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Abstract

Background: Social media marketing, the use of social platforms to build brand awareness, 
engage customers, gather market insights, distribute content, and drive sales has become 
essential to business strategy across fi rm sizes. 

Methods: A systematic review of literature from ScienceDirect, Springer Link, and MDPI, 
published between 2020 and 2026, was conducted using PRISMA-based screening, yielding 14 
studies for full-text analysis, a supplementary VOSviewer keyword co-occurrence analysis of 
study titles and abstracts was also performed. 

Results: Five core domains were identifi ed, expressed as each domain’s share of the 41 
total domain-study codings across the 14 studies: brand awareness and promotion (20.93%), 
customer engagement and interaction (27.91%), market research and insights (9.30%), content 
creation and distribution (18.60%), and sales and lead generation (18.60%). Customer engagement 
and brand awareness were the most consistently supported outcomes, while market research 
remained comparatively under-investigated; the keyword analysis independently corroborated  
this gap, surfacing no cluster corresponding to market research or content creation. 

Conclusion: Social media effectively drives brand visibility, engagement, and sales through 
quality content and consistent interaction, though its use as a market-intelligence tools remains 
underutilized. Businesses should prioritize content quality, platform-appropriate strategy, and 
internal social media capability, while future research should address this documented gap 
across broader contexts.

marketing, content automation, e-commerce marketing and 
etc. can signiϐicantly beneϐit enterprises.

Social media has become an essential part of the modern 
customer journey, underlining the importance of social 
media marketing for businesses of all sizes. Even as economic 
constraints bear down on marketing budgets, executives are 
still prioritizing social media investments—and with good 
reason. As consumers spend more time on social media, the 
channel offers features including content distribution, social 

Introduction
Marketing refers to the activities a company undertakes 

to promote the buying or selling of its products or services. 
Marketing is the activity, set of institutions, and processes for 
creating, communicating, delivering, and exchanging offerings 
that have value for customers, clients, partners, and society at 
large [1]. In a world where connectivity is king, social media 
marketing has emerged as the undisputed ruler, transforming 
the way businesses engage with their audience. Study of 
Rosario et al. [2] states that marketing in social media is a 
strategy to communicate brands, services, products, and ideas, 
thus strategies in social media represent an intangible beneϐit 
related to marketing communication objectives. Guoqiang & 
Bhaumik [3] added search engine optimization (SEO), search 
engine marketing (SEM), content marketing, inϐluencer 
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authentication and user interaction signiϐicantly shapes 
consumer purchase behavior and brand attitudes [4]. However, 
leveraging social media effectively can be challenging, as 
businesses must keep up with ever-changing algorithms, 
audience preferences, and emerging trends. Crafting high-
quality, engaging content that reϐlects a consistent brand voice 
requires creativity and strategic planning. Data analytics are 
essential for understanding customer behavior, but analyzing 
and interpreting this data can be complex. 

Social media has become a vital resource for businesses 
of all sizes, offering tools for growth, engagement, and brand 
building despite the many challenges they face. For small 
business start-ups, it requires more strategies to gain value 
creations to lead increase in sales growth, small businesses 
are constantly trying to ϐind new ways to gain exposure 
and improve their marketing plans. While some business 
owners may still be resistant to the idea, study prove that 
interaction, electronic word-of-mouth and  trendiness are the 
key elements inϐluencing consumer brand awareness, then 
strengthening brand awareness and brand knowledge [5]. 
Additionally, since there are multiple popular social platforms 
out there, that translates into more ways for small businesses 
to promote content. Whether they favor Instagram stories 
or Facebook Messenger, businesses have options to express 
their creative side and showcase their expertise. For example, 
providing stats and fun facts about the products you are 
selling or services that you are providing can prove to viewers 
your business is worth taking a chance on.

Large-scale businesses, meanwhile, use social media to 
maintain brand presence, reach new markets, and manage 
their reputation on a global scale. However, the challenges 
of keeping up with algorithm changes, responding to vast 
customer interactions, and curating engaging, consistent 
content apply across the board. Social media analytics tools 
help businesses of all sizes gather valuable insights into 
customer preferences and behaviors, allowing them to 
reϐine marketing strategies for better engagement and ROI. 
Furthermore, Riley [6] explains that social media brand 
communities provide a unique competitive advantage by 
enabling customers and brands to interaction, co-create 
value, and sustain customer engagement. Rather then simply 
reaching large audiences, these communities foster deeper 
relationships that contribute to long-term business value 
and customer loyalty. . This review highlights the major 
ways in which social media can help business demonstrating 
importance in customer engagement and growth. 

Despite growing academic interest in social media 
marketing, systematic evidence synthesizing how social 
media contributes to speciϐic business functions such as 
brand awareness, engagement, market research, content 
strategy, and sales remains fragmented across the literature. 
This study addresses this gap through a systematic review of 
14 empirical studies published between 2020 and present, 

identifying ϐive core domains through which social media 
drives business outcomes and highlighting where empirical 
attention has concentrated and where it remains thin. This 
review supersedes the author’s earlier preprint versions of 
this evidence synthesis, which drew on a different, narrower 
database search; the present submission reϐlects an expanded 
search and a revised set of included studies (see Disclosure 
Statement).

Materials and methods
A systematic review was conducted to evaluate the role of 

social media for businesses. The methodology involved four 
key phases. The initial phase involved an extensive literature 
search. The search was conducted across three databases 
such as ScienceDirect, Springer Link, and MDPI selected to 
ensure comprehensive coverage of peer-reviewed business 
and marketing literature from major academic publishers. 
A structured boolean search string was applied to the title, 
abstract, and keyword ϐields across all three databases: 

(“social media marketing” OR “social media strategy”) AND 
(“brand awareness” OR “customer engagement” OR “market 
research” OR “content creation” OR “sales.”)

