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Abstract

In the last five years, studies on Hyperlocal Marketing { HLM ) in India bave increased by 63%, indicating that increasing numbers
of people in acadermics and trade are becoming interested m o ( Aditya 20255 Imitatves such-as Honourable Prime Minister Modi
by saying “Vocal for Local™ for promoting local products and services. HLM has now emerged as a significant means by which
businesses can target customers through extremely specific lecation and behaviour data.

The aim of this research is 1o examine the development and transformation of research in Hyperlocal Marketing (HLM) in India. It
wentifies earlier trends, current advancements at digital fronts, and potentiol future research themes in this field,

This research employs unique instroments o examing research srticles on Hyperlocal Marketing (HLM) that appeared between
2020 to 2025, and more importantly, work that has been conducted i India. It examimes the frequency of papers appearnng, the
frequency of cilations, what ingtitutions were invelved, how authors collaborated with cach other. and whil keywords were nost
frequently used. Data were obtained from, Ressarch gate, Springer, Google Scholar, and Scopus.

The research indicates that studies on Hyperlocal Marketing increased significantly post- 2020. This increase is atiributed to
improved digital infrastructure and increased online shoppiog in tier-2 and tier-3 Indian eities. The research topics are trending
towards more local contenl. peo-fencing. and digital-centric sirregies. Scopus identified the lesding researchers i this area.
whereas Springer and Google Scholar indicated emerging rescarch groups and how various topics are being merged in HLM
research.

The results polnt out that hyperlocal marketing practives can facilitate the growth of businesses as well as the local economy and
self=sulficiency. These findings can be beneficial to marketers, policymakers, and small business owners in developing more
targeted and culturally suitable marketing strategies,

This research considers only data from some specific research databases and is primarily concerned with India studies. 1t does not
provide detailed analysis ol marketing outcemes Tor local businesses,

This paper is the first o provide a comprehensive synopsis of research directions on Hyperlocal Marketing in India based on
bibliometric analysis. It links marketing research with government imitiatives such as the “Voeal for Local” campaign and
demonstrates how HLM 1s contributning to traming [ndia’s digital growth and local economy.,

In the age of digital transformation, businesses and contenl creators are increasingly turning towards strategies that emphasize
relevance, proximity, and personalization. One such strategy that has witnessed significant global traction is hvperlocal marketing
{HLM}. This model focuses on targeting sudiences based on their immediate geographic Tocation, ofien within o specific
neighborhood, city, or commumity, and aligns communication (o Jocal culiure, language, and real-time needs. With the proliteration
of smartphones, location-based services, and digital infrastructure. byvperlocal marketing has become an essential pillar for brands

secking 1o build deeperconnections with consumers.
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In the Indran context, the rise of hyperlocal platforms has been particularly noteworthy, The country’s diverse consumer base, rapid
digitalization, and post-pandemic shift towards local commerce have collectively amplified the relevance of hyperlocal strategies,
From small retailers and edocational institutions to tourism boards and civic media, various sectors are adopting hyperlocal models
to enhance visibility, improve trust, and deliver tailored content, However, despite the increasing use of hyperlocal strategies in
practice. the academic exploration of this domain—especially focused on Indis—remains relatively fragnmented.

Existing studies tend 10 focus on isolated aspects such as digital delivery systems, mobile app usage, or culwural representation,
There is & lack of consolidated, data-driven analysis that captures how research on hyperlocal marketing has evolved over fume,
which arcas have been most explored, and where the gaps still remain. Furthermore, collaborative trends, institutional
contributions, keyvword focus, and citation impact of the research conducted i this domain have not been systematicully
analyzed—especially within the Indian scholarly context.

To address this void, the present study undertakes o comprehensive bibliometric analysis of research articles published between
2020 and 2025 that are related 1o hyperlocal marketing with a specilic foeus on India, This study utilizes secondary data oblamed
from reputed academic sources such as Google Scholar, Scopus, ResearchGate, and Springer. The aim s to examine trends in
publication velume, citation frequency, institutional mvolvement, author collaborations, and kevword pattems. By domg so, the
papet aims to offer valuable insights into how the field has progressed inrecent years and what future directions it may take.

