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Abstract 

 

Business and customers are online now for number of reasons like ease of doing things, time saving, better information, 

better products and services and discounts. Consequently marketing is also done on social media platforms like Facebook, 

Instagram, youtube, twitter and snap chat. This trend of promoting business is rising and offline businesses have also 

started engaging in promoting business through social media platforms. The objective of this study is to present a 

bibliometric analysis of social media as a marketing platform based on scopus database for a limited time period. In doing 

so, this study unpacks the most influential articles and top contributing journals, authors, institutions, and countries, as 

well as the methodological choices and research contexts for social media as a marketing platform. 

 

Keywords: social media, marketing, social media platforms. 

 

Introduction: 

 

In today's interconnected world, the emergence of social media platforms has revolutionized the way businesses 

communicate, engage, and market their products and services. With billions of active users and a diverse array of 

platforms, social media has become an indispensable tool for marketers, allowing them to reach a global audience, build 

brand identity, and foster customer relationships like never before. As a result, the significance of social media marketing 

(SMM) has skyrocketed in recent years, becoming a focal point of academic research and industry practice. This 

bibliometric paper embarks on a comprehensive analysis of the vast landscape of social media marketing research. By 

leveraging bibliometric techniques, we aim to map the intellectual structure of SMM research, identify key trends, and 

uncover the evolutionary trajectory of this dynamic field. Through this analysis, we strive to provide valuable insights 

into the past, present, and future of social media marketing, enabling researchers and practitioners alike to navigate this 

rapidly evolving domain effectively. 

 

Objectives of the Study: 

The primary objectives of this bibliometric analysis are as follows: 

Mapping the Intellectual Landscape: By analyzing a diverse collection of academic papers and publications related to 

social media marketing, we aim to create a detailed map of the intellectual structure within the field. This will highlight 

key research themes, influential authors, and the interconnections between different areas of study. 

 

Identifying Emerging Trends: SMM is a constantly evolving domain, shaped by technological advancements and 

changes in user behavior. Through this study, we intend to identify emerging trends and topics that have gained traction 

in recent years, shedding light on the current research priorities within the field. 

 

Evolution of Social Media Platforms in Marketing Research: Social media platforms have evolved significantly over 

the years, introducing novel features, functionalities, and business opportunities. We will examine how the focus of SMM 

research has shifted in response to these changes, and how researchers have adapted to new marketing challenges and 

opportunities. 

 

Evaluating Influential Authors and Institutions: We will identify the most influential authors and institutions in the 

realm of SMM research, recognizing their significant contributions to the field and understanding their impact on its 

development. 

 

Predicting Future Directions: By analyzing recent developments and uncovering emerging research themes, we aim to 

provide predictions and insights into the potential future directions of social media marketing research. This will help 

scholars and practitioners anticipate upcoming challenges and opportunities in the field. 
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Literature Review 

This section will give us insights about the studies done in relation to social media as a platform for marketing activities, 

which can be a base for our bibliometric analysis. 

 

Hazzam et.al. (2023) study found that SMTs (social media technologies) facilitate the growth of organization cultural 

intelligence and new product development capabilities, which contribute to the regional performance of MNCs. The 

relationship between organizational climate index (OCI) and performance is weakened by technological disruption. It 

also indicate that OCI contributes to the performance of multinational corporations (MNCs) by deploying social media 

information and supplementing the organization's NPD capability within a specific environmental context. Provides 

recommendations for MNCs regarding the use of social media when developing and promoting new products in various 

regional markets. MNCs must employ culturally astute managers who consider the degree of market and technological 

volatility when combining various types of capabilities. 

 

Soloman et.al. (2023) study states that while small and medium-sized enterprises (SMEs) have limited social media 

capabilities, medium-sized enterprises tend to invest in their social media presence, and large enterprises continue to rely 

on traditional marketing. 

 

Bruce et.al. (2023) study states that social media integration demonstrated a direct correlation with the performance of 

SME manufacturing firms. In addition, it was discovered that the use of social media has a positive and significant impact 

on the performance of SME manufacturing firms. The findings also indicate that social media usage improves the 

performance and sustainability of SME firms. Conclusion: SMEs should implement social media marketing strategies for 

internal and external collaboration and customer relations. This study provides practitioners and researchers with 

information regarding social media integration among SMBs in emerging economies. 