This search string was built around ϐive business-function 
terms including brand awareness, customer engagement, 
market research, content creation, and sales that the author 
had identiϐied in advance as the domains through which 
social media marketing commonly contributes to business 
outomces; these same ϐive terms structure the domain 
analysis reported in Section 2.1. The search was restricted to 
the subject area of Business, Management and Accounting/
Economics, limited to peer-reviewed journal articles and 
review articles, and covered publications from 2020 to 2026. 
Searches were conducted on August 11, 2026 and yielded 
89 records from ScienceDirect, 166 records from Springer 
Link, and 83 records from MDPI, for a total of 338 records. 
The second phase involved establishing criteria for including 
and excluding studies to ensure their relevance. Articles were 
included if they explicitly discussed the role of socual media 
in improving speciϐic elements of business strategy, namely 
brand awareness and promotion, customer engagement and 
interaction, market research and insights, content creation 
and distribution, or sales and lead generation, and if they 
were published in English between 2020 and 2026. Studies 
were excluded if they did not concentrate directly on social 
media marketing, lacked empirical evidence or a robust 
methodology, were published prior to 2020, or were not 
available in English. The third phase entailed a thorough 
analysis and reading of the selected studies. Information was 
extracted from these identiϐied works concerning the role of 
social media in business contexts, along with any limitations 
noted by the author and their recommendations. This data 
was then synthesized to identify domains where social media 
can be used as a business strategy. The fourth phase involved 
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each study’s ϐindings most directly addressed. A study could be 
classiϐied into more than domain where its ϐindings spanned 
multiple functions. The ϐirst domain, Brand Awareness and 
Promotion encompassing targeted advertising, content 
marketing, inϐluencer collaborations, user-generated content, 
cross promotion across platforms, analytics/ performance 
tracking. Inϐluencer-driven content shaped brand impressions 
and audience engagement [7], operating through source-
credibility mechanisms such as trustworthiness and 
expertise [8], and measurably affects advertising attitudes 
and purchase intention [9]. The second domain is Customer 
Engagement and Interaction which encompasses real time 
communication and engagement using integrated features 
including messenger, comments, like or shares for customer 
inquiries [10], Feedback and Surveys providing valuable 
insights into customer needs and expectations, allowing for 
data-driven improvements in products and services, Content 
Sharing and Interaction encouraging customers to share their 
experiences with the brand through user-generated content 
(UGC) and testimonials, Customer Support and Service or 
Chatbots through social media channels [11], addressing 
issues and resolving complaints publicly or privately, Content 
Engagement Metrics (likes, shares, comments) [12] to 
understand what content resonates with the audience. 

Additionally, the third domain is Market Research 
and Insights which includes Audience Analysis utilizing 
social media analytics tools to gather demographic and 
psychographic data about followers and potential customers 
[13], Trend Monitoring with marketing analytics, ϐirms can 
more accurately predict consumers’ changing preferences 
and formulate appropriate strategies to engage with them 
and become more market-adaptable and competitive in the 
present and the future [14], Competitor Analysis providing 
insights into competitors’ strengths and weaknesses, helping 
businesses identify opportunities for differentiation and 
improvement like online reviews and maps visualized the text-
net technique as efϐicient representation of satisfaction and 
dissatisfaction [15], Product Development Insight ensuring 
that new products or features align with customer needs and 
preferences, increasing the likelihood of success [16].

In the fourth domain, Content Creation Strategy and 
Distribution which is creating and sharing engaging content 
that resonates with the target audience , driving trafϐic 
and interest in the brand. It involves Content Strategy 
Development which ensures that all content aligns with 
business objectives and resonates with the intended audience 
[17], maximizing engagement and effectiveness, Content 
Creation engaging users through diverse formats, catering 
to different preferences and increasing the likelihood of 
shares and interaction, Visual Content Design to capture, 
attention and improves engagement rates, as visually 
appealing content or visual congruence is more likely to be 
shared and remembered [18], Audience Engagement with 
social media-based brand communities fostering a sense of 

a comprehensive examination of the gathered data to 
comprehend how social media can beneϐit the business sector. 
This methodical approach was crafted to throroughly evaluate 
the present condition of social media within businesses 
and to uncover potential paths for additional research and 
development. 

A total of 338 studies were initially identiϐied through 
database searching from three electronic databased (Figure 
1). Speciϐically, 166 studies (49.11%) were retrieved from 
Springer Link, 89 studies (26.33%) from ScienceDirect, and 
83 studies (24.56%) from MDPI. No duplicate records were 
identiϐied across the three databases. All 338 studies were 
subjected to title and abstract screening, during which 117 
studies were excluded from being off-topic or not related 
to social media marketing. Tis left 221 studies, which were 
assessed for eligibility. During the eligibility assessment, and 
207 studies were excluded for failing to meet th predeϐined 
eligibility criteria. The primary reasons for exclusion were the 
absence of a clear ϐit with one of the business-function domains 
(n=129) and the lack of a speciϐic scope within business 
conetext (n=78). After completing all stages of screening 
and eligibility assessment, 14 studies satisϐied all inclusion 
of criteria and were included in the ϐinal systematic review. 
These studies served as the primary sources of evidence for 
the synthesis and analysis conducted in the present research. 

The social media 5 academic domains

The ϐive domains examined in this review, brand awareness 
and promotion, customer engagement and interaction, market 
research and insights, content creation and distribution, 
and sales and lead generation were deϐined priori by the 
author, drawing on general familiarity with the social 
media marketing literature rather than a single established 
theoretical framework or taxonomy. The 14 included studies 
were subsequently read in full and classiϐied against these 
ϐive-predeϐined domains, based on which business function(s) 
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Figure 1: PRISMA fl owchart of study selection and inclusion process.
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community and encourages ongoing interaction, which can 
lead to increased brand loyalty [19], User-Generated Content 
(UGC) Promotion to Builds authenticity and trust, as potential 
customers are more likely to engage with content created by 
their peers [20], SEO and Hashtag Strategy to enhance the 
visibility of content, making it easier for users to ϐind and 
engage with the brand [21,22]. Finally, the ϐifth domain is 
Sales and Lead Generation by using social media as a channel 
for generating leads, driving conversions, and increasing sales 
through targeted advertising and promotions. It includes 
Social Media Advertising to increases visibility and generates 
leads through paid promotions, allowing for precise targeting 
based on user data [23], Engagement and Relationship 
Building builds trust and rapport with potential customers, 
making them more likely to consider the brand when making 
purchasing decisions, Customer Testimonials and Reviews 
encouraging potential customers to consider the brand, as 
social proof can signiϐicantly inϐluence purchasing decisions 
[24,25], Promotions and Discounts as customer loyalty 
offering exclusive promotions, discounts, or limited-time 
offers through social media channels to incentivize purchases 
[26,27], Webinars and Live Events; Host webinars, live Q&A 
sessions, or virtual events to showcase products, provide 
valuable information, and engage with potential leads [28-
30]. Table 1 shows the analysis of the 14 included studies, and 
Table 2 shows the mapping studies of the ϐive social media 
business domains. Figure 2 shows the 5 domains where 
social media impacted Business Industry. Figure 3 shows the 
potential contributions of social media in business industry.

