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A B S T R A C T

The purpose of this study is to present a mapping literature review and a classification for research articles
regarding social media metrics and analytics in marketing. The review covers 52 articles from peer review
journals and international conferences, from 2010 to 2016. These 52 articles are classified in 5 distinct categories
based on their: methodology of research, type of analysis, field of study, marketing objectives and social media type/
platform used. The findings of the study reveal which is the most used subcategory for each classification, trends
and tendencies. This review provides a base classification for researchers and an editable and continuously
augmenting typology for further research in the area.

1. Introduction

Web 2.0 tools and the appearance of social media seem to have
redefined the marketing strategy, research and practice, broadening
marketing’s potential. These potentials go beyond customers’ informa-
tion and expand on commitment and engagement levels. Constantinides
and Fountain (2008) define Web 2.0 “as a collection of open-source,
interactive and user-controlled online applications expanding the ex-
periences, knowledge and marketing power of the users as participants
in business and social process […] supporting the creation of informed
users’ networks facilitating the flow of ideas and knowledge by allowing
the efficient generation, dissemination, sharing and editing/refining of
information content”.

Social media produce a vast amount of measurable useful data to
analysts and marketers whose goal is to monitor and analyze behavioral
targeting, brand loyalty and further marketing performance indicators,
rendering these data effective. To do that, specific marketing metrics
goals need to be clearly defined. Without a specific plan, regarding also
the key performance indicators choices, data analysts together with
marketers will fail to direct the social media data into useful insights for
the companies. For that purpose, firms must precisely raise questions
and search answers from social media listening in order to transform
data in social media metrics. Social media analysis, therefore, consists
of collecting, measuring, evaluating and finally interpreting data
(Kaplan &Haenlein, 2010).

Since the first appearance of social media, marketers have noticed
the potential of such technology in business (Mangold & Faulds, 2009).
Social media can serve as an effective marketing tool in business,

valuable for both consumers and companies, offering a wide range of
opportunities (Kaplan &Haenlein, 2010). Therefore, social media show
an unprecedented increase of use inside business. Even though, un-
derstanding social media is a crucial, but not a simple procedure.
Several definitions are classified in order to fully explore the dynamics
of social media in marketing.

This study presents a complete base for understanding and de-
scribing social media metrics and social media analytics related to
marketing strategy, policy and research, by reviewing the relevant lit-
erature. The objective of this paper is an extensive review of articles
related to social media metrics and analytics in marketing, creating a
mapping review/systematic map of the relevant material. The primary
goal in this article is to create a conceptual classification scheme
(named S3M) for the extant literature by using five distinct dimensions/
criteria of classification, such as: Methodology of research, Type of
analysis, Field of study, Marketing objectives, and Social media types/
platforms. As a result, the most used subsectors from each category are
identified, featuring the new upcoming trends in social media mar-
keting. The findings of this study are expected to benefit researchers
and marketers by helping them to better understand what has been
hitherto achieved. It is our primary hope that the proposed framework
will serve as a valuable classification system for researchers, academics
and practitioners who conduct similar research.

The paper is structured as follows. The next section presents the re-
search methodology we follow. In the following section we present the
classification of the literature, providing a discussion section for each ca-
tegory. The final section summarizes our work, offering concluding re-
marks, future research directions and limitations that rise from our study.
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2. Research methodology

Social media marketing as a science field is difficult to restrict only
in few specific disciplines. Τhis difficulty arises due to the multi-
disciplinary nature of the sciences and industry fields involved. Based
on our proposal, articles associated to S3M can be found in five types of
journals: Marketing and e-Marketing, E-Business and Management,
Behavioral sciences, ICT/Information systems and Social media. In
order to limit the collection of articles, we take some restrictions into
consideration. The articles were initially searched on Internet and
academic databases such as Science Direct, Scopus and Emerald.
Articles from books and book chapters are excluded from the research.
The search returned 101 articles, covering the time span 2011–2016. Of
them, 35 were rejected due to lack of compatibility of the content with
our research scope. From the 66 remaining relative articles, we ex-
cluded 6, for being white papers. From the remaining 60 articles, 52 are
scientific articles from peer-review journals and 8 from conferences and
proceedings. Each article was reviewed and classified initially into the
five above mentioned categories and furthermore in relation with the
year of publication. The year distribution can reveal useful outcomes
for the research tendencies.

As it is shown in Fig. 1, the research has increased significantly since
2012. This year together with 2014 contribute 8 articles. The pick on
publications is noticed during 2013 with 12 articles. 2014 and 2015
present a significant decrease on publications with 2016 showing a
small promising increase.

3. Classification of the literature

The amount of the techniques related to social media and their
applications in order to spread brand awareness or promote particular
products is called Social Media Marketing (SMM). SMM uses mainly the
features of social media, such as online communities, social data etc.
(Neti, 2011). In the literature, social media marketing is combined with
metrics and/or analytics tools, methodologies and techniques. Social
media metrics represent the tangible outcome of monitoring, mea-
suring, reporting, calculating content from social media.

Although there is no specific classification system for metrics, re-
searchers can pattern them after: time, reach, relationship, conversion
and retention measurements. However, considering that metrics are not
yet fully standardized, it depends on the marketer, who sets the mar-
keting goal, to decide the most suitable metric for a certain measure-
ment. Social media produce a vast amount of data, known also as social
data, consisting the next phase for an analyst; the social media analysis
(SMA). More specifically, SMA consists of gathering and analyzing the
data in order to take decisions for businesses. Next, we present eight
main definitions for analytics in Table 1.

Furthermore, we classify each article based on five different criteria.
More analytically, we subdivide the articles based on methodology, the
specific type of analysis, the field of study, the marketing objectives and
the social media types/platforms used. As a result, the most common
subsectors of each category can be identified, featuring the new

upcoming trends on social media marketing. The findings are expected
to benefit researchers and marketers by helping them better understand
what has been hitherto achieved.