 

Mumi (2022) study states that, social capital consisting of three dimensions – cognitive, structural, and relational – has 

been found to mediate the direct association of social media strategic capability toward the startup performance through 

the data from 128 start-ups. This study advances the social media research on entrepreneurship and the dynamic 

capabilities perspective in order to improve the startup's performance and thus its sustainability. Specifically, it promotes 

the use of social media, which has an indirect impact on social capital for entrepreneurs. 

 

Cartwright & Davies (2022) study identifies a four-step process for developing social networking capabilities. The stage-

model encapsulates the types of capabilities that organizations must engage or cultivate in order to create effective actor 

engagement, network development, and network management on SM. This demonstrates how the capabilities develop 

over time and integrate with one another to enhance the organizations' perceived competitiveness on SM. It has also 

highlight the operational, dynamic, and adaptable capabilities required to establish the capacity to seize SM's 

opportunities. 

 

Ahmed (2022) study found that SMMA (Social media marketing activities) influences store affection, and store affection 

influences store loyalty. Store affection mediates the relationship between SMMA and store loyalty. SMUI (social media 

usage intensity) positively modifies the relationship between SMMA and store love; however, SMUI does not moderate 

the relationship between store love and store loyalty. 

 

Fatima & Ali (2022) study states that women in business use SM actively but ineffectively. SM are primarily employed 

for advertising and promotion purposes. External factors, such as family and acquaintances, have a greater impact on 

women's decisions to use social media in business. Women typically employ defensive rather than offensive tactics. SM 

combined with conventional marketing tools can enhance consumer engagement and boost business performance. 

 

Research Methodology: 

 

After studying literature and knowing the importance of doing study in the field of social media marketing. This section 

will give details about the methodology adopted for conducting research. 

 

This study collects bibliometric data on social media marketing research for its review. To do so,this study adopts and 

implements the Scientific Procedures and Rationales for Systematic 
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Literature Reviews (SPAR-4-SLR) protocol, which consists of three major stages, namely assembling, arranging, and 

assessing of articles (Paul et al., 2021). The summary of the review procedure is illustrated in Table: 1 Systematic review 

procedure using the SPAR-4-SLR protocol. 

 

Table: 1 Systematic review procedure using the SPAR-4-SLR protocol. 

Assembling 

Search keywords. “Social media” OR “social networking” OR “social media marketing” OR “Social media 

marketing platforms” OR “social media marketing effectiveness” OR “social media networks” OR “social media 

networking sites” 

Search database: Scopus 

Search results: 6542 

Arranging 

Organising filters: 

Filteres year for inculsion: 2009 

Filtered subject area for inculsion: Management 

Filtered document type for inculsion: Articles 

Filtered source type for inculsion: open source 

Filtered search results: 373 

Assessing 

Analysis methord: Bibliometric analysis technique, namely 

• Science Mapping 

• Performance analysis 

 

Reporting convention: Figures, tables and words. 

Limitation: Accuracy and completeness from scopus. 

 

Assembling 

 

To compile the corpus of articles on social media marketing, this study identified social media marketing search terms 

based on a preliminary literature review. 

 

The previous section and researcher experience determined the suitability of the keywords to represent financial 

sustainability. This generated a list of 12 keywords that can be classified. into the search query below: 

 

"Social media marketing" OR "digital marketing" OR "Facebook marketing" OR "electronic marketing" OR "recent 

trends in marketing" OR "online marketing" OR "green marketing" OR "Instagram marketing" OR "marketing trends" 

OR "social media advertising" OR "social media adds" OR "social media promotions" 

 

After identifying search terms, this investigation conducted an article search. 

 

Utilizing the above search query in Scopus' "article title, abstract, and keywords" which is the largest database of high-

quality scientific articles (Comerio & Strozzi, 2019; Norris & Oppenheim, 2007), and consequently favored over Web of 

Science. Containing fewer reviewable articles than Scopus (Paul et al., 2021). Overall, 10,850 from the search, documents 

were returned. 