Figure 2: The 5 domains where social media impacted Business Industry.

Table 1: Included studies by domain across various databases.
Domain Authors

Domain 1: Brand Awareness and 
Promotion

Zollo, et al. (2020), Li, et al. (2021)
Mathur (2020)

Domain 2: Customer Engagement and 
Interaction

Vinerean & Opreana (2021), Shawky, et al. 
(2020), De Oliveira Santini, et al. (2020)

Domain 3: Market Research and Insights Dwivedi, et al. (2021), Gikikas, et al. (2022), 
Chen, et al. (2025)

Domain 4: Content Creation and 
Distribution Ho, et al. (2020), Santiago, et al. (2022)

Domain 5: Sales and Lead Generation Agnihotri (2020), Dolega, et al. (2021), 
Terho, et al. (2022)

Included studies by domain across various 
databases
Keyword co-occurrence analysis

To complement the manual domain coding describeed 
above, a keyword co-occurrence analysis was conducted usng 
VOSviewer (version 1.6.21). A corpus ϐile containing the title 
and abstract of each of the 14 studies was compiled from 
bibliographic ϐiles (Scopus format, title and abstract ϐields) 
and imported using the text-data mapping function, with 
structured labels (e.g., “Purpose,” “Method.” “Findings”) and 
copyright statements were excluded prior to term extraction. 
Binary counting was applied so that each term was counted 
once per study regardless of repititon within an abstract, 
reducing the inϐluence of individual studies with longr or more 
repititive abstracts. A minimum term occurrence threshold of 
2 was applied, yielding 57 candidate terms from an initial pool 
of 493, the most 34 most relevant terms (60%), as determined 
by VOSviewer’s default relevance scoring, were retained for 
the ϐinal map. VOWviewers clustering algorithm, based on the 
VOS (visualization of similarities) mapping techniwue, was 
then used to group terms into thematic clusters based on their 
co-occurrence patterns across the 14 studies.

Results
Social media for business industry

Today, a variety of social media platforms play pivotal roles 
in supporting business growth, each offering unique features 
suited to speciϐic business needs. Social media are one type 
of communication channel that organizations currently use 
to support these strategies [31]. For instance, popularity 
of social media proposes a huge potential for businesses in 
terms of marketing Popularity of social media proposes a huge 
potential for businesses in term of marketing [32], customer 
relationship management, and even strategy [33]. Such value 
creation is especially important for smaller ϐirms with limited 
ϐinancial resource. Creating value or providing an attractive 
value proposition is the strategic goal of any organization. 
In addition, various social media platforms have different 
features that are available for use by the subscribers. Social 

20.93

27.91
9.30

18.60

18.60

Social Media Potential Contribution (%)

Brand Awareness and
Promotion

Customer Engagement and
Interaction

Market Research and Insights

Content Creation and
Distribution

Sales and Lead Generation

Figure 3: Social media potential contribution in business industry.
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customer service capabilities. Brands can communicate 
directly with customers, address complaints, and stay 
relevant with trending topics, though it can be challenging 
to stand out due to rapid content turnover. As per by Cripps 
et al. [41], twitter facilitates building relevant business 
relationships through the exchange of new, expert and 
high-quality information within like-minded communities 
in real time, between companies and with their suppliers, 
customers and also their peers. Twitter is for B2B marketing 
and demonstrated that it can be a tool for crowdsourcing, 
knowledge sharing and creating innovation in B2B markets. 

Furthermore, YouTube plays a unique role by providing 
long-form video content opportunities, allowing businesses to 
build in-depth product tutorials, brand stories, and educational 
content. However, video production can be resource-intensive, 
and YouTube’s algorithm prioritizes engaging, high-quality 
content, making it necessary for brands to invest in consistent 
content creation. As such, YouTube Advertising inϐluences 
brand awareness and brand image, whereas brand awareness 
and brand image do not affect purchase intention. YouTube 
ads are directly related to the purchase intention [42]. Finally, 
WhatsApp and Messenger are increasingly integrated into 
business communications, especially for customer service and 
personalized marketing. They allow direct messaging between 
businesses and customers, facilitating quick queries, order 
updates, and customer feedback. Main tasks of messenger 
marketing are deϐined: automation and optimization of 
managers’ work, which makes it possible to minimize the 
response time to the application, qualiϐication of potential 
customers (leads), optimization of advertising costs [43]. 
On the other hand, WhatsApp business can help businesses 
expand their reach and increase engagement with customers 
directly [44]. 

Each of these platforms serves distinct business functions, 
from direct sales to customer service and brand building. 
Selecting the right platform based on target audience and 
business goals is crucial, as each social media network brings 
unique advantages and limitations to the digital marketing 
landscape. Table 3 shows the comparative analysis of the 
most famous social media tools for businesses. Beyond 
platform-speciϐic features, broader empirical evidence points 
to social media’s uneven but generally positive effect on 
business performance, particularly among small and medium 
enterprises (SMEs). On the study of Pellegrino & Abe [46], a 
bibliometric review of 293 Scopus-indexed articles published 
between 2007 and 2022 found that SME-focused social media 
research has concentrated heavily on customer engagement, 
ROI metric, and marketing strategy, while identifying 
persistent gaps in how ϐirms actually quantify social media’s 
ϐinancial return. This measurement gap is echoed elsewhere 
in the literature: despite widespread recognition that social 
media has become embedded in everyday marketing practice, 
researchers note that companies continue to struggle to 

media has also made it easier for people to do business. This is 
mainly due to the fact that it opens up the global market and it 
is also cheaper to advertise [34].  Efendi [35] states, empirical 
ϐindings suggest that businesses offering visually oriented 
products such as those in the fashion and culinary sectors 
tend to select platforms like Instagram, TikTok, and Facebook, 
given their visual and interactive features that align well with 
product presentation and consumer appeal. 

