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Abstract 

 

This research discusses the development and role of social media in modern life, especially Within digital marketing and consumer 

behavior. Social media, defined as internet-based platforms that enable user creation and exchange of content, has experienced a rise 

from 2003 to 2013, with significant influence on communication, social interaction, and business strategy. The method used in this study 

is bibliometric analysis with VOSviewer software, which maps data from scholarly articles published in leading journals such as 

Elsevier, Emerald, Springer, Willey, Sagepub, and Taylor. Data was collected using Publish or Perish software with specific keywords 

related to social media, digital marketing, and consumer behavior. From the bibliometric analysis, 1,550 articles with 4,961 keywords 

were found and analyzed using co-occurrence and co-authorship methods, resulting in 111 specific keywords divided into 11 clusters. 

The study revealed the importance of social media in building customer-business relationships, the influence of the power of social ties 

on consumer behavior, and the role of social media in developing effective marketing strategies. The research also identifies author 

collaborations in social media-related studies and shows how research trends and patterns evolve. The findings provide deep insights into 

the use of social media in modern marketing strategies. They can form the basis for further research development in management, 

business, and digital marketing. The findings of this study offer valuable contributions to the academic and professional understanding of 

social media. They serve as a foundational reference for future research aiming to explore the strategic applications of social media in 

business, the psychology of online consumer engagement, and the technological advancements that continue to reshape digital 

communications. The study also provides insights into the evolution of research patterns, visualizing how scholarly focus has shifted 

from early platforms like MySpace and Flickr to contemporary and emerging platforms such as YouTube, TikTok, and Instagram. Using 

overlay visualization and keyword density maps, the research identifies recent trends and research gaps, highlighting areas that require 

further academic exploration. For instance, the dominance of "YouTube" in recent literature indicates a growing interest in multimedia 

marketing, influencer culture, and community-driven content. At the same time, some topics, such as mobile-integrated social platforms, 

remain underexplored. 

Keywords: Social Media, Digital Marketing, Consumer Behavior, Bibliometric Analysis, Marketing Strategy. 

1. Introduction 

Social media has become an effective platform for business activities. Social media allows companies to interact directly with customers, 

promote products or services, and increase brand awareness. Additionally, social media enables companies to build communities and 

enhance customer loyalty. Business activities on social media can also help increase visibility and sales. By utilizing features such as 

advertising and promotions, companies can reach a broader target audience and raise awareness of their products or services. 

Furthermore, social media allows companies to collect customer feedback and improve the quality of their products or services. 

Social media has become essential to business marketing strategy in today's digital era. Companies that effectively utilize social media 

can increase brand awareness, boost sales, and build loyal communities. Therefore, companies must understand how to use social media 

effectively to achieve their business goals. 

The life of modern society is greatly influenced by progress in information and communication technology. The emergence of social 

media as a platform for interaction and mass communication is one of the most prominent phenomena. Social media has become 

essential to everyday life, allowing people to share information, interact with others, and form communities.  
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Social media is a digital platform that allows people to share content, interact, and communicate through the internet, such as blogs, 

discussion forums, and messaging applications. Some examples of popular social media platforms include Facebook, Instagram, Twitter, 

TikTok, and YouTube. Social media has continued to evolve and become an essential part of digital life since the 1990s with the 

emergence of platforms such as Bulletin Board System (BBS) and Prodigy. However, in the early 2000s, modern platforms such as 

Facebook, Friendster, and MySpace emerged. 

Social media has many benefits, such as allowing people to communicate and interact, sharing information and knowledge, helping to 

build networks and communities, and providing opportunities to promote goods and services. In addition, social media can also be used 

as a tool to monitor public opinion, analyze consumer behavior, and develop marketing strategies. 

Social media has significant effects, both positive and negative. Positive effects include more opportunities for social interaction, more 

communication, and helping to build communities. Adverse effects include the spread of misinformation, online harassment, and 

dependence on technology. This study aims to see how social media affects consumer behavior, find out how social media affects 

society, and find effective marketing strategies through social media. The results of this study are expected to help develop digital 

marketing strategies and increase our understanding of the role of social media in modern life. 

2. Literature Review 

Social media is "a group of Internet-based applications built on the ideological and technological foundations of Web 2.0 that enable the 

creation and exchange of user-generated content". Social media has played an essential role in several social phenomena and epidemics. 

