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ABSTRACT: Innovation and New Product Strategy are 

important to the marketing world. With increasingly dynamic 

consumers and increasingly competitive markets, companies 

are required to carry out Innovation and New Product 

Strategies. This aligns with the increasing publication results 

of this theme over the past five years. Companies need a 

direction for innovation and new product strategy. In 

addition, newness is needed in innovation and new product 

strategy. This study aims to identify trends regarding 

Innovation and New Product Strategy in Marketing. 

Furthermore, I want to find newness in the theme. This study 

uses bibliometric analysis to see trends and newness in 

marketing research on Innovation and New Product Strategy. 

Samples were obtained from Scopus data with the keywords 

Innovation and New Product Strategy in Marketing. 

Publications were determined in the last five years and the 

limited keywords were only for marketing. 148 documents 

were obtained that met the criteria for this research sample. 

The results of this study are research trends towards 

entrepreneurship and social media. The newness for further 

research can connect the keyword customer behavior and 

new product development with the theme of Innovation and 

new product strategy, especially in the marketing context. 

 

Keywords: Bibliometric, Consumer Behavior, Innovation, 

Marketing, New Product Strategy. 
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INTRODUCTION 

Innovation and new product strategy are critical concepts in marketing that significantly influence 

a firm's competitive advantage and market performance. Innovation encompasses introducing new 

ideas, products, or processes that enhance customer value and improve organizational efficiency. 

In the context of marketing, innovation can be categorized into product and marketing innovation, 

both essential for sustaining growth and responding to market dynamics. Product innovation is 

developing new or significantly improved goods or services that meet customer needs or create 

new market opportunities. This type of innovation is vital for firms aiming to differentiate 

https://www.ilomata.org/index.php/ijjm
mailto:wijisafiri@upi.edu1
https://doi.org/10.61194/ijjm.v6i2.1589


Redefining Market Dynamics: A Bibliometric Lens on Innovation and New Product Strategy 

Trends 

Safitri, Rahayu, and Hendrayati 

 

745 | Ilomata International Journal of Management  https://www.ilomata.org/index.php/ijjm  

themselves in competitive markets. According to Junge et al., product and marketing innovations 

can jointly contribute to firm productivity growth, although disentangling their individual effects 

can be complex due to their interrelated nature (Junge et al., 2016). Moreover, the successful 

implementation of product innovation often relies on effective marketing strategies that 

communicate the value of new offerings to potential customers (Gök & Peker, 2020). 

On the other hand, marketing innovation involves implementing new marketing methods that 

enhance the promotion and distribution of products. This can include changes in product design, 

packaging, placement, or pricing strategies that better align with consumer preferences. The 

relationship between marketing innovation and firm performance is underscored by the findings 

of Vuttichat, who highlights the positive correlation between digital marketing strategies and 

marketing innovation, particularly for small and medium enterprises (SMEs) (Vuttichat & 

Patchara, 2023). Furthermore, practical marketing innovation can improve customer engagement 

and loyalty, which are crucial for sustaining competitive advantage (Svendsen et al., 2011). 

Developing a coherent new product strategy is a continuous process spanning the entire product 

lifecycle. It involves various activities, including market research, product design, and strategic 

planning, to ensure that new products meet market demands and organizational goals (Bogdan et 

al., 2022). Additionally, aligning product strategies with broader marketing strategies is essential 

for maximizing the impact of new product launches (Khurum & Gorschek, 2011). 

Innovation in marketing is a critical driver for businesses aiming to enhance their competitiveness, 

attract consumer attention, and create added value. Firstly, innovation acts as a catalyst by enabling 

companies to respond effectively to market demands and consumer preferences. Research 

indicates that market orientation—encompassing customer and competitor insights—positively 

influences innovation outcomes (Miftah et al., 2024) (Zhang & Zhu, 2016). Companies adopting 

a proactive market orientation are better positioned to implement innovative marketing strategies 

that resonate with their target audiences, enhancing their competitive edge (Soeprapto, 2022) and 

(Utami et al., 2022). Moreover, integrating marketing innovation with product innovation has 

significantly improved marketing performance, suggesting that a holistic approach can yield 

substantial benefits (Fadilah & Nuvriasari, 2024) (Grimpe et al., 2017). This synergy between 

marketing and product innovation allows firms to create unique value propositions that capture 

consumer interest and drive sales. 