 

Arranging 

 

This study used the category (code) function in Scopus to review the search results according to year, subject area, 

document type, publication stage, source type, and language in order to organize the corpus of 10,850 articles returned 

from the assembling stage. Articles were restricted to "2023", "business, management, and accounting", and "article" 

"final", "journal", and "English" in these respective categories. These restrictions were enforced in accordance with the 

recommendations of Paul et al. (2021), as 2020 constituted the latest possible date, Social media marketing resides in 

business, management, and accountancy.  Non-articles Editorials and remarks are exempt from peer review, and the 

inclusion of reviews is not required. This can lead to double-edged insights; press articles were discarded because they 

had not been adequately vetted. Non-journal sources, including books, book chapters, and conference proceedings, were 

excluded because they may not have been subjected to rigorous peer review; non-English articles on account of our 

limited language proficiency in languages other than English. English. This resulted in a reduced corpus of 1,530 articles. 
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After downloading and reading each article, we eliminated 594 additional articles. that sparingly mentioned the search 

terms. Thus, the components of sustainable finance, resulting in their removal, did not occupy center stage in the 

investigation of those articles. This resulted in a final corpus of 373 articles for review, which was confirmed by means 

of a random sample. 

 

Assessing 

 

To assess the final corpus of 373 articles on social media marketing, which is a relatively large corpus, this study adopts 

a bibliometric analysis approach for its review. In essence, a bibliometric analysis uses quantitative techniques to appraise 

scientific information of scholarly articles (Donthu et al., 2021a). To advance insights in the field, this study curates a 

future research agenda based on our reading of the articles and reflection of extant gaps under each major theme. The 

next sections report the findings of the review, wherein narratives are supplemented by figures and tables. 

 

Findings. 

Performance analysis 

 

Performance analysis is a bibliometric analysis method that describes the performance of a research domain, in this 

instance the field of social media marketing (Donthu et al., 2021a). This analysis resembles participant profiling in 

empirical studies, in a more comprehensive manner. Utilizing bibliometric metrics in a rigorous manner. In this research, 

purpose of the performance analysis is to determine (1) the publication trend, (2) the most influential. articles, the top 

three (3) contributing journals, four (4) contributing authors, five (5) contributing institutions, and six (6) contributing 

nations. 

 

Publication trend in social media marketing 

 

Figure 3 depicts the publication trend of social media marketing research by year. The number signifies that the first 

article on social media marketing to be published in a journal that is indexed in Scopus debuted in 2009 (Fisher 2009) 

and publications in the field have increased over the years. With only one publication in 2009, publications rise rapidly 

from 2015 with 15 publications, followed by 25 publications in 2016 and continuously increasing after 2016, maximum 

number of publications were 85 in the year 2021, covid-19 outbreak is the biggest reason of this increase as social media 

and digital platforms use increased rapidly. 

 

 
Fig: 1 Publication trend over the years. 

 

Most influential articles for social media marketing research. 

 

Table and Figure describes top researches in terms of citations. A limit of minimum 10 citations was used and out of 419 

researches 194 meet the threshold shown in figure.  Most cited work is (Hollebeek et.al. 2014) with 1582 citations, 

followed by (Michaelidou et.al. 2011) with 596 citations, then (Berthon et.al. 2012) with 591 citations, then (Hays et.al. 

2013) with 536 citations, then (Appel et.al. 2020) with 449 citations, followed by (Driwedi et.al. 2021) with 442 citations, 

followed by (lee et.al. 2018) with 405 citations, then (Dolan et.al. 2016) with 364 citations, then (Dijkmans et.al. 2015) 

with 313 citations and  (Arora et.al. 2019) with 232 citations. 
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Table: 2 Most influential articles. 

Authors Year Source Citations 

Hollebeek L.D.; Glynn M.S.; Brodie R.J. 2014 Journal of Interactive Marketing 1582 

Michaelidou N.; Siamagka N.T.; Christodoulides G. 2011 Industrial Marketing Management 596 

Berthon P.R.; Pitt L.F.; Plangger K.; Shapiro D. 2012 Business Horizons 591 

Hays S.; Page S.J.; Buhalis D. 2013 Current Issues in Tourism 536 

Appel G.; Grewal L.; Hadi R.; Stephen A.T. 2020 

Journal of the Academy of Marketing 

Science 449 

Dwivedi Y.K.; Ismagilova E.; Hughes D.L.; Carlson 

J.; Filieri R.; Jacobson J.; Jain V.; Karjaluoto H.; Kefi 

H.; Krishen A.S.; Kumar V.; Rahman M.M.; Raman 

R.; Rauschnabel P.A.; Rowley J.; Salo J.; Tran G.A.; 