Given India’s unique demographic, lingusstie, and regional diversity, this research contributes 1o the growing academic inferest in
location-hased marketing by highhighting India-specific patterns in scholarly output. Additionally, it serves as a foundation for
future empirical studics that may explore areas like consumer trust-building, long-term ROT in hyperlocal models, and regional
comparisens across states and sectors.

Literature Review
1. Evelution and Scope of Hyperlocal Media

Early studies by Karklind &amp; Owzolina (2020) trace the origins of hyperlocal medio in Europe, highlighting their role in
enhancing small-scale. community-based journalism. Tn the Indian context, Jati (2021) notes the emergence af hvperlocal
platforms as vital tools for bridging communication gaps in semi-urban and rural communities, especially i local language content
and vernacular news delivery, Extending the global perspective, Negreira-Rey and Lopee-Garcia (2021) examine a decade of
hyperlocal media evolution, emphasizing a shift towards vser-generated content, mobile- first strategies, and real-time digital
engagement.

In India, the growth of hyperlocal platforms has been fueled by technological penetration, gspecially the widdspread adoption of
amartphones and internet services in semi-urban and rural areas. Jati (2021) highlights that these platforms have playved o craeial
role in bridging the information divide by offering content in regional langunges and dialects. This vernacular orientation has
enabled hyperlocal platforms w reach audiences that are often iznored by national or even regional media, thus fostering a sense of
inclusion and representation.

MNegreira=-Rev and Lopez-Carcia (2021) expand the global narrative by analyzing a decade of hyperfocal media development,
identifying criteal shifls wwards wser-gencrated content, mobile=first distnbution models, and mmmediaie dignal mteraction.
These features hove redefined hyperlocal platforms not just as passive news outlets, but as mteractive communiy hubs tha
facilitate dialogue, crowdsource information, and encountge civic participation,

In the Indian scenarnio, ths evolution has led w the vise of platforms such as Goon Connecuon, The Lallantop, and Ciizen Matiors,
whach illustrate how hyperlocal jourmalism can blend professional reporting with user contributions to ¢reate neh, contexi-specific
narratives, These platforms often cover hyper-niche topics—like local governance, street- level infrastructure issues, or cultural
events-—that are neglected by larger media houses.

Moreover, hyperlocal media s increasingly being recognized as a catalyst for democranzing news. s localized nature allows
communities o comrol the narrative, challenge misinformation, and create content that resonates with their lived realities, The
integration of real-time updates, lpcation-based alerts, and interactive formats such as polls or Whats App- based reporting reflects
the sector's adaptability and relevance in a fast-paced digital world.

Thus, the seope of hyperlocal media continues to expand, shaped by user participation, linguistic inclusivity, and the
decentralization of news production. It now oceupies a enitical space in the contemporary media landscape —one that not only
informs but also connects, empowers, und mobilizes at the grassroots level.

Retail & Small Business: Gupta {2025} and Kumar & Sharma (2024) highlight how localized diginal campaigns boost visibility and
sales for small vendors and loeal shops, Education Sector: Walunj &amip; Tambane (2024) and Yendra et al, (2024) explore how
cducational institutions use hyperfocal digital strategies to connect with nearby studenl commuomtics. Tourism and Culture:
Hashem (2024) demonstrates the effectivencss of hyperlocal marketing in promoting lesser-known ancient geosiles and local
cultural experignces,

Hyperlocal success is increasingly driven by the integration of digital tools. Talaviya (2024 ) outlines SEQ stralegies customized for
local audiences, while Bansal (2023) discusses the imporfance of analviics i optimizing consumer inleraction. Smare cily
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platforms, as discussed by Khatn &amp; Rangan (2020) m IRJET, have enabled hyperlocal service delivery through geofencing,
ol and locanon-aware apps. Emerging technologies lke Al-based personalization remain underexplored in the Indian HLM
landscape.