Secondly, innovation in marketing facilitates the creation of added value through differentiated 

offerings and enhanced customer experiences. For instance, marketing innovations such as new 

promotional strategies, pricing models, and distribution channels can significantly improve the 

perceived value of products and services (Salah et al., 2023) (Quaye & Mensah, 2019). The ability 

to innovate in these areas attracts consumer attention and fosters customer loyalty, as consumers 

are more likely to engage with brands that consistently offer novel and relevant experiences (Delhi, 

2024). Furthermore, the role of digital marketing as a transformative force highlights the 

importance of leveraging technology to enhance marketing strategies, ensuring that businesses 

remain agile and responsive to changing consumer behaviors (Yamamoto & Lloyd, 2019). 

Lastly, the competitive landscape necessitates firms to continuously innovate to maintain their 

market position. Studies have shown that organizations that effectively integrate innovation into 
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their marketing practices can cultivate sustainable competitive advantages (Siriram et al., 2023) and 

(Maryono et al., 2021). This is particularly evident in sectors where product design and packaging 

innovations are critical for differentiation (Quaye & Mensah, 2019). As firms navigate the 

complexities of modern markets, the ability to innovate enhances their marketing performance 

and solidifies their standing against competitors. The importance of Innovation and New Product 

Strategy in Marketing is accompanied by the growth of research that discusses it. The research 

trends in the last five years are: 

 

Figure 1. Research Trends on Innovation and New Product Strategy in Marketing in the Last 

Five Years. Source: (Scopus, 2024) 

Figure 1 shows that the research trend on innovation and new product strategy in marketing in 

the last five years has been increasing. The number of publications has increased, especially in the 

previous 2 years, namely in 2023 and 2024. This indicates that it is needed for today's business 

world. Today's landscape of innovation and new product strategy in marketing research faces 

several significant problems and gaps that hinder effective development and implementation. 

These challenges can be categorized into market dynamics, the integration of innovation processes, 

and the need for a more robust understanding of consumer behavior. One of the primary problems 

is the rapidly changing market dynamics that complicate the innovation process. Companies often 

struggle to keep pace with evolving consumer preferences and technological advancements, 

leading to high failure rates for new products. Research indicates that the failure rates of new 

products can range from 40% to 90% (Zeng et al., 2022). Furthermore, the competitive landscape 

is increasingly characterized by unforeseen variations and uncertainties, such as new regulations 

and shifting market segments, which complicate innovation (Diaz et al., 2022). As a result, firms 

may find it challenging to develop products that meet current market needs effectively. 

Another significant gap lies in the integration of innovation processes within organizations. While 

strategic innovation is crucial for responding to changing market demands, many firms fail to 

establish cohesive frameworks that link innovation with their overall marketing strategies 

(Pasupuleti, n.d.). This disconnect can lead to missed opportunities for leveraging new 

technologies and insights to enhance product development and market performance (Ayar Şentürk 

& Özkan, 2023). Moreover, the literature often emphasizes the importance of organizational 

culture in fostering innovation. Yet, there remains a lack of empirical studies that explore how 
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these cultural factors influence the success of new product strategies (Pasupuleti, n.d.). Without a 

supportive internal culture, the innovation potential may not be fully realized, leading to 

suboptimal outcomes in product development. Additionally, there is a pressing need for a deeper 

understanding of consumer behavior in the context of innovation. As firms increasingly rely on 

consumer insights to drive product development, gaps in knowledge about how different 

consumer segments perceive and adopt new products can hinder effective marketing strategies 

(Zeng et al., 2022). For instance, while some research highlights the importance of branding and 

packaging innovations in enhancing product appeal (Reyta et al., 2024), there is still limited 

exploration of how these elements interact with consumer psychology and decision-making 

processes. This lack of insight can result in marketing strategies that do not resonate with target 

audiences, ultimately affecting the success of new products. 