With its ability to disseminate information widely and quickly over large geographical areas, social media has become a highly 

influential tool. The development of Emerging social media platforms has become a fast-growing And highly lucrative industry Despite 

its unpredictable and highly competitive nature [1]. In addition, various industries have begun to recognize the importance of social 

media as a new communication, marketing, and sales channel, so many companies have started to integrate and invest in social media. 

Theoretically, social media has a significant meaning [2][3]. 

The history Concerning social media, from its early platforms, Including platforms like AOL and LiveJournal, to newer platforms like 

Blab and Meerkat, shows that social networking technology is not a Temporary trend. The advent of social media and mobile devices has 

transformed interactions between individuals into digital value networks [4]. In platforms such as Facebook, Twitter, and LinkedIn, 

online communities such as PatientLikeMe and Apple enthusiast communities, as well as mobile applications such as Airbnb, Waze, and 

Line, the integration of resources through interactions between individuals is a key component in the creation of shared value. Such 

behavior is increasingly common in cyberspace, including social media platforms allowing customers to network, create, modify or share 

their knowledge.". 

In the context of dominant service Service-Dominant Logic (SDL) marketing, individual customers serve as the primary providers of 

operational Assets in business-consumer interactions and become Key participants in the value co-creation ecosystem [5]. The primary 

motivation for Utilizing social media is sharing resources like information and knowledge and expressing opinions on diverse topics [6]. 

More than Forty percent of social media users participate in online information-sharing activities with others. 

Engagement on social media through likes, shares, and comments has emerged as a gatekeeping influence for audiences, enabling 

researchers to assess audience behavior. Acceptance Social media facilitates interactions with varying degrees of emotional intensity and 

intimacy, supporting networks of strong and weak ties [7]. 

Social media users hold a position of authority: their role as an Engaged audience is growing in significance for disseminating 

information across digital networks; social media is evolving into a valuable marketing tool for achieving specific strategic business 

objectives. In this context, we offer a theoretical foundation for social media from a strategic marketing standpoint. Despite widespread 

understanding among marketers of the need to engage customers on social media platforms, relatively few companies can strategize their 

social media presence and engagement properly [8]. 

Despite the challenges, the development of new social media platforms is an auspicious opportunity. In addition, businesses that do not 

have social media platforms can utilize the space available on various social media platforms to promote their products, services, or 

brands. This is partly because social media literature primarily derives from elements from different fields, such as marketing, 

management, consumer psychology, and computer science.  

Table 1. External Stimulus Factors 

Factor Description Reference 

Digital Marketing 

Digital marketing can be identified as direct marketing 

that connects buyers with sellers electronically through 

interactive technologies such as email, websites, social 

networks, online forums, newsgroups, television, 

mobile communications, etc. 

[9] 

Future of marketing 

The future of marketing is the expansion of the service 

sector. The service sector has been continuously 

growing as a percentage of the economy in every 

developed country since around 1900. 

[10] 

Social network 

Social networks, such as Facebook and LinkedIn, are 

platforms for sharing information and networking with 

people who share similar interests. Users can create 

personal profiles and interact online. 

[11][12][13] 

Web 2.0 Web 2.0 is the second-generation web that emphasizes 

user participation, interaction, and collaboration with 

technologies such as RSS and podcasting. 

[14][15] 

User-generated Content Social media services such as blogs, microblogging 

services (Twitter), wiki-based applications 
[12] 
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Factor Description Reference 

(Wikipedia), and resource-sharing services (YouTube) 

are just a few examples of applications that allow users 

to create content, annotate it, and share it with their 

(personal) network. In turn, friends and contacts can 

comment on the shared content and communicate this 

way. Such interactions allow communities to form and 

grow. 

Facebook Facebook is a social network where users share text, 

pictures, videos, and feelings and build relationships. 
[16][17][18] 

Twitter Twitter is a microblogging platform founded in 2006 

for sharing short messages of up to 140 characters, 

called "tweets." 

[19][20][21] 

Linkedin LinkedIn is the largest professional network on the 

internet, connecting colleagues for discussion, sharing 

interests, and providing recruitment and advertising 

services. 

[22] [23] 

Youtube YouTube is a video-sharing platform founded in 2005 

that allows users to upload, watch, comment on videos, 

and subscribe to channels. 

