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Abstract
Theoretical background: The transformation of marketing that has been taking place for the last 150 years 
involves the gradual change of its concept, strategy and operational activity models to meet the manifested 
challenges and the future development trends. The main factors that determine the evolutionary change in 
corporate marketing include the development of production technique and technology, organization and 
management processes, and the monetization of goods and services. Another factor includes changes in 
the environment of enterprises, primarily related to the processes of globalization and to the behaviour, 
tastes and preferences of consumers. Paradoxically, having affected almost the entire globalized world, the 
COVID-19 pandemic has become the catalyst for the processes of marketing transformation. The impact of 
these factors on marketing was the basis for distinguishing four stages in its development, i.e. Marketing 
1.0, 2.0, 3.0, and 4.0. This classification is parallel to the one related to industrial revolutions described as 
Industrial Revolution 1.0, 2.0, 3.0, and 4.0.
Purpose of the article: The identification of the main factors of the corporate marketing transformation 
and the assessment of their impact and effects on the changing ideas, tools and forms increasingly based 
on digitization and artificial intelligence.
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Research methods: The author was motivated to undertake the research in question by the lack of systematic 
and comprehensive studies capturing the impact on marketing of the effects of industrial revolutions and 
the deriving changes in the corporate environment and the preferences and tastes of consumers, as well 
as the COVID-19 pandemic. The author used the previous research findings included in various studies 
(periodical, thematic and online) and conducted their critical analysis and synthesis, and supplemented 
those with his own reflections. The result of the above was the formulation of a thesis about a close re-
lationship between the development of the techniques and technology of manufacturing, changes in the 
macro environment of entities as well as the needs and tastes of consumers, and the COVID-19 pandemic 
and the evolution of marketing. 
Main conclusions: Over the last 150 years there have been revolutionary changes in the corporate market-
ing. The main drivers of change included four industrial revolutions, the transformation of the corporate 
environment as well as of consumer needs and preferences, and the COVID-19 pandemic. They resulted 
in the gradual development of marketing from the stage defined as Marketing 1.0 through 2.0, 3.0 to 4.0. 
This last stage is taking place today and is characterized by a plethora of innovative forms. It has been 
subject to further transformations together with the progress in the implementation of inventions related 
to the Industrial Revolution 4.0.

Introduction

The civilizational development of societies is conditioned by the progress in sci-
ence and its effective application to the production of goods and services. Innovative 
techniques and technologies determined the transition to its subsequent, higher stages 
called “industrial revolutions”. Their dividing line was marked by the breakthrough 
inventions: steam as the driving force in Industrial Revolution 1.0, electricity in 
Industrial Revolution 2.0, computers, the Internet, mobile phones and automation 
in Industrial Revolution 3.0. Their development and the wide inclusion of big data, 
cloud computing, virtual and augmented reality, block chain, cyber-physical devices, 
3D printing, autonomous devices for production, transport and communication and 
various forms of application of artificial intelligence, determined the transition to 
the Industrial Revolution 4.0.

Parallel to these processes, there was a transformation of marketing tools, forms 
and strategies providing ground to identify Marketing 1.0, Marketing 2.0, Marketing 
3.0 and Marketing 4.0. The engagement of increasingly sophisticated digital tools 
and artificial intelligence in marketing efforts was accompanied by a shift of focus 
from product to consumer. In response to changes in the environment and consumer 
behaviour, companies began to include the cultural, social, spiritual and environ-
mental aspects in the form and content of their offers. Increasingly, companies treat 
consumers as equal partners and involve them in the processes of designing and 
creating products strictly tailored to their individual needs and tastes. They also try 
to anticipate future trends and prepare to meet emerging challenges. The COVID-19 
pandemic has been a factor that has significantly accelerated the digitization of mar-
keting. The pandemic has resulted in an extraordinary increase in the importance 
of online contacts, skills, experience and the scope of using innovative information 
and communication techniques by consumers and by companies. With a high degree 
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of probability, it can be assumed that even after the pandemic has subsided, this 
trend will continue as a result of the continuous improvement and development of 
the tools used, and above all, artificial intelligence, as it significantly increases the 
added value of companies and consumers. It seems that it will be possible to talk 
about intelligent marketing in the near future.