Research gaps can be identified through bibliometrics, a systematic analysis of published literature. 

By examining trends, researchers can locate underexplored areas and inform future studies. This 

approach helps identify areas that have received limited attention, guiding future research agendas. 

For example, a bibliometric review of management research during the COVID-19 pandemic 

identified clusters of research themes (Ayoko et al., 2021). Additionally, bibliometric analysis can 

uncover the relationships between research themes and their evolution. For example, the study by 

Naqvi emphasizes the importance of mapping research gaps in health sciences, demonstrating how 

bibliometric frameworks can be utilized to synthesize existing literature and identify critical areas 

needing further exploration (Naqvi et al., 2024). Moreover, bibliometric studies often highlight the 

contributions of specific authors or institutions, which can lead to the identification of thought 

leaders and emerging voices in a field. For instance, Guo's work on innovation strategies in high-

tech ventures illustrates how bibliometric methods can reveal influential research that shapes 

industry practices and academic discourse (Guo, 2019).  Recognizing these contributions can 

inspire new collaborations and foster innovative ideas that address existing gaps in the literature. 

Furthermore, bibliometric analysis can also assess the impact of specific innovations or strategies 

on market performance, as seen in the research by Talwar et al., which systematically reviews 

consumer resistance to digital innovations (Talwar et al., 2020). By aggregating findings from 

various studies, bibliometrics can provide a comprehensive overview of the factors influencing 

innovation adoption, thereby identifying areas where further research is needed to understand 

consumer behavior better. 

Several studies have conducted bibliometric analyses to examine the research landscape on 

innovation and new product development. Marzi et al. (Marzi et al., 2021) and (Peng et al., 2021) 

reviewed the development of the NPD management literature over the last ten years, applying 

bibliometric analysis to discover five main research clusters. Similarly, (Huang et al., 2019) 

conducted a bibliometric review of the technology and innovation management (TIM) field, 

including product and process innovation research. Furthermore, bibliometric analyses have 

examined the relationship between innovation and related concepts, such as sustainability 

(Hernández & De Paula, 2021) and open innovation (Randhawa et al., 2016). These studies have 

helped to map the intellectual structure and emerging trends in these research areas. In addition, 

several studies have employed bibliometric methods to analyze the research on innovation systems, 

policies, and management (Wu & Junior, 2023) (Dagnino et al., 2015). These analyses have 
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provided insights into innovation research's cognitive structures, performance, and visualization. 

In the study to be conducted, the author will identify Innovation and New Product Strategy in 

Marketing by using Scopus-indexed publications for the last 5 years and using two keywords at 

once, namely innovation and new product strategy, especially in the marketing field. This is done 

to narrow down trends, especially in innovation and new product strategy marketing. Data using 

publications for the last five years is more up-to-date because developments in the world of 

marketing are very fast and dynamic; it is expected to find the right keywords to map innovation 

and new product strategy in the future. So, this study aims to find trends in innovation and new 

product strategies in marketing and novelties in the two fields, which will provide references for 

practitioners, academics, and policymakers. 

 

METHOD 

This study uses bibliometric analysis, which entails gathering a dataset of publications and 

analyzing it through various quantitative metrics, thereby enabling researchers to interpret the data 

systematically (Yilmaz & Tuzlukaya, 2024). This method typically includes citation analysis, co-

citation analysis, and bibliographic coupling, all quantitative techniques aimed at understanding the 

relationships and impacts of scholarly works (Kim & Kim, 2021). The sample consists of 148 

documents indexed by Scopus. The criteria for determining the sample are provided by using 

keywords in Scopus, such as "Innovation and New Product Strategy in Marketing." The tool used 

in this study is Vosviewer, which has three views: network visualization, overlay visualization, and 

density visualization. The bibliometric analysis steps carried out in this study are as follows: 

 

Figure 2. Bibliometric Analysis Steps 

In Figure 2. the first stage is to Define the Research Objectives; this foundational step sets the 

direction for the entire analysis (Coombes, 2023) (Bee Ling & Wai Ching, 2023). Select Databases 

and Keywords. This step identifies relevant databases (e.g., Scopus, Web of Science) and 

formulates a comprehensive search strategy using specific keywords related to the marketing field. 