([16]; [24]; [22] 

Brand Community Brand communities are groups of socially connected 

fans, both in person and online, to support and build 

loyalty to a brand. 

[6] [25][26] 

Brand Trust Brand trust is the willingness of consumers to rely on 

the brand's ability to perform its functions as promised. 
[27] [28] [29] 

Brand Loyalty Brand loyalty is a commitment to continue to buy a 

brand consistently, regardless of the situation or choice 

of other brands. 

[27] [30] 

Customer Centric Model Brand communities on social media influence 

customer relationships and brand loyalty. 
[31] 

Brand Engagement Brand engagement is the level of interaction and 

psychological connection of consumers with the brand, 

which includes thoughts, emotions, and behaviors, as 

well as driving interest, commitment, and relationships 

with the brand. 

[32][28] 

Brand Communication Brand communication on social media is defined as a 

subset of brand-related communication "distributed 

through social media that allows internet users to 

access, share, engage with, add to, and co-create.” 

[33] 

Brand Relationship Quality Brand relationship quality is how strongly consumers 

feel the brand is a satisfying partner in a long-term 

relationship. 

[34] 

Multimedia Multimedia that supports storytelling and can be 

shared across multiple platforms. 
[35][36] 

Communication Technologies Communication technologies are various technologies 

used to process and convey information, including in 

the field of transportation since the 1980s. 

[37] 

Knowledge Management Knowledge management involves identifying, 

creating, storing, organizing, and disseminating 

knowledge. 

[38] [39] 

Communities Communities are individuals with shared experiences, 

needs, and ideas closely connected in social networks 

such as clusters or subgroups. 

[12] [40] 

 

3. Research Methods 

This research utilizes a qualitative approach with a historical perspective to explore social media research's development, patterns, and 

mapping. The research process was carried out in two phases. The first phase systematically gathered data from articles published in 

prominent international journals. In the second phase, the collected articles were analyzed using bibliometric techniques, focusing on 

extracting and interpreting data from article titles and abstracts. This analysis aids in understanding recent advancements in social media 

research and offers valuable insights for identifying relevant themes. 

3.1. Collecting Data Method 
The data collection process involved gathering research articles from a selection of top academic journal publishers, including 1) 

Elsevier, 2) Emerald, 3) Springer, 4) Wiley, 5) Sage Publications, and 6) Taylor & Francis. These articles were sourced from the 

accessible databases of these six publisher groups. The search for relevant articles was conducted using the Publish or Perish (PoP) 

software, which aids in identifying publications related to specific research topics. The data collection followed these steps: 
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1. The search was restricted to articles published between 1984 and 2025. 

2. The primary keyword used for the search was ['Social Media'].  

3. The search criteria included five different keyword combinations. The first combination was ["digital marketing; future of 

marketing"]. The second combination. [“social network; Web 2.0; user-generated content; facebook; twitter; linkdln; youtube”]. The 

third combination ["brand community; brand trust; brand loyalty; customer centric mode"]. The fourth combination ["social media; 

brand engagement; brand communication; brand relationship quality"]. Fifth combination ["Multimedia; communication 

technologies knowledge management; communities"]. 

4. Furthermore, The research articles gathered through this software were filtered based on language, with only those written in English 

being considered. The chosen articles were obtained solely from esteemed journals. 

5. The search was restricted to journal articles in management, business, economics, social sciences, information science, and 

entrepreneurship. This study did not include data from conference proceedings, meeting summaries, and books. 

6. The selected articles for analysis were assessed for thoroughness, ensuring they contained essential elements such as a "title," 

"abstract," and "keywords." 

7. Additional criteria for selecting articles included the presence of a DOI, the Journal of publication, the publisher, the article URL, the 

number of citations, GS Ranking, Cites Per Year, Cites Per Author, and Author Count. 

One thousand five hundred fifty articles were collected using the Publish or Perish software between 1984 and 2025, based on a 

combination of search titles and keywords, as detailed in Table 2. 