Marketing development stages – the impact of industrial revolutions

Revolutionary transformations in the technique and technology of production 
constitute the most important factor of changes, practically in all areas of the economy 
and the existence of societies. Their appearance preceded, outlined and determined 
the nature of economic, social, cultural and political phenomena. Breakthrough 
innovations marked subsequent stages in the development of material and spiritual 
culture of societies, classified, as mentioned in the introduction, as Industrial Rev-
olutions 1.0, 2.0, 3.0 and 4.0 (Schwab, 2016; Prisecaru, 2016, pp. 59–60; Petrillo 
et al., 2018; Rymarczyk, 2020, pp. 187–192; Ghobakhloo, 2018, pp. 924–929; Al 
Mulhim, 2021, pp. 1355–1365). Following such a general division, similar ones are 
made in particular spheres of material functioning of societies, including market-
ing. Its individual stages of development, i.e. Marketing 1.0, 2.0, 3.0 and 4.0, were 
determined by differences in both their content and the applied forms (Kotler et al., 
2017; 2019, pp. 140–150; Jara et al., 2012, pp. 854–857; Hilker, 2022; Andhyka, 
2020, pp. 50–52; Łukowski, 2017, pp. 190–202) (Table 1).

Table 1. Marketing concept development stages

Stage Time range Characteristics

Marketing 1.0
1760–1914  
(Industrial  
Revolutions 1.0 & 2.0)

product focus; traditional information channels; one-way flow of infor-
mation; passive role of customers; marketing mix strategy

Marketing 2.0
1970–2010  
(Industrial  
Revolution 3.0)

customer focus; product differentiation and positioning; modern infor-
mation channels (Internet, mobile phones); two-way direct commu-
nication; activated role of customers in the creation of products; 4C 
marketing strategy (customer solution, customer cost, communication, 
convenience)

Marketing 3.0
2010–2019  
(Industrial  
Revolution 4.0)

customer welfare is the highest law; treating the client as a human 
being with mind, heart and spirit; value based strategy; development 
of information and communication techniques; the great importance 
of social media; cooperation stakeholders employees and customers 
for social welfare; social and environmental responsibility of business

Marketing 4.0
2019 – present 
(Industrial  
Revolution 4.0)

widespread digitization of marketing; increased use of the Internet of 
Things and services, big date, cloud, computing, 3D, printing, aug-
mented reality and artificial intelligence; focus on knowledge about 
clients, their habits, emotions and creativity; adjusting the strategy and 
marketing tools to the predicted market trends

Source: Author’s own study based on the literature on the subject. 
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The first stage in the development of marketing, i.e. Marketing 1.0, is associated 
with the first and second industrial revolution, which date back to the second half of 
the 18th and the first half of the 19th centuries, or to 1870–1914, to be exact. The use of 
new sources of energy, i.e. steam, and later electricity and machines, enabled the mass 
production of standardized products. Producers focused on achieving large-scale pro-
duction and reducing its unit costs (Basyazicioğlu & Karamustafa, 2018, pp. 623–626). 
Henry Ford’s use of assembly line production of cars was the most representative of this 
idea. The customer played a passive role in this system, limited to the decision to buy 
what the manufacturer provided. Over time, the number of manufacturers of alternative 
products grew rapidly and the low cost strategy was supplemented with a strategy of 
high quality products and their differentiation. Increasing fierce competition meant 
that manufacturers began to look for new ways to reach more customers. The focus 
on the product was enriched with new forms of sales, where the fundamental role was 
played by aggressive advertising and promotion. However, it was noticed that exces-
sive advertising misleading consumers caused a loss of their trust. Providing accurate, 
truthful information about the product and care for customer satisfaction was more 
profitable in the long run. Companies segmented customer groups, selecting the most 
important ones and providing them with products that best met their physical needs. 
Communication with consumers continued to be one-way, which meant maintaining 
their passive role in the creation of the value chain.