For instance, ϐindings in a study of Yoo [36] regarding 
the use of Instagram for businesses, found that: (1) luxury 
brand images with logos and brand names had higher user 
engagement whereas fast fashion brand images did not show 
this same trend; (2) the size of the brand name and logo in 
an image was negatively related to the user engagement or 
had no effect, regardless of the brand category; and (3) the 
use of embedded text within an image positively inϐluenced 
user engagement for luxury brands whereas it negatively 
inϐluenced user engagement for fast fashion brands. On the 
other hand, TikTok also has become a game-changer for 
businesses targeting younger audiences, especially with short-
form, entertaining content. Study of Hou et al. [37] on Pinterest 
indicates that Pinterest is the visual discovery platform where 
people ϐind inspiration, curate ideas, and shop products for all 
life’s moments. An in tentful journey can start when Pinners 
(users) click on Pins and arrive at the Closeup surface, where 
they can continue to explore or reϐine their intent by browsing 
related content powered by our visual search and related 
recommendation engines. Product Pins, or contents that are 
linked to merchants and are buyable in general, are critical to 
realizable fulϐillment in Pinners’ exploratory journey. Sun & 
Zhang [39] also found signiϐicant ϐindings on TikTok stating, 
TikTok platform provides a wide space and possibility for 
brand marketing with its unique short video format and 
precise user positioning. Through creative content, KOL 
cooperation, user interaction, and other methods, luxury 
brands have effectively enhanced brand awareness and user 
stickiness. At the same time, with the continuous improvement 
of the functions of TikTok platform and the changing needs of 
users, the methods and strategies of brand marketing are also 
constantly innovating and developing. Meanwhile, Facebook 
is also commonly used for community building for reaching 
younger audiences [38]. 

The platform’s viral nature and algorithm make it ideal 
for quick brand awareness and engagement, yet its business 
analytics and ad management are more limited compared to 
Facebook or LinkedIn. LinkedIn, meanwhile, remains essential 
for B2B marketing, recruitment, and industry networking. It 
enables businesses to connect with professionals, generate 
leads, and establish thought leadership, but its audience focus 
makes it less effective for direct-to-consumer sales. LinkedIn 
can be utilized consistently supporting formal professional 
identity, recruitment, and institutional signaling [40]. For 
businesses that beneϐit from interactive customer feedback, 
Twitter is invaluable, offering real-time engagement and 
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calculate return on investment from their social media efforts, 
often focusing narrowly on tangible outcomes such as sales 
while overlooking intangible outcomes like brand awareness, 
customer relationship, and electronic word-of-mouth [45].

Adoption itself is not automatic, even where the potential 
beneϐit is clear. A study of 508 Indonesian SMEs employing 
the Technology-Organization-Environment Framework 
found that technological concerns, speciϐically perceived 
complexity and cost, created hesitancy toward social media 
marketing adoption, while organizational factors such as topic 
management support and perceived employe capability, along 
with external customer and vendor pressure, signiϐicantly 
propelled adoption forward; critically, the study conϐirmed 
a substantial positive relationship between the strategic 
incorporation of social media marketing and the enhancement 
of SME performance [47]. This ϐinding is consistent with more 
localized evidence. A study of SMEs in Palembang, South 
Sumatera Indonesia found that social media marketing has 
an impact on annual sales performance ranging from 10 to 
30 percent among adopting ϐirms [48]. Taken together, this 
broad literature suggests that social media’s business value is 
real but conditional. It depends on organizational readiness 
and management support as much as on the platform-speciϐic 
features discussed above, a pattern that aligns closely with the 
adoption barriers and ϐirm-performance outcomes examined 
across the 14 studies reviewed in this paper.

Analysis of the 14 included studies (Table 2).

Mapping the 14 studies to the 5 social media domains 
(Table 3)

Comparison of popular social media platforms for 
businesses

Social media potential contribution in business industry 
based on Table 3.

Keyword co-occurrence analysis

To complement the domain-based synthesis, a keyword 
co-occurrence map was generated using VOSviewer based 
on the titles and abstract of the 14 included studies (binary 
counting, minimum term occurrence = 2). Of 493 candidate 
terms, 57 met the threshold, and the 34 (60%) most relevant 
terms were retained for mapping (Figure 4). Four clustered 
emerged: a blue cluster centered on brand value, practical 
implications, de inition, facebook, company, word, mouth; 
a yellow cluster centered on consumer, mediating role, 
information and brand equity; a red cluster centered on brand 
awareness, question, consumer behavior, current research, 
article and sale; and a green cluster centered on engagement, 
relationship, importance, scholar, activity, measure, challenge 
and antecedent. The terms engagement, relationhsip, 
importance, and brand awareness occupied the most central 
positions, each linking across multiple clusters.

Discussion and detailed analysis
Domain 1: Brand awareness and promotion

Brand awareness and promotion is addressed in 9 of 

Table 2: Analysis of the 14 included studies.

Sn Author & Year Title Main Focus Findings/
Synthesis

Social Media Applica-
tions In Business Limitations Recommendations

1
Viner-

ean & Opreana 
(2021)

Measuring Customer 
Engagement in Social 
Media Marketing: A 
Higher-Order Model

Examines customer en-
gagement in social media 
marketing, considering 

three antecendents 
(involvement, customer 
participation, commit-
ment) and a main con-
sequence (loyalty) in a 

quantitative study, based 
on a cross-sectional on-
line survey and using an 
international sample of 

respondents.

It reveals that customer 
engagement, as a higher-
order construct, is driven 

by customer participation, 
involvement, and com-

mitment, and, moreover, 
customer engagement is 
an essential predictor of 

customer loyalty

Customer engagement 
aids the development 
of favorable outlooks 
for brands, leading to 

emotional connections 
when considering trans-

actional exchanges

Multiple-countries 
random sample thaat 

results cannot be 
generalized. Use of 

non-probability con-
venience sampling and 
online survey may lead 
to measurement error.

Considering the surge of 
social media, marketers 
must ϐind new ways to 

leverage customer engage-
ment on digital platforms. 
With its strategic role for a 

company’s performance, so-
cial media is a channel that 

requires resource allocation 
in the form of social media 
listening tools, brand con-
tent propagation, or public 

relations coordination.

2 Zollo et. al 
(2020)

Unpacking the rela-
tionship between so-
cial media marketing 

and brand equity:
The mediating role of 
consumers’ beneϐits 

and experience.

To examine how social 
media marketing (SMM) 

activities inϐluence 
consumer-based brand 
equity (CBBE) among 

Millennials by investigat-
ing the mediating roles 

of consumer beneϐits ob-
tained from social media 
brand communities and 
brand experience in the 
luxury fashion industry.

The study found that cog-
nitive, personal-integra-

tive, and social-integrative 
beneϐits signiϐicantly 

mediated the relationship 
between social media 

marketing activities and 
consumer-based brand 
equity, hedonic beneϐits 

do not. 