2. Consumer Behavior and Engagement

Trust and immediacy are core pillars of user engagement in hyperlocal media, Jati (2021) emphasizes the value of cultural
representation in encouraging deeper community involvement. Singh et al. (2023) identify relevance and convenience as primary
motivators for consumers, particularky mtime-sensitive service categones hike food, logstivs; and healtheare,

Several structural and technologieal barriers continue to limat hyperlocal growth. Bansal (2023) and Negreira-Rey &amp; Lopez-
Crarcin {202 1) point to challenges like scalability, data privacy, and platform reliability. Walunj & Tomhane {2024) highlight digital
literacy gaps inrural Indis, while infrastructure Himitations m Tier-3 towns resiret effective campaign execution,

There 15 a noticeahle lack of Scholary research work on how consumer trust is developed within hyperlocal modals in [ndia.
Maorcover, comparative studies across Indian states and industries remain sparse — especially outside metro cities. Long-term
evaluations ol ROL, brand vecall, and campaign sustainability in the MSME sector are critically under-rescarched. Researchalso
facks focus on gendered user experiences and the role of vemacular confent algorithms,

The reviewed literature establishes hyperlocal marketing a8 a transformative communication strategy that aligns closely with
culral, technological, and ceonomic shifts in Inda. While there 15 substantal growth potental, the coosystem must address
infrastructural constraints, enconrage interdisciplinary collaboration, and adopt more advaneed analytics 1o expand its reach and
impact,

Research Objective

1. Tracing the evolution of hyperlocal marketing in eurrent digital apein India using scholurly research,

2. Indentify the major keywaords in the field of hyperlocal marketing research arena in India

3. Highlightng emergimng areas of scholardy inferest using citation analysis,

Research Question

I. How has the number of research publications on hyperlocal marketing in India evolved over the years? (FUTURE RESEARCH
AVEMUES)

2, What are the top 10 keywords across all 43 papers? (RECENT DEVELOPMENTS)

3. Which databases contributed the most research during the early vears (FROM=20200 (HISTORIC TRENDS)

Methodology

This study employs a bibliometric research design, focusing on the systematic analysis of existing literature to uncover trends,
patterns. and gaps in the field of Hyperlocal Marketing (HLM) in India between 2020 and 2025, By leveraging secondary data
obteined from multple digital repositories, the study aims to provide o holistic understanding of the research landscape, including
who s conducting this research, how institutions and authors are inlerconnected, what topics are being emphasized, and how the
ficld 1s evolving over time,

1. Research Design and Approach

The research 15 exploratory and quantitative in nature, employing bibliometrie: methods to analyze the metadata of scholarly
publications. Bibliometric analysis is widely recognized for its ability to-assess the strocture, development, and dissemination of
knowledze within a given research field. In this study, the bibliometnic approach enables the identification of publication trends,
citation patterns, collaboralion networks, istilutional contributions, and thematic focuses,

The study 15 based entively on secondary data, using metacata extracted from research databases without direct engagement with
primary research participants,

2, Data Sources and Collection Strategy

To ensure a comprehensive and inclusive datasel, the study unhlized the followmg four academic and research databases;

* Gioogle Scholar— A multidisciplinary platform with a broad scope of academic and grey literatare,

* Scopus — A highly reputable abstract and citstion database offering peer-reviewed journal articles, conference papers, and
TEVIOWS.

# Springer - A well-known academic publisher with a strong presence inmarketing and digital technology domains,

* ResearchGate — A social networking sile For acientists and researchers, which also hosts full-text access to o wide range of
publicaiions,
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Awell-defined search stratepy was adopted 10 retneve relevam publications. The search was limited to the timeframe of January
2020 1o March 2023, and included keywords such as:

“Hyperlocal Marketing™

= “India™

*“(eo-targeting”

* "Localized digital marketing™

= “Proximity-bascd advertising™
="Meighhorhood-level marketing”

Boolean operators (AND, OR) and Hlters (by country, language. publication type, und year) were applied to refine the search
results, After initiol sereening, duplicate articles were remmoved, ond a relevance check was condocted 1o ensure that the final datase
focused on Hyperlocal Marketing within the Indian context,

This rigorous screcnimg process resulted inoa final selection of 43 research articles, which constitmed the core daiaser for
bibhometrie analysis.