Wang Y. 2021 

International Journal of Information 

Management 442 

Lee D.; Hosanagar K.; Nair H.S. 2018 Management Science 405 

Dolan R.; Conduit J.; Fahy J.; Goodman S. 2016 Journal of Strategic Marketing 364 

Dijkmans C.; Kerkhof P.; Beukeboom C.J. 2015 Tourism Management 313 

Arora A.; Bansal S.; Kandpal C.; Aswani R.; Dwivedi 

Y. 2019 

Journal of Retailing and Consumer 

Services 232 

 
Figure: 2 most influential articles. 

 

Top contributing journals for social media marketing research. 

 

The corpus of 207 sources published on social media marketing.  A limit of minimum 5 documents for a source was set 

and only 14 meet the threshold given in the table and figure. Top 3 journals are Asia Pacific Management Review Cogent 

Business and Management with European Journal of Marketing with 214, 184 and 172 citations respectively. However 

in terms of number of documents Journal of Business Research, Industrial Marketing Management and Journal of 

Retailing And Consumer Services 19, 13 and 12 respectively. 

 

Table: 3 Top contributing journals 

Source Documents Citations 

Asia Pacific Management Review 5 214 

Cogent Business And Management 11 184 

European Journal Of Marketing 9 172 

Industrial Marketing Management 13 1350 

Innovative Marketing 6 16 

International Journal Of Information Management 7 682 

International Journal Of Recent Technology And Engineering 6 7 

Journal Of Business Research 19 484 

Journal Of Direct, Data And Digital Marketing Practice 8 156 

Journal Of Interactive Marketing 8 1772 

Journal Of Retailing And Consumer Services 12 729 

Journal Of Theoretical And Applied Electronic Commerce Research 10 300 
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Revista Brasileira De Marketing 5 3 

Wseas Transactions On Business And Economics 5 0 

 

 
Figure: 3 Top contributing journals. 

 

Top contributing authors for social media marketing research. 

 

Total 411 authors published their work. A limit of minimum 2 documents was set and only 5 authors meet the thereshold, 

are shown in the table and figure.  Shawky, Kubacki, Dietrich and Weaven are most contributing in terms of documents 

and citations 3 and 54 respectively, followed by others in terms of citations, Safiullah, Pathak, Singh and Anshul with 47 

citations, then Naeem and Ozuem with 42 citations, then Amoah and Jibril with 21 citations and Al-Zyoud with 15 

citations. 

 

Table: 4 Top contributing authors 

Author Documents Citations 

Al-Zyoud M.F. 2 15 

Amoah J.; Jibril A.B. 2 21 

Naeem M.; Ozuem W. 2 42 

Safiullah M.; Pathak P.; Singh S.; Anshul A. 2 47 

Shawky S.; Kubacki K.; Dietrich T.; Weaven S. 3 54 

 

 
Figure: 3 Top contributing authors. 

 

Top contributing institutions for social media marketing research. 

 

Top contributing institution for social media are shown in the table . The table indicates that most influential institution 

is Henley Business School, University Of Reading, United Kingdom with 660 citations, followed by Department Of 



Journal of Informatics Education and Research 

ISSN: 1526-4726 

https://doi.org/10.52783/jier.v3i2.213 

Vol 3 Issue 2 (2023) 

  

1071 http://jier.org 

Management Studies, Indian Institute Of Technology (Indian School Of Mines), Dhanbad, Jharkhand, India with 92 

citations, then Department Of Materials, The University Of Manchester, Sackville Street Building, Manchester, M1 3Bb, 

United Kingdom and Manchester Fashion Institute, Manchester Metropolitan University, Righton Building, Cavendish 

Street, Manchester, M15 6Bg, United Kingdom both at 75 citations. 