Businesses can 
strengthen brand equity 

by developing social 
media brand com-

munities that provide 
informative content, 
encourage customer 

interaction, and foster 
meaningful brand ex-

periences. Rather than 
focusing solely on pro-

motional content.

Research was limited 
to 326 Millennials fol-
lowers of luxury fash-
ion brands, restricting 
the generalizability of 
the ϐindings to other 

industries, age groups, 
and cultural contexts. 
Cross-sectional design 
also prevented causal 

conclusions.

Business should design 
social media strategies that 
enhance consumers’ cogni-
tive and social experiences 
through interactive content 
and community participa-
tion. Future studies should 
investigate different indus-
tries, demographic groups, 
and longitudinal effects of 
social media marketing on 

brand equity.

3 Ho et al. (2020)

To develop a concep-
tual framework that 

identiϐies engaging CM 
practices, speciϐically 

how compelling content 
is created

Findings point to the need 
for content creation to 
align with brand values 

and value creation to cre-
ate and socialise compel-
ling content for positive 

impact. 

Content created for 
audiences and marketed 

brands can generate 
value when it is con-
sumed and shared.

The study is limited 
to companies operat-
ing in asia. Requires 
implementation in 

other regions. It did 
not extend to how con-
sumers responded to 

CM posts.

CM is also a requisite for 
companies seeking to 

modernise their marketing 
practices through digitaliza-

tion to enhance branding, 
particularly for small and 
medium-sized companies.
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4 Shawky et. al 
(2020)

A dynamic frame-
work for managing 
customer engage-

ment on social media

The focus is to propose 
an integratd, dynamic 

and measurable frame-
work for managing 

customer engagement 
on social media and ad-

vance our understanding 
of engagement between 
multiple actors that are 

increasingly contributed 
to the success of market-

ing activities on social 
media.

Analysis of data revealed 
four themes from an inter-
view: connection, interac-
tion, loyalty, and advocacy 
as aa key level of engage-

ment on social media

Social media is become 
a pervasive commu-

nication tool, creating 
connection and oppor-
tunities for customer 

engagement. 

Interviewed without 
participants under 25. 
Speciϐically, in egypt 
and can be replicated 

elsewhere

Social mediahave redeϐined 
simple dyadic interactions 

between customer and 
marketers, transforming 

them into more complex in-
teractions between multiple 
groups of actors, including 
customers, organisations, 

stakeholders, and non-
customers

5 Agnihotri 
(2020)

Social media, cus-
tomer engagement, 
and sales organiza-

tions: A research 
agenda

To develop research 
agenda that explores 

the role of social media 
in enhancing customer 

engagement within busi-
ness markets. 

Social media signiϐicantly 
enhances engagement in 
B2B markets by facilita-

tion ongoing interactions, 
trsut, and relationship-

building, especially when 
integrated effectively with 
social CRM and organiza-

tional processes.

Social media applica-
tions in B2B markets 

should include tools for 
social networking, and 

information sharing 
(e.g., blogs, microblogs, 
wikis), social relation-
ship management via 

Social CRM, onling social 
capital development, 

and analytics for moni-
toring customer engage-

ment and behaviors.

Conceptual and explor-
atory nature without 
extensive emperical 
testing, which limits 

generalizability

Businesses recommended 
to strategically integrate 

social media technologies 
with their sales and mar-

keting processes, ensuring 
alignment with both orga-
nizational structures and 
customer engagement ob-
jectives. Firms should also 
adopt social CRM systems 
that belnd traditional cus-

tomer relationship manage-
ment to deepen customer 

connections.

6 Dwivedi et al. 
(2021)

Setting the future 
of digital and social 

media marketing 
research: Perspec-
tives and research 

propositions

Explore the current 
challenges, opportuni-

ties, and future research 
directions in digital and 
social media marketing, 
particularly emphasiz-

ing the roles and im-
plications of emerging 

technoogies such as 
artiϐicial intelligence 

(AI), augmented reality 
(AR), and machine learn-

ing (ML).

It highlights the signiϐicant 
potential of AI and VR 

technologies for enhancing 
marketing effectiveness, 
including customer en-

gagement and trust. It also 
emphasizes the impor-

tance of ethical practices 
and explainability in AI 

applications, as well as the 
need to manage eWOM 

overload through innova-
tive tools and mechanisms. 

Social media marketing 
is a crucial component 

that enhances customer 
engagement behaviors 
and journeys, demon-

strating its effectivenes 
in building trust and 

fostering positive 
electronic word-of-

mouth (eWOM). It also 
highlights the need for 

appliying new tools and 
mechanisms to mitigate 

eWOM overload and 
manage online brand 
presence effectively

Relies on B2C and 
B2C comparison. Sev-

eral studies rely on 
relatively small sample 
sizes (75 companies) 
and small number of 

interviews (7 experts)

Business should leverage 
AI and VS technologies to 

enhance customer engage-
ment and experience. They 
must prioritize ethical prac-
tices and transparent in us-
ing AI and machine learning 
to built trust. Additionally, 

developing tools to manage 
eWOM overload and ensur-

ing respectful, engaging 
online interactions can im-

prove brand reputation and 
customer relationships.

7 Dolega et al. 
(2021)

Going digital? The 
impact of social 

media marketing on 
retail website trafϐic, 

orders and sales

Examines the impact of 
daily social media activ-
ity on daily business out-

comes: website trafϐic, 
order, and sales. 

Findings reveal that social 
media leads to increased 

web trafϐic, but it does 
not produce a signiϐicant 

rise in product orders and 
sale income. Larger social 

media campaigns tend 
to result in signiϐicantly 

higher number or orders 
and sale income, and 

Facebook emerges as the 
most effective channel. Ef-
fectiveness of social media 
marketingt varies across 

product depending on 
their complexiy, cost and 

brand status.

Social media marketing 
impact business and 

provide intelligence on 
how to allocate resourc-
es to develop marketing 

campaigns. 

Reliance on data from a 
single retail company, 
which limits generaliz-

ability. Social media 
data tracks orders or 
sales places directly 
via social media ads, 

potentially underesti-
mating the overall in-

ϐluence of social media 
marketing when users 

access the website 
through other channels 

after seeing the ad.

Company should develop 
a more effective strategy 
for managing the highly 
complex nature of com-

munication through social 
media marketing. To better 

target their social media 
campaigns for more cost 

effective and efϐicient 
marketing, and to better al-

locate resources to the more 
complex product campaigns 
that have a larger effect on 
achieving the desired out-
come of increased product 

demand.