The concept of Marketing 2.0 was implemented in practice in the late years of the 
Industrial Revolution 3.0, commencing in the 1970s and, as it was assumed, ending 
in 2010. The development of modern information and communication technologies, 
among which the Internet plays the most important role, intensified the processes of 
globalization (Goldfarb & Tucker, 2017; Gillpatrick, 2019, pp. 142–146). There was 
an extremely dynamic growth in international trade and foreign direct investment. 
Many places around the world saw an abundant supply of similar goods meeting 
the same consumer needs. At the same time, there was an increase in the purchasing 
power and education of consumers that resulted in the diversification of motives and 
greater awareness when selecting offers. In comparison to the past, and apart from 
the functional value of the product, the decision on its purchase was increasingly 
based on emotional considerations. Companies understood that they had to change 
their sales strategy from the one based on the customers’ belief of being provided 
with the right quality products, at the right price, in the right way and at the right 
time, to a strategy of strong two-way relationships between companies and customers 
(Mazurek & Zach, 2018; Tobiasz & Szymański, 2018; Woźniak, 2018). The deter-
minant of the company’s marketing activities was not its perspective as a seller, but 
as the buyer. The Internet and smartphones became the most important means of 
communication with customers. Social media on digital platforms enable dialogue 
with customers, strict adaptation of products to their needs and tastes, i.e. mass 
customization of products and their co-creation, i.e. the participation in the process 
of designing and manufacturing products. Consumers involved in the processes of 
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creating and promoting a given brand, called “prosumers” (a portmanteau word 
combining “producer” and “consumer”) are an important element of the marketing 
strategy of companies, contributing to the growth of their sales.

In the next concept of marketing, i.e. Marketing 3.0, which occurred in 2010–
2019, i.e. in the first years of the Industrial Revolution 4.0, consumers are treated not 
only as potential customers, but, first of all, as people driven not only by mind but also 
emotions, having not only physical but also spiritual needs (Erragcha & Romdhane, 
2014, pp. 138–140). Self-realization, creativity, social and ecological sensitivity, the 
need to integrate with the environment, to have the customers’ individual aspirations 
recognised and accepted are the values that are strongly taken into account in the 
marketing activities of companies that try to create the image of socially responsible 
organizations that follow the principles of corporate governance formulated in their 
regulations and provisions of various international organizations, sensitive to environ-
mental protection and social and individual well-being. The humanistic and cultural 
image of the brand becomes a priority in its popularization. The companies’ staff, 
owners, suppliers, investors, financing institutions, shareholders and other stakehold-
ers, and above all consumers, are involved in these activities. Even to a greater extent 
than it was in Marketing 2.0, consumers participate in the creation of products that 
meet not only the functional criteria, but also their spiritual needs. Marketing that is 
collaborative, transparent, consistent and based on humanistic values is the core of 
its new idea called “Marketing 3.0” (Pacut, 2020; Lisowski, 2018).

The continued dynamic development of information and communication technol-
ogies and the application of artificial intelligence, the intensification of global com-
petition, changes in consumer behaviour, the growing servicisation of societies and 
COVID-19 pandemic outbreak resulted both in the growing importance of directions, 
forms and scope of activities represented by Marketing 3.0 and the appearance of new 
ones. This gave rise to the identification of a new phase in its development, i.e. Mar-
keting 4.0 for which 2019 was used as the starting date (Kotler et al., 2017; Dejnaka, 
2020, pp. 19–25; Ungerman & Dedkowa, 2019, pp. 5–7; Yuan, 2020; Hollensen, 2001; 
Mazurek & Zach, 2018, pp. 27–52). There is a parallel here to the Industrial Revolution 
4.0, the essence of which was the improvement of inventions from the previous indus-
trial revolution and the emergence of new ones. Cheaper and more sophisticated tools, 
above all, the Internet of Things, digital platforms and artificial intelligence have greatly 
increased the role of social media as communication channels between companies and 
consumers and other stakeholders (Urbach, 2019, pp. 19–21, 31, 44). The number of 
their active participants and views has increased dramatically. The dialogues between 
them and with companies have become visible to many millions of people around the 
world and have been influencing their opinion about companies, their products and 
making purchasing choices. The combination of the profit paradigm with the humanism 
paradigm has become the salient point of companies’ marketing activities.