 

Table 2. Article Search Combinations and Corresponding Results 

Title Keywords Amount 

Social Media Digital marketing, the future of marketing 286 Article 

Social Media 

Social networking, Web 2.0, User-

generated content, Facebook, Twitter, 

LinkedIn, YouTube 

150 Article 

Social media 
Brand community, Brand trust, Brand 

loyalty, Customer-centered fashion 
460 Article 

Social Media 

Social media, Brand Engagement, Brand 

involvement, Brand communication, 

Brand relationship quality 

124 Article 

Social Media 
Multimedia, communication technology, 

knowledge management, community 
374 Article 

3.2. Analysis Data Method 
Bibliometric analysis using the VOSviewer application. The results of the study show a bibliographic map related to social media. 

Bibliometric analysis produces bibliographic data maps and text extracted from the titles and abstracts of selected articles. The results of 

this analysis are used to map and develop reference studies. This scientific mapping is done to analyze trends and patterns in the research 

development conducted with the results of research studies on Social media. VOSviewer is the material used to research scientific 

articles that have been published, and it can visualize networks equipped with cluster labeling. However, this means that VOSviewer can 

provide insight into research and research updates and the extent to which research in this field has taken place. 

The output of VOSviewer includes a network map based on the most critical coincidence data and a very detailed keyword relevance. 

The network visualization and keyword map are shown in different colors for each data cluster, making understanding the relationship 

between concepts easier. However, this application shows an overlay network that illustrates the development of articles. This overlay 

network visualizes the range of years each keyword is related, which is shown in a dynamic network. The visualization of the overlay 

network can assess the level of advancement in research within the field of social media marketing.VOSviewer also provides density 

visualizations that show the high or low frequency of the concept or construct under study. With this, the tool presents valuable 

information for researchers to understand trends and dynamics in scientific research. 

4. Results and Discussions 

4.1. Number of Publication Years 
The early 1984s marked a significant turning point in the development of social media, as the swift rise of platforms like Facebook, 

Twitter, Instagram, and YouTube established a new digital interaction ecosystem. This trend grew as smartphone technology made 

connecting directly with social media platforms easier for the public. This significant technology change significantly affects various 

aspects of social and business life. It has dramatically influenced how people interact, communicate, and conduct transactions. As a 

result, this phenomenon has motivated numerous researchers to study social media as the central theme in articles or as research 

keywords. Based on the search, 1,550 articles were published between 1984 and 2025, as shown in Table 3. 

 

Table 3. Number of Publication Years 1984-2025. 

 

Year Publication Year Year Publication Year 

1984 1 2013 100 

1987 1 2014 87 

1991 2 2015 123 

1995 1 2016 130 

1999 1 2017 110 

2001 3 2018 163 
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2003 1 2019 105 

2004 1 2020 127 

2005 2 2021 126 

2007 2 2022 111 

2008 2 2023 100 

2009 6 2024 90 

2010 18 2025 1 

2011 58 TOTAL 1.550 

2012 78   

 

From 2003 to 2013, there will be an increase in the number of social media users. Social media is regarded as the ideal platform for 

everyday interactions. All individuals, communities, and organizations must be able to use social media to communicate and network. 

More and more challenges are emerging due to technological developments and ever-changing user behavior. In the world of social 

media, the only choice is Social media. As a result, Scholars and professionals across various fields continue to research social media to 

comprehend, anticipate, and enhance its utilization in the modern era. 

4.2. Author Analysis 
The author's analysis uses the Google Scholar (GS) ranking. GS has the same function as Thomson ISI Web of Knowledge, which 

produces Journal Impact Factors (JIF). The JIF assesses the impact factor of the article.[41]. GS found other available articles, and we 

performed additional searches by checking the included publication citations from the initial broad database search. 

 

Table 4. Active Publications by the Year 1984-2025 

Author Name Title GS rank 

G Barbier, H Liu (2011) Data mining on social media 980 

VJ Garcia-Morales, R Martín-Rojas 

(2018) 

The influence of social media technology 

on organizational performance through 

knowledge and innovation 

979 

X Chen, S Wang, Y Tang, T Hao (2018) Bibliometric analysis of event detection 

on social media 

977 

EWT Ngai, KK Moon, SS Lam, ESK 

Chin (2015) 

Social media models, technologies, and 

applications: an academic review and 

case study 

976 

LY Hua, T Ramayah, TA Ping (2017) Social media as a travel destination 

selection tool: The case of Malaysia 

976 

A Cavalcante (2020) Plunged into a strange utopia and vortex: 

The experiences of LGBTQ social media 

users on Tumblr 

975 

ECX Aw, LI Labrecque2020 Celebrity support in the context of social 

media: understanding the role of 

parasocial interactions and the need to 

belong to a community. 