8 Gkikas et al. 
(2022)

How do text charac-
teristics impact user 
engagement in social 
media posts: Model-

ing content read-
ability, length, and 

hashtags number in 
Facebook

Examines whether text 
characteristics in brand-
ed Facebook image posts 
associate with consumer 
engagement and brand 

awareness.

Positive associations 
were indicated between 
all performance metrics 

and text’s lengths, as well 
as the number hashtags. 
Overall, results revealed 

that, the post’s text which 
is easy to read, long (more 

than 31 words, or more 
than 321 characters), and 
contains many hashtags 
tends to achieve higher 
performance of engage-

ment and awareness.

Results can be useful 
to markets, business 
owners and decision 

makers assisting them 
to efϐiciently promote 

their businesses 
through organic posts 

and interpret the users’ 
interactions.

Not wide dataset which 
limits generalizability. 

Focused on organic 
(not paid) posts with-

out including any 
advertising campaigns, 
which might bring dif-

ferent engagement out-
comes. Dataset posed 

some restrictions since 
some basic engage-

ment metrics were not 
sufϐicient.

Readability scores on text in 
image posts should receive 
higher consideration since 
they might associate with 

both user engagement and 
awareness metrics in Face-
book organic image posts.
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9 Santiago et al. 
(2022)

Is ϐirm-generated 
content a lost cause?

Examines how ϐirm-
generated content (FGC) 

inϐluences consumer 
purchase intention me-
diated through brand 

equity and attitude

Findings suggest that ϐirm- 
generated content nega-

tively inϐluences purchase 
intention and has little 

effect on brand equity and 
attitude

Firm-generated content 
(FGC) on social media 

as a business tool drives 
customer engagement 
and purchase intention 
relevant toward digital 

sales funnels.

Relies on survey data 
analyzed via PLS-SEM 
which limits generaliz-

ability to the speciϐic 
sample surveyed. And 
single cross-sectional 
in a pandemic context.

Business should rethin FGC-
heavy social media strate-
gies and instead priotitize 
building brand equity and 

shaping consumer attitudes 
to convert engagement into 

actual sales.

10 Terho et al. 
(2022)

Measuring B2B 
social selling: Key ac-
tivities, antecedents 

and performance 
outcomes

To advance social 
media-focused sales 

research by building and 
validating activity-based 
measurs for B2B social 

selling

Insight generation, con-
necting, and engaging 
signiϐicantly predicts 
salesperson thought 

leadership, which turns 
mediates positive effects 
on customer acquisition 
and overall sales perfor-
mance. Organizational 
suppoty through social 

media strategy, tools, and 
content, along with sales 

technology orientation, are 
key antecedents that boost 

social selling activities.

Salespersons strategi-
cally use social media 
applications to gener-
ate customer insights, 
connect with relevant 

industry actors, and en-
gage customers by shar-

ing valuable content, 
thereby enhancing their 
sales effectiveness and 

thought leadership

Scales validation was 
done based on single 

respondent data. Relies 
on panel provider data 
that limits generaliz-

ability of the found an-
tecendets and outcome 
relationships shpuld be 
conϐirmed with indus-

try samples. 

Organizations can also 
invest in social media 

strategy, selling tools, and 
content support facilitating 

activities, making social 
media a crucial platform for 

relationship building and 
customer acquisition in B2B 

sales.

11 Li et al. (2021)

Social media market-
ing strategy: deϐini-
tion, conceptualiza-
tion, taxonomy, vali-

dation, and future 
agenda

Determining deϐinition, 
conceptualization, tax-
onomy, validation and 
future agenda of social 

media marketing strate-
gies (SMMSs)

The use of social media 
alone does not generate 
customer value, which 

instead is attained through 
the generation of con-

nections and interactions 
between the ϐirm and 

its customers, as well as 
among customers them-
selves. These generated 

social networks and inϐlu-
ences can subsequently 

bse used strategically for 
resource transformation 
and exchanges between 
the interacting parties.

The success of various 
SMMSs will depend in 
the ϐirms willingness 

to allocate resources in 
order to foster collab-
orative conversations, 

develop appropriate re-
sponses, and enhances 
customer relationships. 
Managers also need to 

set objectives ar the 
outset to guide effective 

development, imple-
mentation, and control 

of SMMSs.

Reliance on qualitative 
data from a limited 

sample of social media 
practitioners and man-
agers, which may affect 

generalizability of its 
ϐindings across all in-

dustries and organiza-
tions. Categorizations 
of SMMSs os based on 
current technological 

and strategic contexts, 
which mayh evolve, 

rapidly, potentially im-
pacting the relevance 

of the taxonomy in the 
future.

SMMs developmental pro-
cess suggests that ϐirms 
ϐirst need to recognize 

customers’ motivations to 
engage in brand-related 

social media activities and 
encourage their voluntary 

contributions.

12 De Oliveira 
Santini [65]

Customer engage-
ment in social media: 

a framework and 
meta-analysis

Examines customer 
engagement in social 
media (CESM) using a 

meta-analytic model of 
814 effect sizes across 

97 studies involging 
161,059 respondents.

Findings reveals that 
customer engagement is 
driven by satisfactionss, 
positive emotions and 
trust, but not by com-

mitment. Satisfaction is 
a stronger predictor of 

customer engagement in 
high (vs.)low convenience, 
B2B (vs. B2C), and Twitter 
(vs. Facebook and Blogs). 
Twitter is twice platform 
to improvr customer en-
gagement via satisfaction 

and positive emotions. 

Managers and public 
policymakers tests how 
different emotions affect 

customer engagement 
in social media because 
they often use emotio-
anl appeals to incentiv-
ize particular behaviors, 

such as improving 
consumers’ health and 

safety choices.

Lack of discriminant 
validitty between 
trust-commitment 

relationship and the 
variants in its measure-
ment. Did not evaluate 
the role of emotions in 
the customer engage-

ment framework more 
speciϐically.

More attention is needed to 
examine negative customer 

engagement potentially 
driven by  various negative 
emotions. This needs inves-
tigation in improving cus-

tomer engagement thereby 
make positive impact.

13 Mathur (2020)

Improving the value 
of the retailer brand 
through social media 

equity

Establish key drivers 
and measures of social 
media equity, an essen-
tial aspect of  a brand’s 

value, particularly in the 
evolving landscape of 

social media brand man-
agement.