3. Data Cleaning and Pre-processing

The selected publications were mamally cursted and organized in Microsoft Excel for systematic analysis. Eoch record included
key metadata elds such vs:

# Title of the publication

*® Year of publication

= Authors  names and affiliations

® Keywords

= Ahbstract

* Citation count

* Source of publication

* Country of study (India-specific or comparative studics incloding India)

To ensure consistency, terminoloey psed maothor names, mstitutions, and keywords was standardized, Misspellings and variations
i institution names (e.g.. T Bombay™ vs. " Indian Institnte of Technalogy Bombay™ ) were corrected,

4. Analytical Tools and Technigues
Aomix of descriptive statistics amd bibliometric visualization tools was used to smalyze the dataset:
* Descriptive Analysis (via Excel):
0 Year-wise publication trends
o Mostcited articles
o Top contributing authors and institutions
o Citation frequency and averages
* Bibliometric Visunlization:
o VOSviewer was used 0 generate co-authorship networks, institutional collaboration maps, and keyword co-oceurrence
vistalizations,
o Biblioshiny (a web-based interface for the B puckage Bibliomelrix) was used for thematic evolution analysis, author
praductivity metrics, and source impact indicators,
These tools enabled the creation of visual maps to better understand how research topics have evolved, how frequently certain
kevwirds appear together, and how different authors and institulions are connected.

5. Key Bibliometric Indicators

The following key indicators were used in the analysis:

= Publication Frequency: To understand how the interest in HLM has gprown or declined annually.

* Citation Countand Impact: To identify high-impact papers and gauge academic attention.

= Authorshipand Collaboration Patterns: Including single vs, multiple authorship, domestic vs. international collaborations.
* [nstitutional Aftiliation Analysis: To identify the most active institutions in HLM rescarch in India.

# Keyword Co-ovcurrence Analysis: To detect recurring and emerging themes, terminolpgies, and research trends in the field,
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6, Scope and Limitations

While the methodology is designed 1o provide a comprehensive bibliometric overview, the study has some limitations:

* [t relies solely on articles indexed in Google Scholar, Scopus, Springer, ond Research Gate, other databases (e.g., Web of Science,
IEEE Xplore) were not in¢luded, possibly omitting some relevant works.,

® Citation counts may vary across platforms due to ditferences in indexing and coverage.

*The inclusion criteria may have excluded relevant papers that did ot use explicit keywords such as “hyperlocal marketmg™ bu
discussed related concepts.

Nonetheless, the selected timeframe and targeted focus on Indian research provide a robust basis for understanding the rise of
Hyperlocal Marketing in the country during the post- pandemic digital surge.

Data Analysis

Total records Identifled through database
scarching (n = 67)

» Google Scholar (n = 15)
= HesearchGatein = 14)
- Sﬂjlﬂ,ﬂ.lﬂ. - ';.

= Springer/rey literature
(n=27)
.

Records after duplicates removed (n = 61)

:

Records excluded {irrelevant topics, not
focused on India) {r = 10)

]

Full-text articles assessed for eligibility

Screening

2 fn=51)
F-] » Non-peer-reviewed opinion/editorial
ﬁ pleces (= 3}
= Incomplete metadata or missing author
info(n = 3)

:

Studies included In bibliometric analysis
in=45)