974 

JH Lipschultz (2016) Adrienne L. Massanari, Social Networks: 

Redefining Communication in the Digital 

Age, by Anastacia Kurylo and Tatyana 

Dumova (Eds.), Social Media and the 

Social 

974 

R Rauniar, G Rawski, J Yang (2014) The technology acceptance model 

(TAM) and social media usage: an 

empirical study on Facebook 

973 

MA Moreno, YT Uhls (2019) Applying the affordances approach and 

developmental perspective to address 

adolescent social media use 

972 

NK Baym (2015) Social Media and Community Struggle 971 

S Song, HY Kim  (2022) Is social media marketing beneficial for 

luxury brands? The dual impact of brand 

page satisfaction and brand love on 

word-of-mouth loyalty intentions and 

attitudes 

970 

(D Jeske, KS Shultz 2016) Using social media content for screening 

in recruitment and selection: pros and 

cons 

969 

RN Bolton, A Parasuraman, A 

Hoefnagels (2013) 

Understanding Generation Y and their 

use of social media: a review and 

research agenda 

968 

C Oh, Y Roumani, JK Nwankpa, HF Hu 

( 2017) 

Beyond likes and tweets: Consumer 

engagement behavior and movie box 

967 
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Author Name Title GS rank 

office on social media 

R Baird (2022) Youth and social media: the benefits and 

challenges of online graffiti practice 

967 

M Oliveira, T Fernandes (2022) Luxury brands and social media: drivers 

and outcomes of consumer engagement 

on Instagram 

966 

M Clark, HG Black, K Judson (2017) Brand community integration and 

satisfaction with social media sites: a 

comparative study 

965 

M Gómez, C Lopez, A Molina (2019) Integrated model of social media brand 

engagement 

964 

R Agnihotri, R Dingus, MY Hu, MT 

Krush (2016) 

Social media: Influencing customer 

satisfaction in B2B sales 

963 

AJ Kim, E Ko (2010) The Impact of Luxury Fashion Brand's 

social media marketing on customer 

relationships and purchase intentions 

962 

P Gerbaudo, E Treré (2015) Searching for 'us' in social media 

activism: introduction to the special issue 

on social media and protest identities 

961 

TM Chen (2021) Automatic content classification on 

social media platforms 

961 

H Reinikainen, TM Tan, V Luoma-Aho, 

J Salo  (2021) 

Building and breaking relationships on 

social media: the impact of brand 

betrayal and influencers 

960 

M Yarchi, C Baden, N Kligler-Vilenchik 

(2021) 

Political polarization in the digital realm: 

A cross-platform and over-time analysis 

of interactional, positional, and affective 

polarization in social media 

958 

  

GS ranking can be seen from the author's contribution to producing articles yearly. Based on the data collected, 36 authors actively write. 

Table 5 discusses the authors contributing articles each year by looking at the GS rank. Table 5 shows the authors' contribution to 

producing articles each year.[41]. 

4.3. Citation Analysis 
Citation analysis reveals the number of articles referenced or cited by other researchers, providing insight into their academic influence. 

From 2003 to 2013, there will be an increase. The rapid development of social media brings new challenges to contemporary business 

management. To remain relevant and competitive, business managers must be able to adapt to the dynamics of change. The high 

commitment of scientists and practitioners to continue to develop knowledge about digital marketing strategies, customer interactions, 

and online reputation management to solve problems that arise in the social media ecosystem is part of an effort to improve this 

adaptability. As shown in Table 5, Cakrawala Bisnis is the Journal with the most publications on social media. 

 

Table 5. Leading authors and most-cited articles in social media research. 