Findings indicate that 
psychological factors, rec-
ognition and integration, 

inϐluence social capital 
of the retailer, which in 
turn drives the ability of 

the retailer to build social 
media equity. Reciprocity, 
cohesion, and centrality of 
a retailer positively inϐlu-
ence social media equity.

Social capital of the re-
tailer brand empowers 
markets to be effective 

in generating social 
media equity, which can 
be leveraged to reduce 
ϐirm risk and enhance 

ϐirm value. 

Does not examine the 
impact of social media 
equity on ϐirm’s ROI. 
Did not examine cer-

tain situational factors 
and reactional triggers 
and their effect on so-
cial media equity. Did 
not address speciϐic 

social media strategies 
preventing the con-

sumers from spreading 
negative buzz and en-
able retailer brands to 
successfully manage 

their businesses online.

It is important for retailer 
brands to focus social media 
activities to generate social 
media equity. Formulating 
comprehensive marketing 
strategies in the age of in-

creasing use of social media 
is essential for retailer 

brands to achieve a com-
petitive edge. It is also nec-
essary for retailer brands to 
develop novel strategies to 
successfully compete in the 
rapidly changing marketing 

environment.
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14 Ahmad et al. 
(2026)

Social comparison 
and impulse buying 
behavior: the me-

diating role of utili-
tarian and hedonic 
shopping values in 

an emerging market

Examines how social 
comparision drives im-
pulse buying behavior 

among apparel consum-
ers, testing whether that 

effect is transmitted 
through two shopping 
motivations: utilitarian 
shopping value (func-

tional/practical justiϐica-
tion) and hedonic shop-
ping value (emotional 

pleasure and escapism).

Social comparison strongly 
predicts both utilitar-

ian shopping value and 
hedonic shopping value, 
and a direct positive ef-
fect on impulse buying 
as well. Both utilitarian 
and hedonic shopping 

value signiϐicantly drive 
impulse buying, with utili-
tarian value showing the 
stronger effect and both 
signiϐicantly mediate the 

social-comparison-impulse 
buying relationship.

Businesses can use 
social media to trig-

ger social comparison 
through inϐluencer 

content, user-generated 
posts, and “trending”/
bestseller cues, since 
this was the strongest 

driver of both shopping 
values and impulse 
buying in the study. 
Marketing messages 

should pair utilitarian 
framing (deals, practical 
beneftis) with hedonic 
framing (excitement, 
self-reward), as both 

signiϐicantly inϐluenced 
impulse purchase.

Uses a cross-sentional 
design and self-report-
ed survey data which 
limits generalizability 

and potential bias such 
as social desirability 

bias (respondents may 
underreport impulsive 

behaviors). Relies 
on non-probability 

convenience sampling 
with modest sample 
size, and speciϐically 

conducted within Paki-
stani population.

Businesses should design 
dual-value marketing cam-

paigns. Build social com-
parison into brand strategy. 
Invest in product design and 

UX tha reduces purchase 
friction. Personalize mar-
keting based on customer 

segments and educate 
customers on product value 

proactively.

Table 3: Mapping the 14 studies to the 5 social media domains.

Sn Author & year Domain 1: Brand Aware-
ness and Promotion

Domain 2: Customer Engagement 
and Interaction

Domain 3: Market Re-
search and Insights

Domain 4: Content Cre-
ation and Distribution

Domain 5: Sales and Lead 
Generation

1 Vinerean & Opreana 
(2021)

Engagement fosters favor-
able brand outlooks and 
emotional connections

Engagement driven by involvement, 
participation, and commitment

Engagement is a key pre-
dictor of customer loyalty, 
supporting transactional 

exchanges

2 Zollo et. al (2020)

Brand equity strengthened 
through cognitive, personal-
integrative, and social-inte-

grative beneϐits

Brand communities encourage cus-
tomer interaction and experience

Informative content pro-
hibited over promotional 

content

3 Ho et al. (2020)
Content aligned with brand 
values enhances branding 

and modernization

Compelling content interac-
tion for engaging audiences, 

value generated when 
content is consumed and 

shared

4 Shawky et. al 
(2020)

Connection, interaction, loyalty, and 
advocacy as key engagement levels

5 Agnihotri (2020)
Facilitates ongoing B2B interactions, 
trust, and relationship-building via 

social CRM

Analytics tools for 
monitoring customer 
engagement and be-

havior

Social networking and infor-
mation-sharing tools (blogs, 

microblogs, wikis)

Social CRM and online 
social capital support B2B 

sales processes.

6 Dwivedi et al. 
(2021)

Builds trust and brand 
reputation through positive 

eWOM

AI/AR/ML technologies enhance cus-
tomer engagement and trust

Tools/mechanisms manage 
eWOM overload and online 

brand presence

7 Dolega et al. (2021) Increases website trafϐic and 
business visibility

Provices intelligence 
for allocating mar-

ketieng resources by 
product complexity/

cost

Larger campaigns sig-
niϐicantly boost orders and 
sales; Facebook most effec-

tive channel

8 Gkikas et al. (2022)
Readable, longer postws 

with more hashtags improve 
brand awareness

Text readability, length and hashtags 
positively associated user engagement

Text characteristics (length, 
readability, hashtag count) 
shape content performance

9 Santiago et al. 
(2022)

Firm-generated content has 
little effect on brand equity/

attitude

FGC drives some customer engage-
ment

Calls for rethinking FGC-
heavy content strategies

FGC negatively inϐluences 
purchase intention

10 Terho et al. (2022) Connecting and engaging activities 
build salesperson thought leadership

Insight generation 
from social media 

activity

Organizational content sup-
port facilitates social selling 

activities

Boosts customer acquisi-
tion and overall B2B sales 

performance

11 Li et al. (2021)
Customer value generated through 

ϐirm-customer and customer-customer 
connections/interactions

Social networks strategi-
cally leveraged for re-

source transformation and 
exchange

12 De Oliveira Santini 
[65]

Engagement driven by satisfaction, 
positive emotions, and trust (not com-

mitment)

Meta-analytic insights 
inform emotional-

appeal strategies for 
behavior change

13 Mathur (2020)
Social media equity bulds 
brand value and reduces 

ϐirm risk

Social capital (reciprocity, 
cohesion, centrality) drives 

brand equity and sales 
potential.