Creating a classification constitutes a complex concept to manip-
ulate and conceive, especially in new scientific fields, where literature
is still in its early stages. As Bailey (1994) defines, classification is one
of the most central and generic of all our conceptual exercises, being the
foundation and a necessary process in social science. Typology and
taxonomy are two terms that define classification. Typologies are
characterized by labels and names. We use the term typology, instead of
taxonomy, because our classification system was derived in a deductive
manner, without using any cluster analysis or other statistical method,
as it occurs with taxonomies. Initially, we did not know which would be
our labels, in order to classify the articles. Our selection of articles
contained a plethora of labels, which made our mapping process quite
complex but challenging. By studying carefully all the articles, we first
identified several methodologies, types of analysis, fields of study and
marketing objectives. Based on this study, we formed the subsequent
Table 2 with the basic labels. This first collection of labels is editable, so
future researchers can add, unify or divide the different topics.

Having this classification as a base scheme we study the articles
again, this time in order to classify each one in one or more categories.
Our scheme lacks of mutual exclusivity, since one article may belong to
more than one category. Reviewed articles are classified into five ca-
tegories and each of them is discussed as follows.

3.1. Methodology of research

Studies follow different approaches related to the methodology
used. This depends on the problem’s nature and the research field
(Noor, 2008). Diverse studies exclusively review the literature. Usually
these studies are qualitative and theoretical. We detected 10 articles
that perform reviews and/or theoretical research. On the other hand;
other studies perform quantitative research using questionnaires. Our
study revealed 13 relative articles. The remain articles do not use
questionnaires and form the third category of Table 3 with 27 articles.

The generic category of survey-related articles, both questionnaire-
based and not, contributes more that 84% of papers. This can be ex-
plained by the fact that social media scientists prefer to contribute with
primary research articles rather than review-based researches, since the
field is quite new and presents a huge research development margin.
Though this numeric conclusion can be evidenced by findings, we be-
lieve that theoretical approaches are still necessary and form a solid
base for conducting primary research.

3.2. Type of analysis

As S3M is a nascent developing field with challenges and opportu-
nities for further research exploration, this Table is designed to assist
researchers to obtain the basic knowledge but also to find gaps and
limitations, not yet analyzed. The tendencies towards specific research
can be revealed also from the next Table. As Gartner (2013) defines,
social analytics include sentiment analysis, NLP, text analysis, pre-
dictive and content analysis. We enlarge this definition by adding also
statistical and behavioral analysis, as possible categories, in our tax-
onomy. Only one article performs effectuation analysis which is the
process for entrepreneurship decision-making (Fischer & Reuber, 2011).
These eight categories form the classification for Table 4.

S3M is not yet fully standardized so it is normal that the different
categories mix with each other. This is the reason why many papers fit
more than one category. Nevertheless, even if classification is not yet
fully clarified, we extract the next outcome by observing Table 4. NLP
and text analysis, sentiment analysis, content and social media activity
analysis are the dominant categories. This observation can be explained
by the fact that data contain insights for customers and information for
marketers so as to predict useful outcomes.Fig. 1. Year of distribution/number of articles.

N. Misirlis, M. Vlachopoulou International Journal of Information Management 38 (2018) 270–276

271



3.3. Field of study

Our review ends up with 10 specific market fields of study. Only 18
articles clearly focus on specific fields of study, while the rest are
generic. We list these fields in Table 5.

As we notice, articles related to tourism industry hold the largest
percentage with six articles. In a total of 52 articles, this number

represents the 11.5%, but among the 18 that focus on specific cate-
gories, the percentage rises in 33.3%. The fact that one third of the
articles belong in the tourism industry was highly expected since
tourism represents one of the most profitable industries worldwide,
contributing to the global economy more than 48 trillion dollars for the
same time span of our research, from 2010 to 2016 (Statista.com,
2016).

3.4. Marketing objectives

Business organizations create marketing programs, activities, and
campaigns in order to move their current/potential customers to the
buyer’s journey, designed to align marketing goals and sales activities.
Several marketing objectives including specific actions were identified,
such as brand awareness, engagement, marketing and especially cus-
tomer research, behavioral targeting, e-WOM& promotion policy, re-
lationship management & social CRM and social capital value including
ROI questions/assessment.

Brand awareness means the exposure of the target audience to
brand content and message, while engagement generates further ac-
tions taking into consideration the brand content/offers. Marketing and
customer research have been identified by marketers as important and
common objectives related to the social media use, giving them valu-
able information regarding customers impressions, sentiment, satisfac-
tion in order to estimate the conversion/purchase potential.
Furthermore, the activation of customers’ influence based on referrals,
advocacy activities and evangelism inspiration for products/services
constitutes the marketing objective of a positive eWOM promotion
policy. Relationship marketing objectives based on social CRM is the
new concern in the marketing world, and with good reason
(Hoffman& Fodor, 2010; Pentin, 2011). As social media explode among
businesses and customers, monitoring, managing and exploiting the
resulting data become essential tasks for almost any marketer. Com-
panies are anxious to meet customers where they are in the social media
realm looking for the tools to get involved and gain access. Social CRM
software works in conjunction with traditional CRM systems to track
customer behavior, as a tool that is part of a social media strategy.

The study of the articles revealed initially 7 marketing objectives
supported by social media. Table 6 presents the articles based on each
objective they serve.

Engagement, consumer behavior research and relationship mar-
keting represent the most dominant among the other categories with
10, 10 and 8 articles, respectively. All these three categories have the
consumer/customer as common factor. The consumer-centric marketing
was presented as the upcoming trend a few years ago and the current
literature and our findings demonstrate that tendency towards that

Table 1
Definitions for Social Media Analytics.

Author(s) Definitions

Daniel, Hsinchun, Lusch, and Shu-Hsing (2010) […] developing and evaluating informatics tools and frameworks to collect, monitor, analyze, summarize, and visualize
social media data, usually driven by specific requirements from a target application.

Yang, Kiang, Ku, Chiu, and Li (2011) […] developing and evaluating informatics tools and frameworks to measure the activities within social media networks
from around the web. Data on conversations, engagement, sentiment, influence, and other specific attributes can then be
collected, monitored, analyzed, summarized, and visualized.