Author's Name Title Frequency of Cities 

AM Kaplan, M Haenlein (2010) Business horizon 35.732 

JH Kietzmann, K Hermkens, IP 

McCarthy, BS Silvestre (2011) 

Business horizon 9.359 

AJ Kim, E Ko (2012) Journal of Business Research 4.502 

YK Dwivedi, E Ismagilova, DL 

Hughes (2021) 

International Journal 2.797 

PR Berthon, LF Pitt, K Plangger, D 

Shapiro (2012) 

Business horizon 2.429 

KK Kapoor, K Tamilmani, NP Rana, 

P Patil (2018) 

Information Systems 1.887 

C Lamberton, AT Stephen (2016) Marketing journal 1.747 

B Schivinski, D Dabrowski (2016) Journal of Marketing Communication 1.734 

MTPMB Tiago, JMC Veríssimo 

(2014) 

Business horizon 1.613 

R Rauniar, G Rawski, J Yang (2014) Information management 1.586 

A Kumar, R Bezawada, R Rishika 

(2016) 

Marketing journal 1.564 
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Author's Name Title Frequency of Cities 

AA Alalwan (2018) International Journal of Information 

Management 

1.397 

LI Labrecque (2014) Interactive marketing journal 1.319 

C Greenhow, C Lewin (2019) Social media and education 1.146 

RW Naylor, CP Lamberton, PM West 

(2012) 

Marketing journal 998 

RS Ebrahim (2020) Journal of Relationship Marketing 899 

E Constantinides, MC Zinck Stagno 

(2011) 

Marketing journal 625 

J Wolny, C Mueller (2013) Marketing management journal 606 

L Dessart (2017) Marketing management journal 547 

J Paniagua, J Sapena ( 2014) Business horizon 515 

R Odoom, T Anning-Dorson (2017) Information management 444 

MR Habibi, M Laroche, MO Richard 

(2014) 

Journal of Information Management 428 

XW Wang, YM Cao, C Park (2019) Jurnal Informasi Internasional 325 

R Effing, TAM Spil (2016) International Journal of Information 

Management 

288 

M Mayrhofer, J Matthes, S Einwiller 

(2020) 

International Journal 283 

4.4. Bibliometric Analysis 
Bibliometric analysis helps researchers map and find out the extent of the development of researchers related to social media. This will 

allow researchers to identify relevant and current research themes or variables, thus clarifying the potential impact of research if it is 

developed. 

The co-authorship analysis reveals connections between authors and their collaborators. The results indicate that researchers work 

together on social media-related studies, as illustrated in Figure 1. YK Dwivedi collaborates with other authors. Two research teams 

worked on two articles published by YK Dwivedi. Likewise, NP Rana and KK Kapoor have authored two articles, each published by 

separate research teams. 

Fig 1. Author Network 

The collaboration among the authors demonstrates a strong commitment to ongoing research on social media. Table 6 presents the 

research titles of the authors involved in these studies. 
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Table 6. Author Collaboration 

Author Tittle 

JS Lim, P Pham, JH Heinrichs (2020) The impact of social media activity results on brand equity 

JH Heinrichs, JS Lim, KS Lim (2011) The influence of social networking sites and user access methods 

on social media evaluation 

JS Lim, YC Hwang, S Kim, FA Biocca (2015) How social media engagement leads to sports channel loyalty: 

The mediating role of social presence and channel commitment 

H Hwang, KO Kim (2015) Social media as a social movement tool: The influence of social 

media use and social capital on the intention to participate in 

social movements 

X Chen, X Shen, X Huang, Y Li (2021) Research on social media content marketing: An empirical 

analysis based on 10 Chinese metropolitan cities for Korean 

brands 

ZJ Huang, MS Lin, J Chen (2024) Co-created tourism experiences on social media 

X Chen, C Jiao, R Ji, Y Li (2021) Examining customer motivation and its impact on customer 

engagement behavior in social media: the mediating effect of 

brand experience. 

X Chen, S Wang, Y Tang, T Hao (2018) Bibliometric analysis of event detection on social media. 

A Abid, P Harrigan, S Wang, SK Roy (2023) Social media in politics: How to drive engagement and 

strengthen relationships. 

P Harrigan, G Soutar (2015) Modeling CRM in the age of social media 

S Guha, P Harrigan, G Soutar (2018) Linking social media with customer relationship management 

(CRM): a qualitative study on SMEs 

H Kizgin, A Jamal, BL Dey, NP Rana (2018) The impact of social media on acculturation and consumer 

purchase intentions 

H Kizgin, BL Dey, YK Dwivedi, L Hughes (2020) The impact of social media on consumer Acculturation: 

Challenges, opportunities, and current research and practice 

agenda 

N Singh, K Lehnert, K Bostick (2012) Use of global social media: Insights for reaching consumers 

around the world 

YK Dwivedi, E Ismagilova, DL Hughes (2021) Defining the future of social media and digital marketing 

research: Perspectives and research proposals 

AA Alalwan (2018) Investigating the impact of social media advertising features on 

customer purchase intentions. 