 

Table: 4 Top contributing institutions 

Organization Documents Citations 

Cardiff Business School, Cardiff University, Cardiff, United Kingdom 2 29 

Coventry Business School, Coventry University, Coventry, United Kingdom 2 30 

Department Of Business Administration, Politeknik Negeri Malang, Indonesia 2 41 

Department Of Business Economics And Management, School Of Business 

Administration In Karviná, Silesian University In Opava, Czech Republic 

2 12 

Department Of Entrepreneurship And Relationship Management, Southern Denmark 

University Kolding, Universitetsparken 1, 6000, Denmark 

2 15 

Department Of Management Studies, Indian Institute Of Technology (Indian School 

Of Mines), Dhanbad, Jharkhand, India 

2 92 

Department Of Marketing And Retail Management, University Of South Africa, 

South Africa 

3 8 

Department Of Marketing, Georgia State University, 35 Broad St. Nw, Atlanta, 

30303, Ga, United States 

2 15 

Department Of Materials, The University Of Manchester, Sackville Street Building, 

Manchester, M1 3Bb, United Kingdom 

2 75 

Griffith Business School, Griffith University, Brisbane, Australia 2 23 

Henley Business School, University Of Reading, United Kingdom 2 660 

Instituto Universitário De Lisboa (Iscte-Iul), Lisboa, Portugal 2 26 

Manchester Fashion Institute, Manchester Metropolitan University, Righton Building, 

Cavendish Street, Manchester, M15 6Bg, United Kingdom 

2 75 

School Of Hotel And Tourism Management, The Hong Kong Polytechnic University, 

Kowloon, Hong Kong 

2 42 

Universidad De Zaragoza, Faculty Of Economy And Business, Gran Vía 2, Zaragoza, 

50.005, Spain 

2 55 

University Of Alicante, Alicante, Spain 2 15 

University Of Strathclyde, 199 Cathedral Street, Glasgow, G4 0Qu, United Kingdom 2 25 

University Of Vaasa, Finland 2 3 

Usda Forest Service Northern Research Station And Forest Products Marketing Unit, 

Starkville, 39759, Ms, United States 

2 7 

Usda Forest Service Northern Research Station, Princeton, 24740, Wv, United States 2 7 

West Virginia University, Division Of Forestry And Natural Resources, Morgantown, 

26505, Wv, United States 

2 7 

 

Top contributing countries for social media research. 

 

Top contributing countries for social media research are presented in table.  The table indicates countries which are having 

minimum 5 citations. the most influential country is the United Kingdom with 96 citations, followed by United States 

with 70 citations then Australia with 36 citaions. 

 

Table: 5 Top contributing countries. 

Countries Citations Total Link Strength 

Australia 36 1941 

Austria 5 33 

Brazil 13 75 

Canada 10 1485 

China 15 344 

Czech Republic 12 69 

Denmark 5 50 

Finland 13 761 

France 9 664 
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Germany 12 720 

Ghana 5 33 

Greece 6 209 

Hong Kong 8 157 

India 29 1069 

Indonesia 19 80 

Ireland 8 564 

Italy 16 506 

Jordan 10 23 

Malaysia 16 152 

Netherlands 10 541 

New Zealand 6 1652 

Norway 7 247 

Poland 9 91 

Portugal 19 382 

Romania 7 34 

Saudi Arabia 5 64 

South Africa 13 103 

South Korea 6 85 

Spain 21 483 

Sweden 6 122 

Thailand 5 100 

Turkey 7 192 

United Arab Emirates 7 50 

United Kingdom 96 5921 

United States 70 3849 

Viet Nam 5 41 

 

 

SCIENCE MAPPING 

 

(Donthu et al., 2021a) Science mapping is an analysis that reveals and provides a graphical representation of what 

knowledge exists and how it is interconnected in a domain, in this case sustainable finance research. The scientific 

mapping of research on sustainable finance employs two bibliometric analysis techniques in VOSviewer, namely a 

temporal analysis and a topical analysis. Using word clouds to dissect the main themes that define sustainable finance. 

Research spanning each time period and a network analysis based on keyword co-occurrence to elucidate the principal 

themes underlying the intellectual structure of social media marketing research over the past fifteen years (2009–2023). 

 

Temporal analysis using word cloud for social media marketing. 