Included

PRISMA Flow Diagram of Study Selection

To ensure & dgorous and transparent selection of rescarch articles, this study followed a systematic sereening process in line with
the PRISMA (Preferred Reporting Items tor Syatematic Reviews and Meta-Analyses) framework. The flow disgram summarizes
the wdentification, screening, eligibility, and inclusion of relevant studies on hyperlocal marketing in India between 2020and 2025,
Actotal of 67 records were fmitially identified from four major databases: Google Scholar, ResearchGate, Scopus, and Springer, ss
well as grey literature sources, After removing duplicates, 61 records were sereened based on titles and abstracts, OF these, 10
articles were excluded due to irrelevance or lack of focus on the Indian context,

The remaiming 51 full-lext arfieles were assessed for elimbility. Six arficles were excluded during this stage—three due to being
non-peer-revicwed opinion pieces and three due to missing metadata or author details,

Ultimately, 45 studics met the inclusion criteria and were nsed for bibliometric analysis. This refined sct of stadies forms the core
dataset from which trends, collaboration patierns. citation metrics, and kevword co-occurrences were analyeed.
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1. Future Research Avenues: Evolution of Hyperlocal Marketing Research in India (2020-2024)

The analysis of research publications from 2020 to 2024 reveals a clear upward trajectory in the academic forus on Hyperlocal
Marketing (HLM} in India. Startmg with 2 publications in 2020, there was a pradual merease 1o 3 in 2021, followed by s significant
rise in 2022 (8 publications), and a sharp growth in 2023 (14 publications) and 2024 (20 publications),

This upward trend reflects a growing recognition of the relevance and application of hyperlocal strategies in India's evolving
business ecosystem. The steep growth post-202 1 may be attributed to the increased need for localized outreach driven by

= COVID-19 pandemic disruptions,

* Technological penetration meo Tier 2 and Tier 3 cities,

® Increased usage of GP'S, Al and mobile-based marketing,
* Localization ol retail and service delivery systems,

Year Paper Count
2020 pd

2021 3

2023 8

2023 14

2024 20
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{Faper esunt in Hyperloeal marketing fig-1)

Key Future Research Directions:

* Localized consumer behavior analysis across regions and demographics

* Cross-industry case studies inhyperlocal adoption (e.g._ health, edueation, agrnicolture).

= Integration of AL loT, and predictive analytics in hyperiocal delivery systems
* Impact studies measuring the RO ofhyperlocal campaigns.
* Privacy and ethical concerns surrounding location-based marketing in India.

2. Recent Developments: Top Keywords in Hyperlocal Marketing Research

The bibliometric anahysis of 45 research articles revesls the dominant themes and conceptual priortics in recent hyperlocal
marketing liverature. The top 10 most requently used keywords illustrate the key areas of focus:

Keyword Frequency
INDIA g
BIBLIOMETRIC ANALY SIS 5
LOCAL CULTURE 4
HYPERLOCAL MARKETING 3
EDUCATION SECTOR 3
HYPERLOCAL DELIVERY 3
E-COMMERCE 3
HYPERLOCAL MEDIA 3
KEYWORDS: HYPERLOCAL MARKETING 3
COMMUNITY MEDIA 3
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The high frequency of “India™ and " Bibliometric Analysis™ suggests o strong national and analytical orientation in recent studies,
The emphasis on “local culture” highlights the necessity of contextual relevanee in hvperlocal campaigns, Recurring terms like e-
commerce, educalion sector. and hyperlocal delivery suggest emerging application zones of HLM in India.

Insights from Keyword Trends:

* Cultural sensitivity and community connection are central 10 campaign success,

* There is inereasing attention on hyperlocal delivery infrastructure,
* The use of community and regional media for grassroots engagement isa growing irend
* Educationand e-commeorce sectors are pioneering localized sutreach strategies.

* This evolution in themes points toward o shift from conceptual frameworks to applied practices in hypedocal marketing.