Marketing 4.0 is based on the experience of previous marketing development stages 
and combines the offline activities with the online ones. In particular, as in the case 
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of Marketing 3.0, the focus of its attention is the consumer, as a person representing 
humanistic aspirations and desires, as well as physical needs and emotions. Marketing 
4.0 focuses on the largest possible level of meeting these needs of consumers and other 
stakeholders of the company and assessing the degree of their satisfaction. With the 
help of appropriate devices, direct interaction of consumers with the offered products 
is ensured in real time (Vassileva, 2017, pp. 48–51; Basyazicioğlu & Karamustafa, 
2018, pp. 627–633; Nosalska & Mazurek, 2019, pp. 10–18). Using their smart phones, 
they can obtain information on product features and make purchases by scanning the 
matrix barcode, radio frequency identification (RFID) and near field communication 
tags (NFC). Improving the flow of information and diversifying its channels (omni-
channel) results in consumers making more informed choices, confronted with the 
opinions of other network participants, and increasing their share in the development 
of personalized products that can be designed and prepared without the participation 
of a third party, using 3D printing technology (Maciejewski, 2012, pp. 101–121; Buttle 
& Maklan, 2015). Previous marketing activities aimed at the optimal adjustment of the 
offer to the consumer demand of that time have been supplemented by forecasting the 
future development of the demand and the appropriate modification of the offer. The 
forecasts concerning the future trends are based on detailed marketing research related 
to the changes in the consumers’ awareness and behaviour as well as in the changes in 
the direct and more distant environment. The large collections of data and their cloud 
processing performed with the application of artificial intelligence significantly improve 
the realism of the forecasting processes.

The impact of changes in the corporate environment

The second stimulator of changes in marketing were changes in the environment 
of enterprises (Kumar, 2018; Kadirov & Varey, 2010, p. 372; Kumar & Christodou-
lopoulou, 2014, pp. 37–40) (Table 2). 

These include depleting natural resources and environmental degradation. Com-
panies are under the pressure of diminishing resources of fossil fuels, i.e. gas, crude 
oil, and coal, and their use is associated with the emission of gases harmful to humans 
and other organisms, as well as climate warming and its catastrophic consequences 
in the current and long-term perspective. Abusive management of forest resources, 
overexploitation of arable areas, disappearance of various species of animals and 
plants constitute other effects of reckless activities of companies. These phenome-
na increase the costs of the companies and, at the same time, remain under strong 
pressure from consumer groups demanding changes in their behaviour. In response 
to these challenges, companies are taking steps to reduce the use of consumables 
and raw materials, apply renewable energy sources, create environmentally-friendly 
technologies and components, and recycle or even produce in a closed loop. In the 
mass media, on social platforms, they present themselves as companies that care for 
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the environment and manufacture ecological products. The labels of goods of many 
companies contain information that they were produced from the recycled material. 
The companies aim these advertising and public relations activities at gaining the 
trust of consumers and persuading them to buy the products on offer.

Table 2. The impact of changes in the environment of enterprises on their marketing
The division 

criterion Description

Natural 
factors

depletion of natural resources; environmental degradation; global warming; the disappearance 
of animal and plant species; soil erosion; natural disasters; pandemics (“Spanish” flu, “bird” flu, 
SARS, “swine” flu, Ebola, COVID-19); wars and local conflicts

Economic 
factors

globalization and regionalism; competition; changes in the economic situation; increase in prices 
of raw materials and materials

Legal factors

laws on environmental protection; regulations concerning hygiene and safety at work of machines 
and devices; sanitary and phytopathological regulations; restrict or prohibit the use of certain 
ingredients in foods; recycling regulations; restrictions on the use of certain advertising and 
promotion measures 

Socio-psy-
chological 
factors

changes in customer preferences; increase in education and income of the population; increased 
knowledge of new information and communication technologies; increase in customer require-
ments regarding quality, delivery time, price and service; preferring personalized products that 
meet social, ecological, health and ethical criteria; expectation of promotional benefits

Source: Author’s own study based on the literature on the subject.