Mayeh, Scheepers, and Valos (2012) […] scanning social media to identify and analyze information about a firm’s external environment in order to assimilate
and utilize the acquired external intelligence for business purposes.

Grubmüller, Götsch, andKrieger (2013) […] social listening and measurements […] based on use generated public content (such as postings, comments,
conversations in online forums, etc.)

Sterne and Scott (2010) SMA is the study of social media metrics that help drive business strategy.
Nielsen (2012) SMA is the ability to analyze performance of social media initiatives and social data for business intelligence.
Bensen Connie − Dell Company (conniebensen.com) […] consist on web analytics, engagement and revenue generated from social media.
Awareness (2012) […] an evolving business discipline that aggregates and analyzes online conversation (industry, competitive, prospect,

consumer, and customer) and social activity generated by brands across social channels. SMA enable organizations to act
on the derived intelligence for business results, improving brand awareness and reputation, marketing and sales
effectiveness and customer satisfaction and advocacy.

Table 2
S3 M typology framework for social media metrics and analytics on marketing.

Methodology of
research

Literature review and/or Theoretical approach

Surveys Questionnaire-based
research
Non questionnaire-based
research

Type of analysis Predictive analysis
Natural language process (NLP) − Text analysis
Effectuation analysis
Statistical analysis
Sentiment analysis
Behavioral analysis
Social media activity analysis
Content analysis

Field of study Banking
Education
Child welfare and advocacy
Tourism industry
Stock market
Entertainment
E-government
Food industry
Alternative marketing
Clothing

Marketing objectives Awareness & Branding
Engagement
eWOM advertising & promotion
Predictive marketing research
Consumer behavior research
Social capital − Value (business, firm equity) − ROI
Relationship marketing: CRM& social CRM

Social media type/
platform

Social networking sites Facebook, Hi5, Linkedin,
Myspace

Blogs Blogspot, digg wordpress
Microblogs Twitter, twitxr, tweetpeek,

plurk
Content communities −
Video sharing sites

Youtube, Flickr, Slideshare

Forums − discussion Phpbb. Phorum, skype,
messenger, google talk
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direction (Osborne & Ballantyne, 2012; Sheth et al., 2000). Of the 47
articles related to some marketing objective, presented in Table 6, the
59.6% regards consumer-centric articles.

3.5. Social media types/platforms and suggested framework

Table 7 represents the articles’ distribution for the social media
types or the platform used. In order to create this Table, we base our
taxonomy on Kaplan and Haenlein (2010), Constantinides and Fountain
(2008) and Mangold and Faulds (2009). Α difference between these

three articles is that the first two use the term Content communities for
YouTube and the third one, video sharing sites.

In a total of 52 articles, 46 of them fit Τable 7 with several articles
studying multiple social media types or platforms. Articles related to
Facebook and Twitter, dominate with 20 and 17 articles, and 38.5%
and 32.7% respectively. These results were rather expected, given the
fact that 1.86 billion Facebook users and 320 million Twitter users own
an active account on these two most visited and diffused SNS and mi-
croblog platforms. In global scale, Facebook is used by 54% of global
internet users, so it is expected that science will also be of interest for

Table 3
Articles' classification concerning the methodology of research.

Methodology of research Articles Percentage of articles/totaln
(n/52)

Literature review and/or Theoretical
approach

Fan and Gordon (2014); Gayo-Avello et al. (2013); Ghezzi, Gastaldi, Lettieri, Martini, and Corso
(2016); Hanna, Rohm, and Crittenden (2011); Malthouse, Haenlein, Skiera, Wege, and Zhang (2013);
Neirotti, Raguseo, and Paolucci (2016); Nettleton (2013); Praude and Skulme (2015); Stephen (2016)

19.2%

Survey Questionnaire-based research Carim and Warwick (2013); Fischer and Reuber (2011); Godey et al. (2016); Guesalaga (2016); Kim
and Ko (2012); Lee, Yen, and Hsiao (2014); Michaelidou, Siamagka, and Christodoulides (2011);
Nadeem, Andreini, Salo, and Laukkanen (2015); Paek, Hove, Jung, and Cole (2013);
Panagiotopoulos, Shan, Barnett, Regan, and McConnon (2015); Praude and Skulme (2015); Sheth,
Sisodia, and Sharma (2000); Tiago and Veríssimo (2014)

25%

Non questionnaire-based
research

Andrew et al. (2012); Asur and Huberman (2010); Braojos-Gomez, Benitez-Amado, and Javier
Llorens-Montes (2015); Castronovo and Huang (2012); Chen, Tang, Wu, and Jheng (2014); Geurin
and Burch (2016); He, Zha, and Li (2013); Jang, Sim, Lee, and Kwon (2013); Kavanaugh et al. (2012);
Kelling, Kelling, and Lennon (2013); Kontopoulos, Berberidis, Dergiades, and Bassiliades (2013); Lau,
Li, and Liao (2014); Lieberman (2014); Mostafa (2013); Pehlivan, Sarican, and Berthon (2011);
Podobnik (2013); Qiu, Rui, and Whinston (2014); Ribarsky, Xiaoyu Wang, and Dou (2014); Rohm,
Milne, and Kaltcheva (2012); Sabate, Berbegal-Mirabent, Cañabate, and Lebherz (2014); Smith,
Fischer, and Yongjian (2012); Xiang, Schwartz, Gerdes Jr, and Uysal (2015); Xie et al. (2012); Yadav,
de Valck, Hennig-Thurau, Hoffman, and Spann (2013); Yakushev and Mityagin (2014); Yu, Duan,
and Cao (2013)

50%

Table 4
Articles' classification concerning the type of analysis.