R Algharabat, NP Rana, AA Alalwan (2020) Investigating the Antecedents of customer brand engagement and 

consumer-based brand equity in social media 

KK Kapoor, K Tamilmani, NP Rana, P Patil (2018) Advances in social media research: Past, present and future 

 

Using VOSviewer for co-occurrence analysis, the study identified 111 keywords associated with social media. A minimum occurrence 

threshold of three was set to refine the keyword analysis from titles and abstracts. Following this criterion, 4,961 keywords were 

identified and grouped into 11 clusters, as presented in Table 7. 

Table 7. Keyword Clustering 

Cluster Keywords 

Cluster 1 Brand awareness, brand community, brand engagement, brand equity, brand interactivity, brand 

involvement, brand loyalty, brand relationship quality, brand trust, consumer brand engagement, consumer 

involvement, consumers, emotions, online brand community, smi, smm, social media brand engagement, 

social media environment, social media interaction, social media engagement, social media marketing, 

brand page, branded content, customer participation, digital advertising, digital marketer, health promotion, 

social capital, social marketing, social media advertising, social media advertising, social media brand 

communication, social media context, social media impact, social media usage, user participation, virtual 

brand community, digital natives, social media of the future, influencer, influencer marketing, marketing 

communication, marketing tool, online advertising, online marketing, online marketing strategy, social 

media influencer, social media influencer, social media integration, social media page, social media 

practice, TikTok, computer, delicious, digital, digital marketing, digital marketing community, Flickr, 

information communication 

Cluster 2 A brand page, branded content, customer participation, digital advertising, digital marketing, health 

promotion, social capital, social marketing, social media advertising, social media advertising, social media 

brand communication, social media context, social media impact, social media usage, user participation, 

virtual brand community 
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Cluster Keywords 

Cluster 3 Digital natives, social media of the future, influencer, influencer marketing, marketing communications, 

marketing tools, online advertising, online marketing, online marketing strategy, social media influencer, 

social media influencers, social media integration, social media page, social media practice, TikTok 

Cluster 4 Computer, tasty, digital, digital marketing, digital marketing community, flickr, information, 

communication, internet marketing, line, mobile marketing, mobile social media, new social media, social 

interaction, social media apps 

Cluster 5 Co-creation, communication technology, community members, content sites, followers, friends, higher 

education market, information exchange, myspace, SNS, social media engagement, social media era, social 

support, YouTube videos 

Cluster 6 Community building, digital media, digital technology, Linked, networking, new communication 

technology, online social media, social media adoption, social media research, social media strategy, 

YouTube channel 

Cluster 7 Linked, microblog, popular sites, Tumblr, Twitter, wiki, Wikipedia, YouTube 

Cluster 8 Online social networks on Pinterest, social influencers 

Cluster 9 Brand communication, social media metrics framework, UGC, WhatsApp 

Cluster 10 Snapchat 

Cluster 11 Tweet 

The Network Visualization Analysis results display multiple small nodes representing keywords identified through the analysis, as shown 

in Figure 2. This visualization highlights the presence of significant research gaps. Further studies on social media are essential to bridge 

these gaps. For instance, the digital node "YouTube" has yet to be linked to the digital model node "mobile social medium." Further 

studies are required to clarify the causality of each node. The explanation of the causal relationship generated by this research will 

generate scientific knowledge that can help us understand, explain, and optimize the impact of social media in various fields. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig 2. Publication of  Network Visualization in Social Media 

Figure 2 presents a network visualization generated using VOSviewer software, illustrating the connections between terms associated 

with digital marketing, social media, and online platforms. Each node within the network signifies a specific term or concept, while the 

edges show the relationship or connection between two terms based on the data analyzed. The size of the nodes reflects the frequency or 

importance of the term, with larger nodes such as "YouTube" being the primary focus in this network. Different colors on the nodes 

indicate clustering, i.e., groups of terms with a strong relationship. In this visualization, "YouTube" stands out as the central hub that is 

closely connected to terms such as "brand engagement," "social media engagement," "networking," and other platforms such as 

"TikTok," "Wikipedia," and "Snapchat." This shows YouTube's central role in social media and digital marketing as a platform to build 

communities, increase user engagement, and support digital marketing activities. Other clusters, such as "brand community" and "social 

media influencer market," strongly focus on user interaction and engagement in the digital world. This visualization illustrates the 

importance of the interconnection of digital platforms in shaping modern marketing strategies. 