The changes in the applied marketing strategy are also influenced by macro- and 
microeconomic factors. The high pace of economic growth, investment and consump-
tion related to the favourable economic situation translate into an increase in income, 
prices, consumption and investment expenditure of companies and households. The 
changes in demand concern not only basic consumer goods, but also a shift towards 
the demand for higher-level and luxury goods. Companies need to adapt their market-
ing efforts to these changes. The multi-channel information transfer using innovative 
means of communication and promotion is varied and adapted to the current and 
predictable shopping preferences of customers. The increased income of companies 
allows to allocate more funds to marketing, employing high-quality specialists and, 
consequently, increasing its effectiveness.

Economic downturns and crises may have an adverse effect on marketing activ-
ities. Corporate bankruptcies, the growth of unemployment, and inflation will lead 
to a decline in a real household income and a greater concentration of spending on 
basic necessities. The income of companies as well as advertising and promotion 
expenses will also decrease, as their tools must be applied selectively in accordance 
with the changed situation and targeted at the most promising customer groups 
(Nikbin et al., 2021).

Another very important factor that prompts companies to reorient their marketing 
activities involves changes in consumer preferences (Kumar, 2018; Kovanovienė 
et al., 2019). Increased income, better education, common use of mobile means of 
communication, demographic changes, the need for authenticity, changes in the ways 
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of spending income, increasing environmental awareness and sensitivity to environ-
mental protection and ethical considerations, new quality of social visions, valuing 
experiences over products, increasing knowledge of new technologies and IT tools, 
a preference for personalized products and openness to changes constitute a rich 
set of features that characterize contemporary consumer communities. They cause 
a profound change in the profile of consumers and the necessity to apply marketing 
measures that differ significantly from traditional ones. They are predominantly based 
on IT media, personalized, taking into account social, environmental, health-related 
and ethical conditions, significant knowledge and experience of customers and an 
increase in their requirements for quality, functionality, price, reliability, speed of 
delivery, user friendliness and the level of after-sales services. It is also common for 
customers to expect various promotional benefits.

Competition is the factor that forces companies to constantly change their be-
haviour in all spheres of their activity, including marketing. A company is competitive 
if it has the ability to manufacture and sell products whose price, quality and other 
product values are more attractive than those proposed by the competition (Kisiel, 
2005, p. 15). Radical changes taking place in the processes of production, distribution, 
information and communication under the influence of the Industrial Revolution 4.0 
caused a change in the paradigm of competitiveness. There was a departure from 
the traditional approach to competitiveness represented by Porter, that assumed the 
possibility of a company applying one form of competitiveness at a time, i.e. either 
low-cost strategy or high quality or market niche (Porter, 1992). The new paradigm 
of competitiveness assumes the possibility of simultaneous use by the company of 
all three strategies. Autonomous or semi-autonomous cyber-physical devices are 
able to manufacture high-end products at a low cost due to the elimination of a large 
number of employees. On the other hand, thanks to 3D printing technology, products 
with such features can be personified and delivered to consumers in market niches. 
The new paradigm of competitiveness is affirmed in the information and advertising 
channels of companies that meet its criteria.