3. Historic Trends: Database Contributions to Hyperlocal Marketing Research

Understanding where research has been published helps trace the academic roats and accesaibility of the subject, Among the 40
reviewed publications, the contribution of different databases 15 as follows:

Row Labels Count of Database
Google scholar L5
ResearchGate 14
Seopus Q
Springer 2
Grand Tatul 40
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Gioogle Scholar and ResearchGate collectively account for 72.53% of the research sources, indwcating a high level of open-uceess
and early-siage academic engagement. Scopus, with ¥ papers. reflects the gradual formalization and peer-reviewed validation of
research on HLM inrecent vears, Springer’s Hmited output (2 papershmight suggest stricter editorial fillers or thematic divergence,

Implications of Historic Database Trends:

* Early research favored broad-aceess and researcher=driven platforms like ResearchGate and Google Scholar,

* A prowing presence in Scopus implies a transition toward empirical, data-drniven, and peer-reviewed work.

*The historie trend highlights the evolution from conceptual understanding to stroctured investigation in hyperlocal marketing,

Top 10 Cited Papers on Hyperlocal Marketing

S.No. Journal Year | Database |Citation Count Authors
1. | Media Asia 2025 SLopus I5 Sambit Fal, Chhabi
Simha Chavan, Kashil’
Hasan
2. | IRIEMS - International Reseurch 2024 Gioogle 14 Frof. D Tareg Nael
Journal of Economics and Seholar Hashem
Munagement Studics
3. | Proceedings of the 4th Business Innovation 2024 Scopus 13 Risma Dwa Tayanti,
Sustainability and Technelogy Intermnational Foini Sardanto
Conlerence
4. | 5th Intemmational Conference on Advanees in| 2023 Svopus 12 Chystum ¥as, Macville
Computing and Communications Fernandes. Ruthvi Keny)
el al,
3, | Inrernational Journal of Logistics 2023 Seopits 10 M. Pachayappen, B,
Rescarch and Applications Sundsirakumi
f. | Revekne Academy of Technolagies, 2014 Google I3 (as per Sandra Murinska
Latvia Schalar Ginogle
Scholar)
7. | International Jourmal of Muolticultural and 2022 Resesieh 11 {as per Rocky Prasetyo Jati
Mulrireligious Understanding Ciate R
8. | arMivorg 2034 Groogle 10+ Asim, RAL
Scholar Sathiascelan, A.
Chatterpee, et al
9. | ULRA i2nd entry) 2023 Scopus 10+ M. Pachayuppan & B,
Sundarakani
9, | Cogent Business & Management 2024 Scopus L Pahari, Bandyopadhyay,

Fomar, & Srivastava

Author’s Own

An analysis of the 45 selected research papers reveals o hst of lop-cited contributions that have significontly influenced the
discourse on hyperlocal marketing in India. Among them, Media Asia (2025), indexed in Scopus, stands out with the highest
citution count {15 citations). reflecting the strong academic impact of the work by Pal, Chavan. and Hasan on digital hyperlocal
journalism. This is lollowed closely by Hashem’s (2024) paper in the International Research Journal of Economics and
Mansgement Studies ([RIEMS), cited 14 times. indicating growing interest in geo-tourism and hyvperlocal promotional sieategies,
Springer-indexed conference proceedings by Javanti apd Sardanto (2024) secured 13 citations, underscoring the academic
relevance of sustaimability in hvperlacal innovation,

Ciber highly cited works include those published in the International Journal of Logistics Rescarchand Applications (2023) with
over 1 citations, showeasing research around logistics and hyperlocal delivery frameworks in India, Notably, interdisciplinary
sources such as mXiv.org and Cogent Business &amp; Management have alse attragted significant attention { 10+and 8+ citations
respectively), indicating that both pre-print and open-access platforms are contributing 1o the visibility of emerzing hyperlocal
trends. These findimgs illusirate not only the thematic breadih of hyperlocal marketing studies but also the diversity of publication
venues—ranging from Scopus-indexed journals to reputable conference proceedings and open repositories. The citation patterns
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suggest o strong snd increasing scholarly engagement wath hyperfocal marketing, particularly around dignal inclusion, logistical
innovations, and commutity-level marketing strategies in India,

Recommendations

1. Encourage Research in Underexplored Regions and Sectors

The steady growth in publications from 2020 1o 2024 indicates rising scholarly interest in hyperlocal niarketing (HLM) in India.
However. this growth appears (o be more volume- driven than regionally of sectorally diversified. Future research should aim to
explore underrepresented regions such as North-East India, rural belts, and tier-3 cities, where hyperlocal strutegies may hold
significant yet uniapped potential. Additionally, while sectors like e-commerce and education are well represented, areas such as
healtheare, agriculture, and hyperlocal tourism remain under=researched and deserve focused academic attention.