 

The corpus of articles on social media marketing research were segmented into 3 time periods: 2009-2013, 2014-2018, 

2019-2023. The major topics in each time period uncovered through a temporal analysis are illustrated through the word 

clouds in Figures 

 

 
Figure: 4 social media marketing research between 2009 and 2013. 
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Figure: 5 Social media marketing research between 2014 and 2018. 

 

 
Figure: 6 social media marketing research between 2019 and 2023. 

 

Figure 4 depicts use of keywords “social media” most frequently that is 15 times, followed by  “social media marketing”, 

“social networking”, “entrepreneurship” , “marketing”, “microblogging”,  “roi”,  “theory”, “twitter” and “web” words 2 

times each during the period 2009-2013. 

 

Figure 5 depicts use of keywords “social media” most frequently that is 66 times followed by “social media marketing” 

17 times, then “marketing” 7 times, then “facebook” 6 times then “marketing communication”, “social network”, “twitter” 

5 times each, then “social networking site”, “word of mouth” and “consumer” 4 times each during the period 2014-2018. 

 

Figure 6 depicts use of keywords “social media” most frequently that is 113 times, followed by “social media marketing” 

48 times, then “digital marketing” 19 times, then “marketing” 17 times, then “sme” 16 times, then “purchase intention” 

13 times then “facebook” 14 times, then “business”, then “content” 13 times, and “brand equity” 11 times. 

 

Network Analysis 

 

In contrast to the temporal analysis, which uses word clouds and segments the corpus of articles on social media marketing 

according to time periods to decipher the temporal evolution of topics in the field, the network analysis uses keyword co-

occurrence on the entire corpus to decipher the temporal evolution of topics in the field. The fundamental concepts that 

define the intellectual structure of social media marketing research since its founding in 2009 until 2023. In this regard, 

keyword-based network analysis Co-occurrence consolidates a broad spectrum of topics based on their thematic 

similarity, thereby illuminating the main topics (or knowledge departments) in the field of sustainable development 

finance. The dominant themes that emerged from the network's keyword co-occurrences Figure  depicts an analysis of 

the entire corpus generated by VOSviewer, whereas Table presents the accompanying descriptive and the interrelationship 

between themes. as shown in Table 8. 
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In total, the results of the network analysis of keyword co-occurrence presented in Fig. 8 and Table 7 reveal eight major 

themes pertaining to social media marketing research namely internet, social media, social and economic, brand 

awareness, social media analytics, advertising, social networking sites and electronic commerce. 

 

 
Figure: 7 keyword network of social media marketing. 

 

Red= social media analytics, green= purchase intention, dark blue = social media, yellow = microblogging, purple = 

internet, light blue =social networking sites, orange = web 2.0, brown = electronic commerce. 

 

Cluster 1 (Red): Figure represent cluster red in which there are 9 items. Social networking (online) is most frequently 

used key word with 27 occurrences and 98 link strength, followed by  social media analytics 10 occurrences and 245 link 

strength, user-generated content with 10 occurrences and 24 link strength, then machine learning 7 occurrences and 19 

link strength, followed by sales with 7 occurrences and 34 link strength, then customer loyalty 6 occurrences and 19 link 

strength, then structural equation modeling with 5 occurrences and 5 link strength, then sentiment analysis with 5 

occurrences and 19 link strength. 

 

Cluster 2 (Green): Figure represent cluster green in which there are 9 items. social media marketing is the keyword with 

maximum occurrences that is 66 occurrences and 94 link strength, followed by purchase intention and brand equity both 

at 12 occurrences and 21 and 12 link strengths respectively, then e-wom with 10 occurrences and 26 link strength, then 

brand image 9 occurrences and 14 link strength, then brand loyalty with 7 occurrences and 9 link strength, then brand 

trust,  customer satisfaction and service quality with 5 occurrences each and 9, 11 and 16  link strengths respectively. 

 

Cluster 3 (Dark blue): Figure represents cluster blue in which there are 9 items highest occurring key word is social 

media with  202 occurrences and 286 link strength, followed by digital marketing with 20 occurrences and 44 link 

strength, then influencer marketing with 10 occurrences and 12 link strength, then customer engagement with 9 

occurrences and 21 link strength, then communication with 7 occurrences and 22 link strength b2b  with 6 occurrences

 and 9 link strength, loyalty with 5 occurrences and 8 link strength, netnography with 5 occurrences and 6 link 

strength, perception with 5 occurrences and 11 link strength. 

