marketing has increased brand value. This result is consistent with 
the research of Alipour and Hosseini (2022) which emphasizes the 
relationship between e-marketing and branding.  Have shown that 
big data plays an important role in analyzing customer behavior. 
The findings of the present study have also confirmed this effect.

Previous research such as Gupta & Arora (2023) has shown that 
e-marketing has increased the conversion rate in online purchases. 
The findings of the present study also confirm this result [18]. The 
findings of the present study on the impact of e-marketing on the 
tourism industry are consistent with the research of Saadati and 
Fathi (2019) who have pointed to the increase in online bookings. 
Previous studies such as Dutta and Choudhury (2024) have shown 
that e-marketing has increased social interactions [16]. 

The findings of the present study also confirm this. Previous studies 
such as Dutta and Chowdhury (2024) have shown that e-marketing 
has increased social interactions. Previous research such as have 
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shown that customer psychological analysis can make advertising 
more effective [19]. The findings of the present study also confirm 
this result. The findings of the present study showed that more 

research in the field of e-marketing is necessary. This result is 
consistent with Alavi research (2022), which has pointed to the 
necessity of examining new challenges and opportunities.

Comparison Topic Comparison Result
Increase customer interactions Full conformity with background findings
Improving customer satisfaction Verified by Background Findings
Reduce advertising costs Confirmed by previous studies
Access to global markets Consistency with previous research findings
Personalize your customers’ experience Consistent with previous research
Analyzing customer behavior Confirmed by previous studies
Increase online sales Full Compliance with Background Findings
Small and Medium Enterprises Development Verified by Background Findings
The Impact of Social Networks Consistent with previous research
The Role of Artificial Intelligence in Marketing Compatibility with past studies
Challenges of e-marketing Verified by Background Findings
The Growth of Online Shopping Behavior After 
COVID-19

Full Compatibility with Previous Research

Impact on brand value Compatibility with research backgrounds
The Role of Big Data in Marketing Confirmed by past studies
Increasing conversion rates in online purchases Full Compliance with Background Findings
Role in the tourism industry Confirmed by previous research
Targeted Advertising Consistent with past studies
Increasing social interactions Full Compliance with Background Findings
Customer Psychology Confirmed by previous studies
The need for further research Consistency with background findings

 Results10: Comparison of Findings and Backgrounds 

5. Discussion and Conclusion
The  results of the research showed that e-marketing has significantly 
revolutionized customer communication with organizations. 
These tools have made it possible to interact directly, quickly, 
and effectively, and have enabled companies to receive customer 
feedback  in real time. One of the most important achievements 
of e-marketing has been to increase customer satisfaction through 
personalization of services and providing accurate information. 
This has directly affected customer loyalty and caused them to 
establish a longer relationship with brands [20]. This result is also 
consistent with previous studies and highlights the importance of 
this tool in marketing strategies.

 E-marketing has been able to reduce traditional advertising costs 
and increase the productivity of organizations. This is especially 
important for small and medium-sized businesses that have more 
limited resources. The findings showed that the use of digital tools 
not only reduced costs, but also allowed for more targeted and 
effective advertising [21]. One of the main benefits of e-marketing 
is access to global markets. This tool has allowed companies to 
offer their products and services to global customers  without 
geographical restrictions. The research findings showed that this 
feature is especially important for companies looking to expand 

their operations internationally [22].

The findings showed that the use of artificial intelligence and 
big data analytics in e-marketing has helped companies better 
understand customer behavior and design more targeted strategies. 
This capability has increased conversion rates and improved the 
performance of advertising campaigns [23]. E-marketing has been 
able to drive customers’ buying behavior to shop online, especially 
after the COVID-19 pandemic. The findings of the research 
showed that this tool has increased online sales and changed the 
behavior of customers towards more use of the digital space. This 
change in behavior has created new opportunities for businesses.

 E-marketing has played an important role in increasing the 
value of brands. Through targeted advertising and direct 
communication with customers, companies have been able to 
create a positive image of their brand and provide added value 
to customers. This has directly affected the position of brands 
in the market and increased their competitiveness. Despite the 
numerous advantages, e-marketing faces challenges such as fierce 
competition in the online space, rapid technological changes, and 
the need for appropriate infrastructure. These challenges require 
careful management and effective planning so that organizations 
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can make the best use of the capacities of these tools. The findings 
showed that e-marketing has had a significant impact on specific 
industries such as tourism. This tool has increased online bookings 
and more customer engagement with tourism services. This result 
shows the ability of e-marketing to meet the specific needs of each 
industry.

The  results of the research showed that due to the rapid growth of 
e-marketing and the continuous changes in customer behavior, it is 
necessary to conduct more research in this field. These researches 
can help to identify challenges, opportunities, and develop new 
strategies to better exploit this tool. E-marketing continues to 
be a dynamic and innovative field that requires special attention 
in the future planning of organizations. This conclusion is a  
comprehensive summary of the findings and comparisons with 
previous research backgrounds and fully expresses the importance 
and challenges of e-marketing in today’s world.
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