Type of analysis (primary data collection
and/or metric analysis)

Articles Percentage of articles/total
(n/52)

Predictive analysis Asur and Huberman (2010); Chen et al. (2014); Qiu et al. (2014) 5.8%
Natural Language Process (NLP) − Text

analysis
Asur and Huberman (2010); He et al. (2013); Jang et al. (2013); Kontopoulos et al. (2013); Mostafa
(2013); Xiang et al. (2015); Yakushev and Mityagin (2014); Yu et al. (2013)

15.3%

Effectuation analysis Fischer and Reuber (2011) 1.9%
Statistical analysis He et al. (2013); Podobnik (2013) 3.8%
Sentiment analysis Chen et al. (2014); Jang et al. (2013); Kontopoulos et al. (2013); Lau et al. (2014); Mostafa (2013);

Xiang et al. (2015); Yu et al. (2013)
13.4%

Behavioral analysis Andrew et al. (2012); Mostafa (2013); Qiu et al. (2014); Xie et al. (2012) 7.7%
Social media activity analysis Bernabé-Moreno, Tejeda-Lorente, Porcel, Fujita, and Herrera-Viedma (2015); Guesalaga (2016); He

et al. (2013); Lieberman (2014); Praude and Skulme (2015); Rohm et al. (2012); Sabate et al. (2014)
13.4%

Content analysis Bernabé-Moreno et al. (2015); Geurin and Burch (2016); He et al. (2013); Jang et al. (2013); Neirotti
et al. (2016); Panagiotopoulos et al. (2015); Ribarsky et al. (2014); Smith et al. (2012); Xiang et al.
(2015)

15.4%

Table 5
Articles' classification concerning the field of study.

Field of study Articles Percentage of articles/total
(n/52)

Banking Ribarsky et al. (2014) 1.9%
Education Kelling et al. (2013) 1.9%
Child welfare and advocacy Paek et al. (2013) 1.9%
Tourism industry Bernabé-Moreno et al. (2015); Kontopoulos et al. (2013); Mariani, Di Felice, and Mura (2016);

Neirotti et al. (2016); Sabate et al. (2014); Xiang et al. (2015)
11.5%

Stock market Yu et al. (2013) 1.9%
Entertainment (movies, sports) Asur and Huberman (2010); Geurin and Burch (2016); Podobnik (2013) 5.7%
E-government Kavanaugh et al. (2012) 1.9%
Food industry He et al. (2013); Panagiotopoulos et al. (2015) 1.9%
Alternative marketing (viral, email,

guerilla etc.)
Castronovo and Huang (2012) 1.9%

Clothing Nadeem et al. (2015) 1.9%
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these two platforms.
Summarizing our findings, with respect to the corpus of all articles,

we notice a peak on publications in 2013 followed by a decrease the
next two years. An important finding is that 2016 represents a small but
constant increase in the number of publications, showing an overall
increase of interest in social media marketing analysis. Trends show
tourism industry, Facebook and Twitter as well as consumer-centric
marketing to be the dominant categories, platforms and concepts be-
hind social media marketing strategies. On the other hand though,
these trends may bring to the surface gaps in other fields that need
attention and research.

4. Future research directions & limitations

Marketing science, together with information technology, has great
interest in understanding and analyzing social media and their created
data. We present a complete-scale study, aiming to create a typology for
social media metrics and analytics related articles, within a con-
tinuously incremental and editable typology. The findings contribute to
the literature in several ways. The proposed typology is flexible, which
means that future literature reviews on a subject can contribute, based
on the typology, by adding items and categories.

Regarding specific outcomes, from Table 3 it becomes clear that
primary data collection is the most used method on S3 M and the data
used for analysis, originate from primary metrics. Another useful out-
come is the platform used. On today’s social media research, Facebook
and Twitter are the dominant platforms and so, the biggest part of the
literature is focusing on these two platforms. The above conclusions can
help researchers to understand better the tendencies of the diverse field,

but also reveal research gaps and lacks on the literature. We believe
that the presented paper presents potential for applications in many
domains, ranging from marketing to academic or business research. By
knowing how to effectively measure the social media value, companies
and individuals can produce insights that allow improvement in pro-
moting products and services. Our paper, presents also some limita-
tions. The research was conducted with keywords such as “social media
marketing” and not separately for each marketing objective (e.g.
branding, engagement, etc.). This fact, limited the number of the arti-
cles. Future studies must approach the S3M topic, by searching (and
adding as keywords) every field; platform and marketing objective;
separately. This type of search will lead to diverse studies; focusing on a
specific direction. Our proposed S3M typology framework should
trigger future research enabling the incorporation of further criteria.

References

Andrew, L., Mudd, G., Rich, M., & Bruich, S. (2012). The power of like: how brands reach
and influence fans through social media marketing. Journal of Advertising Research.
http://dx.doi.org/10.2501/JAR-52-1-040-052.

Asur, S., & Huberman, B. A. (2010). Predicting the future with social media. Paper pre-
sented at the proceedings of the 2010 IEEE/WIC/ACM international conference on web
intelligence and intelligent agent technology, Vol. 1.

Awareness, I. (2012). Actionable social analytics: from social media metrics to business in-
sights. [Retrieved 14/12/2015, from http://igo2group.com/wp-%C2%AD%
E2%80%90content/uploads/2012/10/Actionable-%C2%AD%E2%80%90Social-
%C2%AD%E2%80%90Analytics.pdf].

Bailey, K. D. E. (Vol. Ed.), (1994). Typologies and taxonomies: an introduction to classifi-
cation: Vol. 102Sage.

Bernabé-Moreno, J., Tejeda-Lorente, A., Porcel, C., Fujita, H., & Herrera-Viedma, E.
(2015). CARESOME. Know.-Based Syst. 80(C, 163–179. http://dx.doi.org/10.1016/j.
knosys.2014.12.033.

Braojos-Gomez, J., Benitez-Amado, J., & Javier Llorens-Montes, F. (2015). How do small

Table 6
Articles' classification concerning the marketing objectives.