 

Cluster 4 (Yellow): Figure represents cluster yellow in which there are 9 items. highest occurring key word is advertising 

with 10 occurrences and 27 link strength, followed by facebook with 20 occurrences and 50 link strength, then 

engagement with 17 occurrences and 39 link strength, then twitter with 10 occurrences and 22 link strength, then 

consumer engagement with 6 occurrences and link strength both, then microblogging, attitude, social network and social 

network sites with 5occurrences each and 13, 8, 20 and 30 link strength respectively. 
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Cluster 5 (Purple): Figure represents cluster purple in which there are 8 items. Most frequently occurring key word is 

marketing with 49 occurrences and 135 link strength, followed by internet and covid-19 with 8 occurrences and 28 and 

19 link strengths respectively, then consumption behavior with 7 occurrences and 34 link strength, then media role with 

6 occurrences and 23 link strengths, then social network, social networking and tourism market with 5 occurrences 

and 20, 9 and 19 link strength respectively. 

 

Cluster 6 (light blue): Figure represents cluster light blue in which there are 4 items. Most frequently occurring keyword 

is smes with 13 occurrences and 22 link strength, followed by marketing communication with 9 occurrences and 21link 

strength, then social networking sites with 7 occurrences and 12 link strength and marketing strategy with 5 occurrences 

and 7 link strength. 

 

Cluster 7 (Orange): Figure represents cluster orange in which there are 3 item. Most frequently used keyword is  

consumer behavior with 6 occurrences and 21 link strength, followed by economic and social effects and web 2.0 with 5 

occurrences each and 20 and 8 link strength respectively. 

 

Forging the way for social media marketing. 

 

In this ever-evolving digital landscape, where communication transcends geographical boundaries and connects people 

from all walks of life, social media has emerged as a powerful force driving modern marketing strategies. "Forging the 

Way for Social Media Marketing" embodies the revolutionary journey taken by businesses, entrepreneurs, and influencers 

alike, as they harness the potential of social media to build vibrant online communities, foster engagement, and drive 

brand success. The foundation of this transformation lies in understanding the inherent power of social media platforms. 

These virtual arenas offer unparalleled opportunities to reach a diverse global audience, enabling businesses to tailor their 

messages to resonate with specific demographics, interests, and preferences. From Twitter's concise snippets to 

Instagram's captivating visuals and TikTok's short, engaging videos, each platform offers a unique avenue to engage 

potential customers. Yet, forging the way for social media marketing is not just about sharing content. It requires a deep 

understanding of the target audience and an artful blend of creativity, authenticity, and strategy. Successful marketers 

have mastered the art of crafting compelling stories that strike an emotional chord, sparking conversations and igniting 

viral trends. They build communities founded on trust and transparency, recognizing that fostering genuine connections 

can lead to lasting brand loyalty. Moreover, adaptability is key in this fast-paced digital realm. As platforms evolve and 

new trends emerge, marketers must stay agile, embracing change while remaining true to their brand identity. The way 

for social media marketing is paved with continuous learning, staying ahead of the curve, and leveraging data insights to 

refine strategies and make data-driven decisions. One crucial aspect of forging the way for social media marketing is the 

responsible use of influence. As the impact of influencers grows, ethical practices and transparency become vital. 

Collaborating with influencers whose values align with the brand fosters credibility and authenticity, enhancing the 

message's resonance with the audience. Furthermore, social media marketing opens doors to meaningful two-way 

communication. By actively listening to their audience, businesses can gain valuable feedback, identify pain points, and 

improve their products or services. Building a loyal community also entails promptly addressing concerns and 

appreciating customer feedback, transforming users into brand advocates. As we forge the way for social media 

marketing, it is essential to recognize the responsibility that comes with such influence. Ensuring that messages are 

inclusive, respectful, and contribute positively to the collective conversation can have a significant impact on society at 

large. 

 

Conclusion 

 

In this paper employing bibliometric analysis on social media marketing, we have delved into a comprehensive 

exploration of the existing body of research on this rapidly evolving field. By utilizing bibliometric techniques, we gained 

valuable insights into the trends, patterns, and focal areas of social media marketing research over the years. The analysis 

has shed light on the growth of the discipline, identified influential authors and publications, and highlighted key research 

themes. 