This step ensures that the literature search is thorough and relevant (Gora et al., 2024); (Muttaqin 

& Fitriyah, 2023). At this stage, the author takes data from articles indexed by Scopus with the 

keywords Innovation and New Product Strategy in Marketing. From these keywords, a total of 

1358 publications were obtained. 
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Data Collection: This step executes the search strategy to collect relevant publications. This 

involves downloading bibliographic data from the selected databases, including titles, abstracts, 

keywords, and citation information (Geissdoerfer et al., 2017); (Yanti et al., 2022). Data Cleaning 

and Preparation: review the collected data for duplicates and irrelevant entries. This step may 

involve refining the dataset to focus on peer-reviewed articles and relevant journals, ensuring the 

quality of the analysis (Pangarso et al., 2022). At this stage, the author conducted screening 

publications from 2019 to 2024, with the keyword "marketing" and limited to articles, so 148 

documents were obtained. 

The next step is data analysis, which uses bibliometric techniques such as citation analysis, co-

citation analysis, and bibliographic coupling to analyze the literature. This step helps identify 

influential authors, key publications, and emerging research trends within the marketing domain 

(Shekhar & Shah, 2023); and (Zupic & Čater, 2015). Data analysis in this study uses deductive 

methods to produce general to specific findings such as country bibliography pairs, institution 

bibliography pairs, journal bibliography pairs, publication bibliography pairs, author bibliography 

pairs, and co-occurrence of author keywords. 

Visualization, using software tools (e.g., VOSviewer, Bibliometrix) to create visual representations 

of the data, such as citation networks and co-authorship maps. Visualization aids in interpreting 

complex relationships within the literature (Thümler, 2023); (Vatananan-Thesenvitz et al., 2019). 

Visualization in this study uses Network Visualization, Overlay Visualization, and Density 

Visualization. Interpret findings, analyze the visualizations and data to conclude the research 

landscape, identify gaps in the literature, and suggest areas for future research. This step is crucial 

for informing marketing strategies and academic discourse (Maldonado-Erazo et al., 2021). Report 

Results: Compile the findings into a comprehensive report or publication detailing the bibliometric 

analysis's methodology, results, and implications. This final step ensures that the insights gained 

are disseminated to relevant stakeholders (Garduño Realivazquez et al., 2023) and (S. Verma & 

Gustafsson, 2020). 

 

RESULT AND DISCUSSION 

This bibliometric analysis research uses a deductive method. The deductive approach is particularly 

beneficial in identifying shifts in research focus and emerging trends. By analyzing citation patterns 

and co-citation networks, researchers can uncover the most prolific authors and institutions and 

the key themes that shape the discourse in a given field (Farrukh et al., 2022) and (Rosyidah et al., 

2022). In this study, general to specific findings will be discussed regarding country bibliography 

pairs, institution bibliography pairs, journal bibliography pairs, publication bibliography pairs, 

author bibliography pairs, and co-occurrence of author keywords. This will result in more specific 

research findings. The results of the network visualization of country bibliographic pairs are: 
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Figure 3. Network Visualization of Country Bibliographic Pairs 

In Figure 3, we can see the network visualization of the country bibliography pairs. The researcher 

used a threshold: the minimum number of publications from a country is 2. 35 countries meet the 

criteria from 50 countries. Regarding link strength, the United States ranks first with a total link 

strength of 1710, 259 citations, 25 publications, and is connected to 31 other countries. In terms 

of interconnectedness, the United States is not connected to the other four countries. Although 

the United States ranks first in terms of total link strength, in terms of citations, Italy ranks first 

with 314 citations. For details of countries with the order of number of publications, number of 

citations, and total link strength in order are: United States (25, 259, 1710), India (18, 114, 79), 