The deminance of Google Scholar {15) and ResearchGate (141 as primary dafabases reflects the ease of aceess and self-publishing
among researchers. However, only Y papers were indexed in Scopus and 2 in Springer, suggesting that much of the current literaure
lacks formal peersreviewed validotion, To enhance the academic rigor and global recognition of Indian HLM research, scholars are
encouraged to target Scopus-indexed and UGC CARE- listed joumnals, and aim for higher eitation visibility through quality and
originalily.

Keyword analysis reveals frequent mentions of themes like “local culture” “community media” and “hyperlocal delivery” which
intersect with disciplines such as sociology, media studies, and technology. To capture the full scope of HLM in India, future
research should adopt interdisciplinary approaches and loster cross-institutional collaborations between marketing scholars,
technologists, and social scientists. Such collaborations can provide holistic insights into both strategie and cultural dimensions of
hyperlocalization.

The current corpus includes multiple bibliometric or conceptual studies, us reflected in frequent use of terms like "Bibliometric
Analvsis ™ While useful, these must now be complemented with empirical, Geld-based, and longinudinal studies that measure
actual consumer behavior, campaign effectiveness, and RO orhyperlocal strategies across variouws touchpoints and timelines,
India's complex socio-cultural fabric demands markeling models that go beyond Western rameworks, Given the frequen)
emphasis on “India” and “local culture” in keywords, there is an urgent neéed to develop indigenous conceptual models for
hyperlocal marketing—ones that reflect language, caste, religion, regional identity, and digital inclusivity,

Citation analysis shows that most papers have modest citation counts, pointing to either recent publication or lower engagement,
Researchers should therefore aim to:

*= Address existing rescarch gaps{e.g., lack of models, mited rural focus)

* Incorporate emerging fechnologies (Al geo-fencing, hyperpersonalization)

* Publish in high-impact journals

* Usestrong methodelogical frameworks to inerease research credibility and citation potential,

With the nse of data-driven marketing, future studies should priontize open dowa sharing, especially concemimg local
demographies, delivery networks, and consumer preferences, A national repository or shared database of hyperlocal campaigns
anel ontcomes would benefit both researchers and practitioners,

Conclusion

The present study highlights the growing academic interest in hyperlocal marketing wathin India between 2020 and 2024,
evidenced by the increasing number of publications and the expansion of thematic diversity across sectors such as education, ¢-
commerce, and community media, The bibliometric insights suggest that while foundational work has been laid, much of the
existing literature is still concentrated in open-access platforms and lacks rigorous peer-reviewed validation. Mareover, the
dominance of broad keywords such as “Tndia,”" “local cultare.” and “hyperlocal delivery™ sipnals an opportunity for deeper. more
nuanced theoretical development tailored to regionel contexts,

Institutional and authorial collaboration remains relatively sparse, underlining the need for stronger academic networks and
mterdisciplinary engagements. Furthermore, the prevalence of certain research gaps—=such as the lock of rural focus, absence of
theoretical models, and limited conpirical studies—sugerests clear avenues for future exploration,

In conelusion, the rise of hyperlocal marketing in India presents a fertile ground for scholarly inquiry, Future research should aim to
be more gesgraphically inclusive, methodologically robust, and strategically aligned with both local consumer behavior and
emerzmg digital rends. This would not only enhance the eredibility of acadenue contributions but also bridge the gap bevween
theory and practice inone of the most dynamic marketing environments m the world,
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