 

Our bibliometric analysis revealed a substantial growth in social media marketing research over the years. The increasing 

number of publications demonstrates the significance of this area in both academic and practical contexts. This growth is 

reflective of the ever-expanding influence of social media platforms in shaping consumer behavior and transforming 

marketing practices. 
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Through the analysis, we identified prolific authors and influential publications that have contributed significantly to the 

advancement of social media marketing research. Their seminal works have laid the foundation for subsequent studies 

and have been pivotal in shaping the field's direction. Our bibliometric analysis illuminated several emerging research 

themes within social media marketing. These include personalization and user-centric approaches, the integration of 

advanced technologies such as augmented reality (AR) and virtual reality (VR), the ethical implications of data usage and 

privacy, and the influence of user-generated content (UGC) and influencer marketing. This SLR paper not only offers 

valuable insights for researchers in the field of social media marketing but also has important implications for 

practitioners. Businesses and marketers can draw from the identified research themes to inform their strategies and stay 

ahead of the curve in an increasingly competitive digital landscape. 

 

References 

 

1. Ahmed, R. U. (2022). Social media marketing, shoppers’ store love and loyalty. Marketing Intelligence & Planning, 

40(2), 153–168. https://doi.org/10.1108/MIP-05-2021-0164. 

2. Bruce, E., Keelson, S., Amoah, J., & Bankuoru Egala, S. (2023). Social media integration: An opportunity for SMEs 

sustainability. Cogent Business & Management, 10(1), 2173859. https://doi.org/10.1080/23311975.2023.2173859 

3. Cartwright, S., & Davies, I. A. (2022). The development of B2B social networking capabilities. Industrial Marketing 

Management, 106, 139–151.  

https://doi.org/10.1016/j.indmarman.2022.08.004 

4. Donthu, N., Kumar, S., Mukherjee, D., Pandey, N., & Lim, W. M. (2021a). How to conduct a bibliometric analysis: An 

overview and guidelines. Journal of Business Research, 133, 285–296. 

5. Fatima, N., & Ali, R. (2022). How businesswomen engage customers on social media? Spanish Journal of Marketing - 

ESIC. https://doi.org/10.1108/SJME-09-2021-0172 

6. Hazzam, J., Wilkins, S., & Strong, C. (2023a). The impact of social media technologies on organization cultural 

intelligence and new product development in international markets. Cross Cultural & Strategic Management, 30(2), 272–

300. https://doi.org/10.1108/CCSM-03-2022-0046 

7. Hazzam, J., Wilkins, S., & Strong, C. (2023b). The impact of social media technologies on organization cultural 

intelligence and new product development in international markets. Cross Cultural & Strategic Management, 30(2), 272–

300. https://doi.org/10.1108/CCSM-03-2022-0046 

8. Mumi, A. (2022). SOCIAL MEDIA AS A STRATEGIC CAPABILITY FOR STARTUPS AND THE MEDIATING 

ROLE OF SOCIAL CAPITAL. Business: Theory and Practice, 23(2), 302–312. https://doi.org/10.3846/btp.2022.16954. 

9. Paul, J., Lim, W. M., O’Cass, A., Hao, A. W., & Bresciani, S. (2021). Scientific procedures and rationales for systematic 

literature reviews (SPAR-4-SLR). International Journal of Consumer Studies, 45(4), O1–O16. 

10. Solomon, O. H., Allen, T., & Wangombe, W. (2023). Analysing the factors that influence social media adoption among 

SMEs in developing countries. Journal of International Entrepreneurship. https://doi.org/10.1007/s10843-023-00330-9 

https://doi.org/10.1108/MIP-05-2021-0164
https://doi.org/10.1080/23311975.2023.2173859
https://doi.org/10.1016/j.indmarman.2022.08.004
https://doi.org/10.1108/SJME-09-2021-0172
https://doi.org/10.1108/CCSM-03-2022-0046
https://doi.org/10.1108/CCSM-03-2022-0046
https://doi.org/10.3846/btp.2022.16954
https://doi.org/10.1007/s10843-023-00330-9