Marketing objectives Articles Percentage of articles/total
(n/52)

Awareness & Branding Andrew et al. (2012); Kim and Ko (2012); Lieberman (2014); Mostafa (2013); Rohm et al.
(2012); Sabate et al. (2014); Smith et al. (2012)

13.4%

Engagement Fischer and Reuber (2011); Guesalaga (2016); Malthouse et al. (2013); Mariani et al. (2016);
Osborne and Ballantyne (2012); Paek et al. (2013); Panagiotopoulos et al. (2015); Rohm et al.
(2012); Sabate et al. (2014)

19.2%

eWOM advertising & promotion Chen et al. (2014); Stephen (2016) 1.9%
Predictive marketing research Asur and Huberman (2010); Gayo-Avello et al. (2013); Kim and Ko (2012); Qiu et al. (2014);

Yakushev and Mityagin (2014)
9.6%

Consumer behavior research Bernabé-Moreno et al. (2015); Godey et al. (2016); Jang et al. (2013); Mostafa (2013); Nadeem
et al. (2015); Ribarsky et al. (2014); Rohm et al. (2012); Stephen (2016); Xiang et al. (2015);
Xie et al. (2012)

19.2%

Social capital − Value (business, firm equity) −
ROI

Braojos-Gomez et al. (2015); Fan and Gordon (2014); Godey et al. (2016); He et al. (2013); Lee
et al. (2014); Neirotti et al. (2016); Pehlivan et al. (2011); Yu et al. (2013)

15.4%

Relationship marketing: CRM& social CRM Geurin and Burch (2016); Malthouse et al. (2013); Nadeem et al. (2015); Osborne and
Ballantyne (2012); Yadav, Banwari, Parmar, and Maniar (2013)

9.6%

Table 7
Articles' classification concerning the social media types/platforms.

Social media types/platforms Articles Percentage of articles/total
(n/52)

Social Networking Sites (SNS) Andrew et al. (2012); Carim and Warwick (2013); Chen et al. (2014); He et al. (2013); Kavanaugh et al.
(2012); Kim and Ko (2012); Lee et al. (2014); Lieberman (2014); Mariani et al. (2016); Nadeem et al.
(2015); Paek et al. (2013); Podobnik (2013); Ribarsky et al. (2014); Rohm et al. (2012); Sabate et al.
(2014); Sheth et al. (2000); Smith et al. (2012); Tiago and Veríssimo (2014); Xie et al. (2012); Yadav,
Banwari, Parmar, and Maniar (2013)

38.5%

Blogs Paek et al. (2013); Yakushev and Mityagin (2014); Yu et al. (2013) 5.8%
Microblogs Asur and Huberman (2010); Bernabé-Moreno et al. (2015); Carim and Warwick (2013); Fischer and

Reuber (2011); He et al. (2013); Kavanaugh et al. (2012); Kelling et al. (2013); Kim and Ko (2012);
Kontopoulos et al. (2013); Lieberman (2014); Mostafa (2013); Paek et al. (2013); Ribarsky et al. (2014);
Rohm et al. (2012); Sheth et al. (2000); Smith et al. (2012); Yu et al. (2013)

32.7%

Content communities − Video sharing
sites

Carim and Warwick (2013); Geurin and Burch (2016); Jang et al. (2013); Kavanaugh et al. (2012);
Smith et al. (2012)

9.6%

Forums Yu et al. (2013) 1.9%

N. Misirlis, M. Vlachopoulou International Journal of Information Management 38 (2018) 270–276

274

http://dx.doi.org/10.2501/JAR-52-1-040-052
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0010
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0010
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0010
http://igo2group.com/wp-%C2%AD%E2%80%90content/uploads/2012/10/Actionable-%C2%AD%E2%80%90Social-%C2%AD%E2%80%90Analytics.pdf
http://igo2group.com/wp-%C2%AD%E2%80%90content/uploads/2012/10/Actionable-%C2%AD%E2%80%90Social-%C2%AD%E2%80%90Analytics.pdf
http://igo2group.com/wp-%C2%AD%E2%80%90content/uploads/2012/10/Actionable-%C2%AD%E2%80%90Social-%C2%AD%E2%80%90Analytics.pdf
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0020
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0020
http://dx.doi.org/10.1016/j.knosys.2014.12.033
http://dx.doi.org/10.1016/j.knosys.2014.12.033


firms learn to develop a social media competence? International Journal of Information
Management, 35(4), 443–458. http://dx.doi.org/10.1016/j.ijinfomgt.2015.04.003.

Carim, L., & Warwick, C. (2013). Use of social media for corporate communications by
research-funding organisations in the UK. Public Relations Review, 39(5), 521–525.
http://dx.doi.org/10.1016/j.pubrev.2013.08.006.

Castronovo, C., & Huang, L. (2012). Social media in an alternative marketing commu-
nication model. Journal of Marketing Development & Competitiveness, 6(1), 117.

Chen, Y.-L., Tang, K., Wu, C.-C., & Jheng, R.-Y. (2014). Predicting the influence of users’
posted information for eWOM advertising in social networks. Electronic Commerce
Research and Applications, 13(6), 431–439. http://dx.doi.org/10.1016/j.elerap.2014.
10.001.

Constantinides, E., & Fountain, S. J. (2008). Web 2.0: Conceptual foundations and mar-
keting issues. Journal of Direct Data Digital Marketing Practice, 9(3), 231–244.

Fan, W., & Gordon, M. (2014). Unveiling the power of social media analytics.
Communications of ACM.

Fischer, E., & Reuber, A. R. (2011). Social interaction via new social media: (How) can
interactions on Twitter affect effectual thinking and behavior? Journal of Business
Venturing, 26(1), 1–18. http://dx.doi.org/10.1016/j.jbusvent.2010.09.002.

Gartner (2013). Social analytics. [from http://www.gartner.com/it-glossary/social-
analytics].

Gayo-Avello, P. T. M., Mustafaraj, E., Strohmaier, M., Schoen, H., Gloor, P., Schoen, D.,
et al. (2013). The power of prediction with social media. Internet Research, 23(5),
528–543. http://dx.doi.org/10.1108/IntR-06-2013-0115.

Geurin, A. N., & Burch, L. M. (2016). User-generated branding via social media: an ex-
amination of six running brands. Sport Management Review. http://dx.doi.org/10.
1016/j.smr.2016.09.001.