China (17, 45, 525), Italy (12, 314, 542), Spain (9, 192, 118), Indonesia (9, 29, 70), United Kingdom 

(6, 147, 1025), Poland (6, 150, 719), Ukraine (6, 14, 95), France (5, 270, 235), Australia (4, 190, 

1019), Czech Republic (4, 86, 302), Germany (4, 26, 60), Brazil (3, 116, 793), Ghana (3, 130, 358), 

Canada (3, 13, 325), Sweden (3, 37, 219), Mexico (3, 47, 193), Turkey (3, 26, 177), Portugal (3, 22, 

93), Colombia (3, 22, 75), South Africa (3, 32, 72), Taiwan (3, 7, 21), Iran (3, 42, 18), Ireland (2, 

87, 813), Finland (2, 53, 394), Kenya (2, 22, 309), Lithuania (2, 5, 303), Vietnam (2, 6, 272), Japan 

(2, 0, 54), Philippines (2, 39, 50), Malaysia (2, 18, 44), Pakistan (2, 36, 13), Thailand (2, 2, 13), and 

United Arab Emirates (2, 0, 0). In addition, Figure 1 shows different colors for each country that 

reflect the cluster. Each cluster is visually distinguished by a unique color, which allows for 

immediate recognition of thematic areas within the broader research landscape (Nuringsih et al., 

2023) (Waltman et al., 2010). In the visualization, it is formed into 5 clusters. Cluster 1 consists of 

18 countries: Canada, Colombia, France, Ghana, India, Indonesia, Iran, Italy, Kenya, Malaysia, 

Mexico, Pakistan, Philippines, Portugal, Spain, Taiwan, Thailand and Turkey. Cluster 2 comprises 

six countries: Australia, Brazil, Ireland, South Africa, the United Kingdom, and the United States. 

Cluster 3 comprises 5 countries: the Czech Republic, Lithuania, Poland, Ukraine, and Vietnam. 

Cluster 4 consists of 3 countries, namely Finland, Germany, and Sweden. Cluster 5 consists of 2 

countries, namely China and Japan. 

Bibliographic pairs of institutions are shown in Figure 4 with overlay visualization. This study uses 

a threshold: the number of publications from an institution is one publication and has been cited 

at least 10 times. Of 339 institutions, 114 institutions met the threshold. In this study, the ranking 

is based on the strength of total linkage, where 10 institutions have the same strength and are 
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included in cluster 1; besides that, the number of citations from these 10 institutions is the same 

as 84. These institutions are the Center for Primary Care and Public Health, Consultants 

Independent Public Health Law, Institute for Physical Activity and Nutrition, International Center 

for Equity in Health, Melbourne School of Population and Global Health, Research School of 

Population Health, School of Fitness and Nutrition Sciences, School of Health and Social 

Development, Trinity Business School, and the University of California. The following Overlay 

Visualization Image of 10 interconnected institutions: 

 

Figure 4. Overlay Visualization of Interconnected Institutions 

In Figure 4, purple, blue, green, and yellow indicate the year of publication. Yellow indicates the 

latest (current) publication. The 10 institutions made publications about in 2021. 

The bibliography pairs of journals are shown in Figure 5 with the Density Visualization display. 

The researcher uses a threshold at this stage. Namely, the minimum number of publications from 

a journal is 2, and citations are 2. Of the 112 journals, 17 journals meet the threshold. The solid 

yellow color indicates more publications than other journals. The image is as follows: 

 

Figure 5. Density Visualization of Journal Bibliography Pairs 

https://www.ilomata.org/index.php/ijjm


Redefining Market Dynamics: A Bibliometric Lens on Innovation and New Product Strategy 

Trends 

Safitri, Rahayu, and Hendrayati 

 

752 | Ilomata International Journal of Management  https://www.ilomata.org/index.php/ijjm  

Researchers ranked journals based on total link strength, whereas the Journal of Business Research 

ranked first with 57 total link strengths, 57 citations, and four publications. Although the Journal 

of Business Research ranked first in total link strength, the journal with the most citations was 