In all countries, corporate marketing is influenced to varying degrees by govern-
ment regulations (Kumar, 2018, pp. 7–8). They most often relate to advertising that 
applies sexual content, children, promotion of the consumption of alcohol, smoking 
cigarettes and taking drugs, dissemination of racist or sexist content, discrediting 
competitors’ products or emphasizing one’s own advantage over a specific product 
of another company. Restrictions can be used not only for the social good, but also 
to achieve other goals, such as restricting imports, for example. Hence, in the past, in 
Japan, foreign companies could only advertise their products in the language of their 
own country. Official requirements regarding the composition of a given product, 
certain substances used as its components, which are to be allowed in some countries 
and forbidden in others, such as formaldehyde used as a preservative in the USA 
and banned in Japan, force companies to adapt their products to local requirements. 
Various international regulations related to the safe operation of devices and vehicles 
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and their impact on the natural environment operate in a similar way. This applies 
in particular to the permissible exhaust emission standard. In such cases, global 
marketing must be modified and replaced with a dual local and global strategy. 
Also, certain forms of trade, such as franchising, are subject to restrictions in many 
countries, and e.g. door-to-door trade is prohibited in China. The activities of sharing 
economy companies such as Uber or Lyft are subject of restrictive regulations of the 
governments of many countries. Although changing regulations force companies to 
modify their strategies and marketing activities, thus, constituting additional costs, 
they also protect those companies from unfair competition and protect consumers 
from harmful corporate practices.

Impact of the COVID-19 pandemic

The outbreak of the COVID-19 pandemic at the end of 2019 had a drastic negative 
impact on the economies and societies of the vast majority of countries in the world. 
The more the countries were involved in the global system of creation of values, the 
more they felt the effects of this natural disaster. There was a temporary collapse in 
global production of many goods due to the disruption of supply chains, increased 
unemployment, inflation, a decline in human income and company profits. Restric-
tions on the cross-border and internal movement of people as well as the restrictions 
related to the presence of more than a certain number of people in one place, the need 
to maintain a social distance, ban on gatherings, lockdown in the catering, hotel and 
entertainment, transport and other industries were introduced for sanitary reasons to 
a different extent in individual countries. This resulted in the suspension or limitation of 
production in many workplaces and the need to work remotely, where such a form was 
possible. It was estimated that in 2020, as a result of the COVID-19 pandemic, world 
trade decreased by 30% and foreign direct investment by 30 to 40% (Kilic & Marin, 
2020, pp. 13–16). In order to survive, companies reduced their marketing expenses 
sometimes to a drastic extent (Hillier, 2021). This was especially true when regarding 
such traditional forms of marketing as newspapers, magazines, leaflets, banners and 
illuminated advertisements. Isolation, limited contact with other people and remote 
work and learning resulted in an enormous growth of the importance of communication 
through digital media. Marketing found itself among those industries that underwent 
the greatest transformation from traditional to digital techniques of operation.

COVID-19 significantly accelerated the digitization of marketing and became 
a catalyst for its innovative changes. The situation determined by the pandemic 
transformed the behaviour of consumers – there was a dramatic turn towards e-com-
merce, an increase in shopping at one-stop-shop retailers, focus on the purchase of 
goods of local and personalized brands. Meanwhile, many companies reduced their 
expenses for traditional marketing, made staff reductions and developed innovative 
marketing strategies that were adapted to these new phenomena in consumer be-
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haviour as closely as possible (Hoekstra & Leeflang, 2020, pp. 2–9; Nikbin et al., 
2021; Ritter & Petersen, 2020, pp. 215–220; Sirkeci, 2020, pp. 2–5; Sterne, 2017; 
Corsaro et al., 2021; Khalled et al., 2020, pp. 832–835; Sheth, 2020, pp. 280–282; 
Kamel, 2021, pp. 37–41; Tao et al., 2022). Generally, their activity was based on 
increasing the scale and diversity of the use of digital marketing tools. This con-
cept refers to the activities of companies aimed at persuading consumers to buy 
their goods or services using digital media such as the Internet and mobile phones. 
The most frequently used tools and related types of marketing include (Ayuash & 
Gowda, 2020, pp. 226–228; Ungerman et al., 2018, pp. 137–140; Khan & Nawaz, 
2021, pp. 33–36; Sharma, 2020, pp. 1476–1478; Bapat, 2018, pp. 58–62; Smolucha, 
2017, pp. 120–131; Yusoff, 2019, pp. 724–725; Kang & Kim, 2018, pp. 2370–2372)  
(Table 3):

Table 3. Types of modern marketing tools

Type Characteristic
Social media marketing Use of online platforms such as Facebook, Twitter, Instagram, YouTube, TikTok.
E-mail marketing Information is sent online to the fixed or mobile devices of potential customers.
Search engine optimization 
marketing (SEO)

It consists in increasing the visibility in organic search results for specific keywords, 
which makes it easier to obtain information about the product.