Ghezzi, A., Gastaldi, L., Lettieri, E., Martini, A., & Corso, M. (2016). A role for startups in
unleashing the disruptive power of social media. International Journal of Information
Management, 36(Part A (6)), 1152–1159. http://dx.doi.org/10.1016/j.ijinfomgt.
2016.04.007.

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., et al. (2016).
Social media marketing efforts of luxury brands: influence on brand equity and
consumer behavior. Journal of Business Research, 69(12), 5833–5841. http://dx.doi.
org/10.1016/j.jbusres.2016.04.181.

Grubmüller, V., Götsch, K., & Krieger, B. (2013). Social media analytics for future or-
iented policy making. European Journal of Futures Research, 1(1), 1–9. http://dx.doi.
org/10.1007/s40309-013-0020-7.

Guesalaga, R. (2016). The use of social media in sales: individual and organizational
antecedents, and the role of customer engagement in social media. Industrial
Marketing Management, 54, 71–79. http://dx.doi.org/10.1016/j.indmarman.2015.12.
002.

Hanna, R., Rohm, A., & Crittenden, V. L. (2011). We’re all connected: the power of the
social media ecosystem. Business Horizons, 54(3), 265–273. http://dx.doi.org/10.
1016/j.bushor.2011.01.007.

He, W., Zha, S., & Li, L. (2013). Social media competitive analysis and text mining: a case
study in the pizza industry. International Journal of Information Management, 33(3),
464–472. http://dx.doi.org/10.1016/j.ijinfomgt.2013.01.001.

Hoffman, D., & Fodor, M. (2010). Can you measure the ROI of your social media mar-
keting? MITSloan Management Review, 52(1).

Jang, H.-J., Sim, J., Lee, Y., & Kwon, O. (2013). Deep sentiment analysis: mining the
causality between personality-value-attitude for analyzing business ads in social
media. Expert Systems with Applications, 40(18), 7492–7503. http://dx.doi.org/10.
1016/j.eswa.2013.06.069.

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and
opportunities of Social Media. Business Horizons, 53(1), 59–68 [10.1016/
j.bushor.2009.09.003].

Kavanaugh, A. L., Fox, E. A., Sheetz, S. D., Yang, S., Li, L. T., Shoemaker, D. J., et al.
(2012). Social media use by government: from the routine to the critical. Government
Information Quarterly, 29(4), 480–491. http://dx.doi.org/10.1016/j.giq.2012.06.002.

Kelling, N. J., Kelling, A. S., & Lennon, J. F. (2013). The tweets that killed a university: A
case study investigating the use of traditional and social media in the closure of a
state university. Computers in Human Behavior, 29(6), 2656–2664. http://dx.doi.org/
10.1016/j.chb.2013.06.044.

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer
equity? An empirical study of luxury fashion brand. Journal of Business Research,
65(10), 1480–1486. http://dx.doi.org/10.1016/j.jbusres.2011.10.014.

Kontopoulos, E., Berberidis, C., Dergiades, T., & Bassiliades, N. (2013). Ontology-based
sentiment analysis of twitter posts. Expert Systems with Applications, 40(10),
4065–4074. http://dx.doi.org/10.1016/j.eswa.2013.01.001.

Lau, R. Y. K., Li, C., & Liao, S. S. Y. (2014). Social analytics: Learning fuzzy product
ontologies for aspect-oriented sentiment analysis. Decision Support Systems, 65(0),
80–94. http://dx.doi.org/10.1016/j.dss.2014.05.005.

Lee, M. R., Yen, D. C., & Hsiao, C. Y. (2014). Understanding the perceived community
value of Facebook users. Computers in Human Behavior, 35(0), 350–358. http://dx.
doi.org/10.1016/j.chb.2014.03.018.

Lieberman, M. (2014). Visualizing big data: social network analysis. Paper presented at the
digital research conference.

Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., & Zhang, M. (2013). Managing
customer relationships in the social media era: introducing the social CRM house.
Journal of Interactive Marketing, 27(4), 270–280. http://dx.doi.org/10.1016/j.intmar.
2013.09.008.

Mangold, W. G., & Faulds, D. J. (2009). Social media: the new hybrid element of the
promotion mix. Business Horizons, 52(4), 357–365. http://dx.doi.org/10.1016/j.
bushor.2009.03.002.

Mariani, M. M., Di Felice, M., & Mura, M. (2016). Facebook as a destination marketing
tool: evidence from Italian regional Destination Management Organizations. Tourism

Management, 54, 321–343. http://dx.doi.org/10.1016/j.tourman.2015.12.008.
Mayeh, M., Scheepers, R., & Valos, M. (2012). Understanding the role of social media

monitoring in generating external intelligence. Paper presented at the australasian
conference on information systems (23rd: 2012: geelong, victoria).

Michaelidou, N., Siamagka, N. T., & Christodoulides, G. (2011). Usage, barriers and
measurement of social media marketing: an exploratory investigation of small and
medium B2 B brands. Industrial Marketing Management, 40(7), 1153–1159. http://dx.
doi.org/10.1016/j.indmarman.2011.09.009.

Mostafa, M. M. (2013). More than words: social networks’ text mining for consumer
brand sentiments. Expert Systems with Applications, 40(10), 4241–4251. http://dx.doi.
org/10.1016/j.eswa.2013.01.019.

Nadeem, W., Andreini, D., Salo, J., & Laukkanen, T. (2015). Engaging consumers online
through websites and social media: a gender study of Italian Generation Y clothing
consumers. International Journal of Information Management, 35(4), 432–442. http://
dx.doi.org/10.1016/j.ijinfomgt.2015.04.008.

Neirotti, P., Raguseo, E., & Paolucci, E. (2016). Are customers’ reviews creating value in
the hospitality industry? Exploring the moderating effects of market positioning.
International Journal of Information Management, 36(6), 1133–1143. http://dx.doi.
org/10.1016/j.ijinfomgt.2016.02.010.

Neti, S. (2011). Social media and its role in marketing. International Journal of Enterprise
Computing and Business Systems, 1(2).

Nettleton, D. F. (2013). Data mining of social networks represented as graphs. Computer
Science Review, 7(0), 1–34. http://dx.doi.org/10.1016/j.cosrev.2012.12.001.