 

Fig 3. Visualization of Overlays in Social Media Publications 
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Figure 3 visualizes the network map generated using VOSviewer software. This map illustrates the interconnections and relationships 

among different keywords or concepts in research related to social media, digital marketing, and brand communities. In this 

visualization, the size of each node (sphere) indicates the frequency or importance of a keyword in the research data. In contrast, the 

color of the nodes represents groups or clusters based on topic relatedness. For example, the keyword "YouTube" dominates as the 

leading center in the map, with many connections to other terms such as "brand community," "social media engagement," and 

"networking," indicating the critical role of the platform in social media studies. 

Additionally, the color gradient from blue to yellow along the timeline shows the evolution of topics from 2016 to 2022. Blue represents 

terms that were more commonly discussed in the earlier years, whereas yellow signifies terms that have gained prominence or relevance 

in recent years. For example, "TikTok" and "social media influencer market" appear in yellow, reflecting the increasing popularity and 

attention to new platforms and modern marketing strategies. In contrast, terms like "Myspace" or "Flickr” are closer to blue, indicating a 

decline in relevance in recent years. This map provides valuable insights into the trends and dynamics in social media research and 

digital communications. 

 

Fig 4. Visualization of Density in Social Media Publication 

 

Figure 4 shows research related to social media, primarily associated with YouTube. This condition can be seen from the focus on yellow 

in the input density visualization. The colors that emerge from each theme or variable tend to be darker. In other words, relatively few 

publications explore this subtheme; this finding aligns with both the network visualization analysis and the overlay visualization results, 

highlighting the significance of studying social media, particularly focusing on YouTube. This research will help in the scientific 

preparation and development of scientific knowledge related to social media. 

A heatmap visualization generated with VOSviewer software illustrates the intensity of relationships between keywords in research 

related to social media, digital marketing, and brand community engagement. Bright spots in yellow indicate a higher concentration or 

importance of keywords in the data, while blue represents a lower intensity. In this case, the keyword “YouTube” is at the center with a 

bright yellow highlight, indicating the dominance of this topic in the research network over other terms such as "brand community,” 

“social media engagement," or "digital marketing." The image above is a heatmap visualization generated with VOSviewer software, 

illustrating the intensity of relationships between keywords in research related to social media, digital marketing, and brand community 
engagement. Bright yellow dots indicate a higher concentration or importance of keywords in the data, while blue represents a lower 

intensity. In this case, the keyword “YouTube” is at the center with a bright yellow highlight, indicating the dominance of this topic in 

the research network over other terms such as "brand community,” “social media engagement," or "digital marketing." The image above 

is a heatmap visualization generated with VOSviewer software, illustrating the intensity of relationships between keywords in research 

related to social media, digital marketing, and brand community engagement. Bright yellow dots indicate a higher concentration or 

importance of keywords in the data, while blue represents a lower intensity. In this case, the keyword “YouTube” is centered with a 

bright yellow highlight, indicating the dominance of this topic in the research network over other terms such as "brand community,” 

“social media engagement," or "digital marketing." The map also provides an overview of keyword clusters based on interrelated themes. 

Lighter areas indicate the primary focus of research, such as the role of "YouTube" in supporting community building and brand 

engagement. On the other hand, keywords such as "MySpace," "Flickr," and "Tumblr" are in darker areas, indicating less relevance in 

current studies. This visualization helps researchers understand priorities and trends in social media-related studies over time. 

5. Conclusion  

Social media has become an essential part of modern life, with a significant role in communication, social interaction, and digital 

marketing. In addition to benefits such as expanding social networks and supporting business strategies, social media also has negative 

impacts, such as the spread of misinformation and technology dependency. 

VOSviewer analysis shows that social media significantly influences consumer behavior and marketing strategies. Ongoing research is 

essential to enhance the utilization of social media across different areas of life. 
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