Video marketing It is providing customers with content about the product in the form of short films.

Affiliate marketing It is when company transmits a link to its website to affiliates in order to perform 
certain marketing activities on its behalf.

Influencer marketing It means promoting the company’s products by paid celebrities.

Content marketing It is an approach to marketing that focuses on the creation and delivery of high-value 
content through online platforms, e-mails and blogs.

Source: Author’s own study based on the literature on the subject.

– social media marketing. It is one of the most popular and effective forms of 
marketing. It involves the use of online platforms such as Facebook, Twitter, Ins-
tagram, Snapchat, YouTube, Pinterest, TikTok and many others for advertising and 
promotion. It is estimated that around 3 billion people worldwide visit the website of 
these platforms. It is believed to be the most powerful marketing tool in a pandemic 
as people have much more free time, spend it at home, and prefer to shop online for 
products traditionally purchased in-store, 

– mobile marketing is based on mobile devices such as smartphones and tablets. 
Companies contact owners of these devices on their websites, via e-mail, SMS, 
MMS, social media and various applications. It is also a very effective form of 
marketing, because the content provided can be personalized and related to time 
and location, i.e. delivered at the time considered by the companies as optimal and 
to the consumer located at a certain distance from the company. It is possible to 
reach a huge number of consumers as it is estimated that 80% of Internet users own 
smart phones (Bapat, 2018, p. 62),

– e-mail marketing is a segment of Internet marketing. Information is sent online 
in the form of e-mails to fixed or predominantly mobile devices. It may include con-
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tent targeted at specific groups or individuals and offer special product promotions, 
e.g. for birthdays. It is a very common means of advertising, maintaining constant 
contact with customers and their loyalty,

– search engine optimization (SEO) marketing, also known as web positioning. 
It is the process of increasing the visibility in organic search results for specific 
keywords, which translates into increased quantity, quality of traffic on websites 
by optimization of a specific search engine. Such improvement makes it easier for 
users to find information about the product and possibly make a decision to buy it,

– video marketing provides consumers with content in the form of short films 
aimed at strengthening the brand image or promoting a new product or service 
through various channels (social media, websites, video services such as YouTube, 
TikTok, Vigo, Video). Video blogs, webinars (online training), product video reviews 
and video tutorials belong to the forms of video marketing that are used most often,

– affiliate marketing is a form similar to common sale. The advertiser delegates 
the performance of marketing activities to affiliated entities by providing them with 
a link to their website. Each time a consumer visits the company’s website or pur-
chases its product, it pays the partner a fixed amount of commission. In this way, it 
increases the range of activities and reaches new customers,

– influencer marketing means promoting a company’s products by paid celebri-
ties. Most often they are artists, popular sportsmen, actors, singers and dancers who 
advertise fashion, cosmetics, jewellery, etc. on television and on social networks,

– relationship marketing is also called “partnership marketing” or a “tie-in 
marketing” and is based on building lasting relationships with customers using 
various digital marketing tools, which have already been mentioned. Communi-
cation with them is based on dialogue, providing a personalized offer, tailored to 
the known needs and tastes of consumers. For this purpose, companies often use 
software such as customer relations management (CRM) or customer experience 
management (CXM),

– content marketing is an approach to marketing that focuses on the creation 
and transmission of high-value content. Social media platforms, e-mails and blogs 
are most often used for this purpose. The content conveyed must meet the criteria 
of reliability, credibility, usefulness, uniqueness, personification and optimization 
of the message. The message is addressed to consumers with significant knowledge, 
experience and a critical approach to the advertised products.