Nielsen, J. K. (Vol. Ed.), (2012). Actionable social analytics : from social media metrics to
business insights actionable social analytics: Vol. 2015Business Insights.

Noor, K. B. M. (2008). Case study: A strategic research methodology. American Journal of
Applied Science, 5(11), 1602–1604.

Osborne, P., & Ballantyne, D. (2012). The paradigmatic pitfalls of customer-centric
marketing. Marketing Theory, 12(2), 155–172. http://dx.doi.org/10.1177/
1470593112441564.

Paek, H.-J., Hove, T., Jung, Y., & Cole, R. T. (2013). Engagement across three social media
platforms: An exploratory study of a cause-related PR campaign. Public Relations
Review, 39(5), 526–533. http://dx.doi.org/10.1016/j.pubrev.2013.09.013.

Panagiotopoulos, P., Shan, L. C., Barnett, J., Regan, & McConnon (2015). A framework of
social media engagement: Case studies with food and consumer organisations in the
UK and Ireland. International Journal of Information Management, 35(4), 394–402.
http://dx.doi.org/10.1016/j.ijinfomgt.2015.02.006.

Pehlivan, E., Sarican, F., & Berthon, P. (2011). Mining messages: Exploring consumer
response to consumer- vs. firm-generated ads. Journal of Consumer Behaviour, 10(6),
313–321. http://dx.doi.org/10.1002/cb.379.

Pentin, R. (2011). A new framework for measuring social media activity. Internet Advertising
Bureau.

Podobnik, V. (2013). An analysis of facebook social media marketing key performance
indicators. The case of premier league brands. Paper presented at the Telecommunications
(ConTEL), 2013 12th International Conference on. (pp. 26–28).

Praude, V., & Skulme, R. (2015). Social media campaign metrics in latvia. Procedia − Soc.
Behav. Sci. 213, 628–634. http://dx.doi.org/10.1016/j.sbspro.2015.11.462.

Qiu, L., Rui, H., & Whinston, A. B. (2014). Effects of social networks on prediction
markets: Examination in a controlled experiment. Journal of Management Information
Systems, 30(4), 235–268. http://dx.doi.org/10.2753/mis0742-1222300409.

Ribarsky, W., Xiaoyu Wang, D., & Dou, W. (2014). Social media analytics for competitive
advantage. Computers & Graphics, 38(0), 328–331. http://dx.doi.org/10.1016/j.cag.
2013.11.003.

Rohm, A., Milne, G. R., & Kaltcheva, V. (2012). The role of online social media in brand-
consumer engagement. Paper presented at the Direct/Interactive marketing research
summit proceedings.

Sabate, F., Berbegal-Mirabent, J., Cañabate, A., & Lebherz, P. R. (2014). Factors influ-
encing popularity of branded content in Facebook fan pages. European Management
Journal, 32(6), 1001–1011. http://dx.doi.org/10.1016/j.emj.2014.05.001.

Sheth, J. N., Sisodia, R. S., & Sharma, A. (2000). The antecedents and consequences of
customer-centric marketing. Journal of the Academy of Marketing Science, 28(1),
55–66. http://dx.doi.org/10.1177/0092070300281006.

Smith, A. N., Fischer, E., & Yongjian, C. (2012). How does brand-related user-generated
content differ across youTube, facebook, and twitter? Journal of Interactive Marketing,
26(2), 102–113. http://dx.doi.org/10.1016/j.intmar.2012.01.002.

Statista.com (2016). Direct and total contribution of travel and tourism to the global economy
from 2006 to 2015 (in trillion U.S. dollars). [Retrieved 27.2.2017, 2016, from Direct
and total contribution of travel and tourism to the global economy from 2006 to 2015
(in trillion U.S. dollars)].

Stephen, A. T. (2016). The role of digital and social media marketing in consumer be-
havior. Current Opinion in Psychology, 10, 17–21. http://dx.doi.org/10.1016/j.copsyc.
2015.10.016.

Sterne, J., & Scott, M. D. (2010). Social media metrics: How to measure and optimize your
marketing investment. Wiley.

Tiago, M. T. P. M. B., & Veríssimo, J. M. C. (2014). Digital marketing and social media:
Why bother? Business Horizons, 57(6), 703–708. http://dx.doi.org/10.1016/j.bushor.
2014.07.002.

Xiang, Z., Schwartz, Z., Gerdes, J. H., Jr, & Uysal, M. (2015). What can big data and text
analytics tell us about hotel guest experience and satisfaction? International Journal of
Hospitality Management, 44(0), 120–130. http://dx.doi.org/10.1016/j.ijhm.2014.10.
013.

Xie, Y., Cheng, Y., Honbo, D., Zhang, K., Agrawal, A., & Choudhary, A. (2012).
Probabilistic macro behavioral targeting. Paper presented at the Proceedings of the 2012
workshop on Data-driven user behavioral modelling and mining from social media.

Yadav, M. S., de Valck, K., Hennig-Thurau, T., Hoffman, D. L., & Spann, M. (2013a).
Social commerce: A contingency framework for assessing marketing potential.