Jurnal Industrial Marketing Management, with 104 citations. In order based on Total Link 

Strength, Number of Citations, and Number of documents are: Journal of Business Research (57, 

57, 4), Journal of Asia Business Studies (45, 19, 2), Journal of Business and Industrial Marketing 

(40, 70, 2), European Journal of Innovation Management (34, 18, 2), International Marketing 

Review (30, 57, 3), Industrial Marketing Management (26, 104, 2), Technology Analysis and 

Strategic Management (14, 3, 2), Journal of Open Innovation: Technology, Market, and 

Complexity (11, 75, 2), Sustainability (752witzerland) (9, 89, 7), Journal of Product Innovation 

Management (8, 2, 2), International Journal of Research in Marketing (6, 16, 2), IEEE Transactions 

on Engineering Management (5, 21, 2), Journal of Strategic Marketing (3, 43, 2), Case Journal (0, 

5, 2), Emerald Emerging Markets Case Studies (0, 10, 13), Financial and Credit Activity: Problems 

of Theory and Practice (0, 11, 2), Journal of Advanced Research in Dynamic and Control Systems 

(0, 3, 2). 

Figure 4 shows a pair of publication bibliographies with Network Visualization. Researchers use a 

threshold at this stage: a minimum of 50 citations. Of the 148 documents that meet, there are eight 

publications. Of the eight publications, there are three related publications, namely Edeh (2020), 

Purchase (2020), and Quaye (2019). The following is a Network Visualization Image of the 

Bibliography Publication Pair: 

 

Figure 6. Publication Bibliography Pair with Network Visualization. 

As shown in Figure 6, there are four influential publications on innovation and new product 

strategy in marketing. The most cited publication is Quaye (2019), with 122 citations, followed by 

Edeh (2020), with 98 citations, and Purchase (2020), with 53 citations. It can be seen that Quaye’s 

(2019) publication is the most influential article on Innovation and New Product Strategy in 

Marketing. The article's title is Marketing Innovation and Sustainability Competitive Advantage of 

Manufacturing SMEs in Ghana. The study reveals that product design, packaging, promotion, 

retail, and pricing innovations provide a sustainable market advantage for SMEs in water, beverage, 

detergent, and metal fabrication. Integrating marketing competence and innovative activities 

marginally improves competitive advantage despite physical resources. 

The second influential article is Edeh (2020), " Effect of Innovation Strategies on Export 

Performance: New Empirical Evidence from Developing Market Firms. The study explores the 
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impact of technological and non-technological innovations on the export performance of SMEs 

in Nigeria, a lower-middle-income country. It finds that product innovation negatively affects 

export performance, while process and marketing innovations increase it. The study also reveals 

that external collaborations influence innovation and export performance. The findings could help 

design effective public policy instruments for promoting firm innovation in developing countries. 

The third influential article is Purchase (2020) entitled Marketing Innovation: A Systematic Review. 

This study explores marketing innovation, focusing on product or service design, distribution, 

promotion, or pricing changes. It suggests a growing trend to consider new distribution channels, 

branding strategies, communication types, and pricing mechanisms. Digitization drives innovation, 

while co-creation, service-dominant logic, and user community perspectives are also being 

explored. 

The author bibliography pairs are shown in Figure 7 with Overlay Visualization. The researcher 

used a threshold: the minimum number of publications from the author is two and the minimum 

number of citations is 25. Out of 467 authors, four authors meet the set threshold. Out of 4 

authors, three authors are related to each other. The following is a picture of the author's 

bibliography pairs with Overlay Visualization: 

 

Figure 7. Author Bibliography Pair with Overlay Visualization 

Figure 7. Regarding the Author Bibliography Pair, it can be seen that several colors range from 

purple, blue, green, and yellow. The more yellow the color, the more recent the publication by the 

author is. The three authors, namely Igrassia, Chironi, and Columba, are in light green with an 

average publication in 2021. Next, the author maps the co-occurrence of the author’s keywords. 