The list presented here includes the most important forms of digital marketing, 
but is not complete. Companies confronted with a decline in their profits and the 
threat of bankruptcy on the one hand, and with a declining demand of impoverished 
humanity on the other hand, have taken a lot of steps to maintain communication 
with the client while relying on reduced budgets and experiencing cuts in marketing 
expenditures in general. Therefore, they focused on those forms of marketing that, 
at a relatively low cost, would provide income that would allow them to survive the 
difficult period. This criterion is largely met by digital marketing.
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Conclusions

The studies on the evolution of marketing carried out in the article indicate 
fundamental changes that have taken place both in terms of its content, as well as 
forms and tools. The determinants of these processes were, first of all, revolutionary 
transformations in the technique and technology of production, defined as industrial 
revolutions. Therefore, parallel to the Industrial Revolutions 1.0, 2.0, 3.0 and 4.0, the 
classification of marketing as 1.0, 2.0, 3.0 and now 4.0 appeared. The extraordinary 
impact of the dynamic increase in the quantity and quality of goods and innovative 
methods of their production was the most important reason for the emergence of 
new types of marketing but not the only one. There were important changes in the 
behaviour of consumers whose knowledge, education, social awareness, sensitivity 
to human rights and environmental protection grew. Economic factors were of great 
importance to changes in marketing strategies. The transformation of marketing was 
a sine qua non for the existence of companies and the possibility of increasing their 
profits when confronted with growing competition. In their marketing activities, 
companies were forced to move from focusing on the product to focusing on con-
sumers and treating them not only as potential buyers of their products, but above all 
as human beings with their minds and emotions, in possession of needs that were not 
only physical, but also increasingly spiritual, developed with the culture of societies 
and the progress of civilization.

The developments of technique and technology, and most of all modern means 
of information and communication, proved to be the perfect tools to achieve these 
goals. Their use resulted in a remarkable improvement in communication between 
companies and consumers and mutual relations, i.e. on the part of the company, an 
increase in the care for customer satisfaction, providing them with the expected, 
individualized value, enriched with a social component were observed, and on the 
part of the customer, an increase in purchases, loyalty and dissemination of positive 
information about the company and its products and participation in the design and 
development of products took place. New technologies enabled the inclusion of new 
distribution channels and reaching new customers, opening new markets, producing 
new, better products, greater integration of the company’s functions and activities 
of stakeholders, improvement of efficiency, its measurability and competitiveness.

The COVID-19 pandemic has played a very important role in the transformation 
of marketing. The limitations of physical human communication, the use of various 
devices of the material infrastructure, lockdown, the need to work and learn remotely, 
and the increase in the amount of free time meant that people began to use informa-
tion communication devices to a much greater extent and enrich their knowledge 
and skills in using them. This greatly accelerated the digitization of businesses in 
response to the challenges of the pandemic and changing consumer behaviour. It can 
be assumed that after the disappearance of the pandemic, and because it has been 
supported by the benefits of companies and consumers so far, a new marketing model 
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will be implemented, characterised by an increasing use of digital innovations and 
artificial intelligence.

The article has been based on the desk research method, which is its limitation. 
Systematizing theoretical knowledge and its conceptual approach, however, constitute 
an indispensable basis for empirical research that should be undertaken in order to verify 
hypotheses and intuitive assessments of the processes of marketing transformation and 
the impact of external and internal factors on those processes. Future research should 
answer, in particular, the questions: 1) Whether companies use digital marketing tools. 
If so, what and to what extent?; 2) What are the motives for using digital marketing 
forms?; 3) What are the stimulants and barriers to the implementation of digital forms 
of marketing?; 4) How did the application of digital forms of marketing influence 
the income and profits of companies, relations with consumers and relations with 
stockholders?; 5) What digital forms of marketing are the most popular ones among 
customers?; 6) Are companies planning further digitization of marketing and the use of 
artificial intelligence?; 7) How do companies evaluate the relationship between costs 
and the effects of using digital marketing tools?; 8) How did COVID-19 influence the 
use of digital forms of marketing, its expenses and effects?

The presented list of questions certainly does not exhaust the issues related to the 
transformation of marketing, but the answers to them will be helpful in determining 
its status and perspectives as well as necessary activities to be taken to increase the 
results of companies and consumer satisfaction.
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