N. Misirlis, M. Vlachopoulou International Journal of Information Management 38 (2018) 270–276

275

http://dx.doi.org/10.1016/j.ijinfomgt.2015.04.003
http://dx.doi.org/10.1016/j.pubrev.2013.08.006
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0040
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0040
http://dx.doi.org/10.1016/j.elerap.2014.10.001
http://dx.doi.org/10.1016/j.elerap.2014.10.001
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0050
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0050
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0055
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0055
http://dx.doi.org/10.1016/j.jbusvent.2010.09.002
http://www.gartner.com/it-glossary/social-analytics
http://www.gartner.com/it-glossary/social-analytics
http://dx.doi.org/10.1108/IntR-06-2013-0115
http://dx.doi.org/10.1016/j.smr.2016.09.001
http://dx.doi.org/10.1016/j.smr.2016.09.001
http://dx.doi.org/10.1016/j.ijinfomgt.2016.04.007
http://dx.doi.org/10.1016/j.ijinfomgt.2016.04.007
http://dx.doi.org/10.1016/j.jbusres.2016.04.181
http://dx.doi.org/10.1016/j.jbusres.2016.04.181
http://dx.doi.org/10.1007/s40309-013-0020-7
http://dx.doi.org/10.1007/s40309-013-0020-7
http://dx.doi.org/10.1016/j.indmarman.2015.12.002
http://dx.doi.org/10.1016/j.indmarman.2015.12.002
http://dx.doi.org/10.1016/j.bushor.2011.01.007
http://dx.doi.org/10.1016/j.bushor.2011.01.007
http://dx.doi.org/10.1016/j.ijinfomgt.2013.01.001
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0110
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0110
http://dx.doi.org/10.1016/j.eswa.2013.06.069
http://dx.doi.org/10.1016/j.eswa.2013.06.069
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0120
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0120
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0120
http://dx.doi.org/10.1016/j.giq.2012.06.002
http://dx.doi.org/10.1016/j.chb.2013.06.044
http://dx.doi.org/10.1016/j.chb.2013.06.044
http://dx.doi.org/10.1016/j.jbusres.2011.10.014
http://dx.doi.org/10.1016/j.eswa.2013.01.001
http://dx.doi.org/10.1016/j.dss.2014.05.005
http://dx.doi.org/10.1016/j.chb.2014.03.018
http://dx.doi.org/10.1016/j.chb.2014.03.018
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0155
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0155
http://dx.doi.org/10.1016/j.intmar.2013.09.008
http://dx.doi.org/10.1016/j.intmar.2013.09.008
http://dx.doi.org/10.1016/j.bushor.2009.03.002
http://dx.doi.org/10.1016/j.bushor.2009.03.002
http://dx.doi.org/10.1016/j.tourman.2015.12.008
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0175
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0175
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0175
http://dx.doi.org/10.1016/j.indmarman.2011.09.009
http://dx.doi.org/10.1016/j.indmarman.2011.09.009
http://dx.doi.org/10.1016/j.eswa.2013.01.019
http://dx.doi.org/10.1016/j.eswa.2013.01.019
http://dx.doi.org/10.1016/j.ijinfomgt.2015.04.008
http://dx.doi.org/10.1016/j.ijinfomgt.2015.04.008
http://dx.doi.org/10.1016/j.ijinfomgt.2016.02.010
http://dx.doi.org/10.1016/j.ijinfomgt.2016.02.010
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0200
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0200
http://dx.doi.org/10.1016/j.cosrev.2012.12.001
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0210
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0210
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0215
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0215
http://dx.doi.org/10.1177/1470593112441564
http://dx.doi.org/10.1177/1470593112441564
http://dx.doi.org/10.1016/j.pubrev.2013.09.013
http://dx.doi.org/10.1016/j.ijinfomgt.2015.02.006
http://dx.doi.org/10.1002/cb.379
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0240
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0240
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0245
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0245
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0245
http://dx.doi.org/10.1016/j.sbspro.2015.11.462
http://dx.doi.org/10.2753/mis0742-1222300409
http://dx.doi.org/10.1016/j.cag.2013.11.003
http://dx.doi.org/10.1016/j.cag.2013.11.003
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0265
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0265
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0265
http://dx.doi.org/10.1016/j.emj.2014.05.001
http://dx.doi.org/10.1177/0092070300281006
http://dx.doi.org/10.1016/j.intmar.2012.01.002
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0285
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0285
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0285
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0285
http://dx.doi.org/10.1016/j.copsyc.2015.10.016
http://dx.doi.org/10.1016/j.copsyc.2015.10.016
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0295
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0295
http://dx.doi.org/10.1016/j.bushor.2014.07.002
http://dx.doi.org/10.1016/j.bushor.2014.07.002
http://dx.doi.org/10.1016/j.ijhm.2014.10.013
http://dx.doi.org/10.1016/j.ijhm.2014.10.013
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0310
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0310
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0310


Journal of Interactive Marketing, 27(4), 311–323. http://dx.doi.org/10.1016/j.intmar.
2013.09.001.

Yadav, P., Banwari, G., Parmar, C., & Maniar, R. (2013b). Internet addiction and its
correlates among high school students: A preliminary study from Ahmedabad, India.
Asian Journal of Psychiatry, 6(6), 500–505. http://dx.doi.org/10.1016/j.ajp.2013.06.
004.

Yakushev, A., & Mityagin, S. (2014). Social networks mining for analysis and modeling
drugs usage. Procedia Computer Science, 29(0), 2462–2471. http://dx.doi.org/10.

1016/j.procs.2014.05.230.
Yang, M., Kiang, M., Ku, Y., Chiu, C., & Li, Y. (2011). Social media analytics for radical

opinion mining in hate group web forums. Journal of Homeland Security and
Emergency Management, Vol. 8.

Yu, Y., Duan, W., & Cao, Q. (2013). The impact of social and conventional media on firm
equity value: A sentiment analysis approach. Decision Support Systems, 55(4),
919–926. http://dx.doi.org/10.1016/j.dss.2012.12.028.

N. Misirlis, M. Vlachopoulou International Journal of Information Management 38 (2018) 270–276

276

http://dx.doi.org/10.1016/j.intmar.2013.09.001
http://dx.doi.org/10.1016/j.intmar.2013.09.001
http://dx.doi.org/10.1016/j.ajp.2013.06.004
http://dx.doi.org/10.1016/j.ajp.2013.06.004
http://dx.doi.org/10.1016/j.procs.2014.05.230
http://dx.doi.org/10.1016/j.procs.2014.05.230
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0330
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0330
http://refhub.elsevier.com/S0268-4012(16)30529-1/sbref0330
http://dx.doi.org/10.1016/j.dss.2012.12.028

	Social media metrics and analytics in marketing – S3M: A mapping literature review
	Introduction
	Research methodology
	Classification of the literature
	Methodology of research
	Type of analysis
	Field of study
	Marketing objectives
	Social media types/platforms and suggested framework

	Future research directions&limitations
	References