At this stage, the author uses a minimum threshold of co-occurrence of keywords of 5. Out of 670 

keywords, 13 meet the threshold. The image of the co-occurrence of the author’s keywords with 

the Network Visualization display is: 
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Figure 8. Keyword Co-Occurrence with Network Visualization View 

Figure 8, regarding the Co-Occurrence display with Network Visualization, shows that the 

keyword with the first order with 21 occurrences and a total link strength of 18 is marketing. In 

second place is innovation, then in order are marketing strategy, new product development, 

product innovation, entrepreneurship, strategy, social media, sustainability, marketing innovation, 

consumer behavior, marketing capability, and digital marketing. In addition, a keyword cluster is 

often used with each other. This cluster is colored red and is included in cluster 1. Cluster 1 consists 

of the keywords consumer behavior, marketing, and new product development. The keywords 

customer behavior and new product development can be used as novelties in further research 

because they are closely related to marketing and are rarely researched.  Furthermore, the 

researcher displays it with Overlay Visualization as in the following Figure: 

 

Figure 9. Overlay Visualization of Co-Occurrence of Author Keywords 

In Figure 9. There is a yellow color in the Overlay Visualization of the Co-Occurrence of Author 

Keywords. The yellow color here describes keywords with the latest publications. These keywords 

consist of entrepreneurship and social media. With this, if we look at the research trend with the 
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theme of innovation and new product strategy in marketing, the trending research is 

entrepreneurship and social media. 

Early 2000s: Henard and Szymanski (Henard & Szymanski, 2001) conducted a meta-analysis on 

the drivers of new product success, highlighting the importance of product innovation for business 

sustainability. Verhoef and Leeflang (Verhoef & Leeflang, 2009) examined the marketing 

department's influence within firms, finding that innovativeness is a key determinant of its 

influence. Late 2000s and early 2010s: Joueid and Coenders (Joueid & Coenders, 2018) explored 

the relationship between marketing innovation and new product portfolios, emphasizing the role 

of innovative marketing strategies in driving new product performance. Verma (D. R. Verma, 

2022) discussed advertising innovation's significance in opening new markets and increasing 

organizational revenue. 

Mid-2010s: Govindarajan and Ramamurti (Govindarajan & Ramamurti, 2011) introduced the 

concept of "reverse innovation" and its implications for global strategy. Late 2010s and early 2020s: 

Bouhelal and Adouka (2022) explored the shift from product innovation strategy to marketing 

innovation strategy as a means of adding value to firms. Boniface (2023) proposed a framework 

for matching different types of innovation strategies to emerging business situations. 

Recent years: Kolapo et al. (Kolapo et al., 2021) investigated the impact of strategic marketing 

innovation on bank performance in Nigeria. Grimpe et al. (Grimpe et al., 2017) examined the 

relationship between investments in marketing innovation and new product performance. The 

chronological overview highlights the evolving research focus, from the early emphasis on product 

innovation and the marketing department's influence to the more recent recognition of the 

importance of marketing innovation and the need to align innovation strategies with emerging 

business contexts. The research also reflects the growing importance of technological 

advancements, customer preferences, and global market dynamics in shaping innovation and new 

product strategy trends in marketing. 

The research results found that the trend of innovation and new product strategy in marketing is 

related to entrepreneurship and social media. Research shows that an entrepreneurial mindset 

often drives innovation in marketing. This is in line with what (Ndlovu1 et al., 2024) and (Jemal & 

Fisher, 2023) said: an entrepreneurial mindset often drives Innovation in marketing. 

Entrepreneurship involves the courage to take risks, the ability to read market opportunities, and 

creativity in creating new solutions. This is relevant in the current context, where competition in 

the global market is getting tighter. In particular, modern entrepreneurs are creating new products 

and innovating in how they are marketed. For example, startups use a lean marketing approach by 

leveraging real-time consumer data to test marketing strategies. This reflects that product 

innovation and marketing strategy must go hand in hand. Large companies also learn from this 

approach by creating more flexible business models to accommodate changing consumer needs. 

In addition, innovation trends and new product strategies in marketing are closely related to social 

media. Social media platforms provide a direct line to consumers, allowing firms to gather real-

time insights into customer preferences, pain points, and emerging trends. These insights are 

critical for designing innovative products that resonate with target markets. The insights gathered 

from social media are critical for designing innovative products that resonate with target markets, 
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Social media platforms facilitate the co-creation of value between firms and consumers, enabling 

enhanced engagement and the development of products that better meet customer needs (Jeswani, 

2023) and (Pelletier et al., 2020). This research contributes to innovation and new product strategy 

in marketing. The current trend is to link entrepreneurship and social media. This has great 

implications for the practical world where Innovation is at the heart of new product strategy, 

enabling companies to offer unique value to consumers. In the era of rapidly growing 

entrepreneurship, innovation is an important competitive advantage, especially for startups. This 

trend is reinforced by social media, which provides a platform to communicate innovation to a 

global audience. For example, unique features or new technologies can easily go viral through 

social media, providing wide exposure and increasing product adoption. In addition, technology 

significantly increases adaptability to ever-evolving market dynamics (Hendrayati et al., 2024). 

 

CONCLUSION  

Based on the research and discussion results, it was concluded that the United States has a greater 

total link strength than other countries based on the bibliographic pairs of countries. However, 

Italy has the largest number of citations. Furthermore, based on bibliographic pairs of institutions, 

10 countries have the same total link strength and the same number of citations. They are included 

in cluster 1, namely the Center for Primary Care and Public Health, Consultants Independent 

Public Health Law, Institute for Physical Activity and Nutrition, International Center for Equity 

in Health, Melbourne School of Population and Global Health, Research School of Population 

Health, School of Fitness and Nutrition Sciences, School of Health and Social Development, 

Trinity Business School, and University of California. Based on Journal Bibliography Pairs, the 

Journal of Business Research has the highest total link strength, but the Journal of Industrial 

Marketing Management ranks first for the highest citations. Based on the most cited Publication 

Bibliography Pair is Quaye (2019). Based on the Bibliography of the Authors, Igrassia, Chironi, 

and Columba are the most recent to publish.  

Based on Co-Occurrence, researchers found research trends when we link Innovation and New 

Product Strategy together in Marketing, namely entrepreneurship and social media. This study has 

used a database of reputable international journal publications, Scopus, and the latest publications 

over the past 5 years. It is hoped that with the novelty of the research taken and reputable journals, 

it can find the right trend for Innovation and New Product Strategy in marketing. The discovery 

that trends in innovation and new product strategy tend to focus on entrepreneurship and social 

media has significant policy implications, including Supporting the Digital Entrepreneurship 

Ecosystem. Entrepreneurship is increasingly shifting towards digital, utilizing social media as the 

main marketing and product development tool. Government policies must support the 

development of this ecosystem by providing digital infrastructure, financial access, and relevant 

skills training. Among the policy recommendations are Increasing fast and affordable internet 

access to support social media-based entrepreneurship, especially in underserved areas, and 

Integrating digital entrepreneurship training into national job training programs to help individuals 

master social media-based marketing and product innovation. Meanwhile, the benefits for 

practitioners are that entrepreneurs can more easily access resources to develop innovation-based 
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businesses. At the same time, digital skills training will expand their ability to use social media for 

marketing.  

New things that can be studied in further research can be related to customer behavior and new 

product development. Customer behavior is now easier to access and understand through various 

data sources, such as social media, e-commerce platforms, or digital surveys. Policies must support 

collecting, managing, and analyzing standardized consumer data to help companies identify market 

needs. Practitioners can use consumer behavior data to create more relevant products, increasing 

the chances of success of new products in the market. This can be done, among other things, by 

creating regulations that protect consumers' data, so that collecting and analyzing data does not 

violate privacy. New product development requires large investments, especially based on 

customer behavior analysis results. Policies encouraging innovation funding can help companies, 

especially small and medium-sized companies, invest in research and development (R&D). The 

limitation of this study is that it uses one database, namely Scopus. It is hoped that further research 

will use indexed data, including the Web of Science and Google Scholar. 
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