14 Ahmad et al. (2026)

Trending/bestseller cues 
and inϐluencer content build 

visibility via social com-
parison

Social comparision and UGC/inϐlu-
encer content trigger consumer en-

gagement

Dual-framed content (utili-
tarian and hedonic mes-

saging) shapes purchase-
related content

Social comparison and 
shopping values signiϐi-

cantly drive impulsive pur-
chase decisions.
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Table 4: Comparison of popular social media platforms by domains.

Social Media Brand Awareness & 
Promotion

Customer Engagement & 
Interaction Market Research & Insights Content Creation & 

Distribution Sales and Lead Generation

Facebook Yes Yes Yes Yes Yes
TikTok Yes Yes Yes Yes Yes1

LinkedIn Yes Yes Yes Yes Partial1

Twitter/X Yes Yes Yes Yes Partial2

Instagram Yes Yes Yes Yes Yes
YouTube Yes Partial2 Yes Yes Partial1

WhatsApp Partial3 Yes Partial4 Partial4 Yes6

Messenger Partial3 Yes Partial5 No Partial1

Pinterest Yes Partial2 Yes7 Yes Partial1

Notes: 1Ads/shopping features present; no native storefront or review system. 2Limited to comments; no native DM at scale. 3No independent ad-targeting surface; routes through 
Meta Ads Manager. 4Limited to Business API messaging/catalog features, not broader tools. 5Basic metrics only, via Meta Business Suite. 6Direct catalog-based sales and conversa-
tional commerce via Business API. 7Pinterest trend tools explicitly support audience and trend analysis.
Sources: Meta Business Help Center (Facebook, Instagram, Messenger, WhatsApp features); TikTok for Business Help Center; LinkedIn Marketing Solutions and LinkedIn Help; X 
(Twitter) for Business Help Center, WhatsApp Business Platform documentation (Meta for Developers); YouTube/Google Ads Help Center; Pinterest Business Help Center. All ac-
cessed 2026

Domain 2: Customer engagement and interaction

Customer engagement is the most represented domain in 
this sample, appearing in 11 of the 14 studies. Vinerean and 
Opreana [57] provide the clearest foundational test, showing 
that engagement is driven by involvement, participation, and 
commitment, and functions as a key predictor of customer 
loyalty. De Oliveira Santini [65], via a large-scale meta-
analysis, corroborates this, ϐinding that engagement is driven 
by satisfaction, positive emotion, and trust, but notably not 
by commitment. Shawky et al. [58] approach engagement 
qualitatively, identifying connection, interaction, loyalty, 
and advocacy as key engagement levels. Agnihotri [59] and 
Terho et al. [60] extend engagement into B2B contexts, with 
Agnihotri emphasizing ongoing interaction, trust, and Social 
CRM integration, and Terho et al. empirically validating 
“connecting” and “engaging” as core social-selling activities 
that build salesperson thought leadership. Zollo et al. [49] and 
Gkikas et al. [51] treat engagement as encouraged by brand-
community interaction and text-based content characteristics, 
respectively, while Dwivedi et al. [52] note that AI and AR 
technologies hold signiϐicant potential to enhance engagement 
and trust. Li et al. [33] frame engagement more conceptually, 
arguing that customer value is generated through ϐirm–
customer and customer–customer connections rather than 
through social media use alone. Santiago et al. [54] and Ahmad 
et al. [56] round out the domain, with the former showing that 
ϐirm-generated content drives some engagement, and the 
latter showing that social comparison and user-generated/
inϐluencer content trigger consumer engagement. 

Domain 3: Market research and insights

Market research and insights remains the least represented 
domain, addressed in only 4 of the 14 studies. Terho et al. [60] 
offer the clearest evidence, identifying insight generation from 
social media activity as one of three validated dimensions of B2B 
social-selling behavior. Dolega et al. [53] similarly ϐind that social 
media provides intelligence for allocating marketing resources 
according to product complexity and cost. Agnihotri [59] 
points to analytics tools for monitoring customer engagement 
and behavior in B2B markets, while De Oliveira Santini [65] 

the 14 studies, the second most represented domain. Zollo 
et al. [49] found that cognitive, personal-integrative, and 
social-integrative beneϐits derived from brand-community 
participation signiϐicantly strengthen brand equity, while 
hedonic beneϐits alone do not, indicating that awareness-
building depends on beneϐit type rather than participation 
volume. Ho et al. [50] reinforce this qualitative pattern, ϐinding 
that content aligned with brand values enhances branding 
and supports ϐirm modernization. Gkikas et al. [51] provide 
the most granular test, showing that longer, more readable 
Facebook posts with more hashtags signiϐicantly improve 
brand awareness metrics. Dwivedi et al. [52] and Dolega et 
al. [53] link awareness to broader digital infrastructure: the 
former through positive electronic word-of-mouth building 
trust and reputation, and the latter through social media’s 
direct effect on website trafϐic and business visibility. Santiago 
et al. [54] offer a cautionary counterpoint, ϐinding that ϐirm-
generated content has little effect on brand equity or attitude 
despite its popularity as a promotional tool. Mathur [55] 
extends the construct toward brand value itself, showing that 
social media equity, built from psychological and social capital, 
reduces ϐirm risk, while Ahmad et al. [56] and Vinerean and 
Opreana [57] tie awareness to consumer-level psychological 
mechanisms: trending/bestseller cues and social comparison 
in the former, and favorable brand outlooks and emotional 
connection in the latter.

Figure 4: : Keyword co-occurrence map.
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contributes meta-analytic insights that inform emotional-appeal 
strategies for behavior change. As in prior domain assessments, 
no study in this sample makes market intelligence its central 
research question — it consistently appears as a secondary or 
supporting function nested within studies primarily testing 
engagement, brand, or sales outcomes, conϐirming that this 
remains the most under-investigated of the ϐive domains. 

Domain 4: Content creation and distribution

Content creation and distribution is addressed in 8 of the 
14 studies. Ho et al. [50] anchor this domain most directly, 
proposing that compelling content generates value for 
engaging audiences when it is consumed and shared. Gkikas 
et al. [51] provide the domain’s most granular empirical test, 
isolating speciϐic content characteristics, length, readability, 
hashtag count and linking them directly to performance 
outcomes. Zollo et al. [49] identify informative content, rather 
than promotional content, as the operative mechanism behind 
their brand-equity ϐindings, while Santiago et al. [54] offer a 
cautionary counterpoint, calling for ϐirms to rethink FGC-
heavy content strategies given its limited effect on brand 
equity and attitude. Agnihotri [59] and Terho et al. [60] treat 
content from a supporting-infrastructure perspective, social 
networking and information-sharing tools in the former, 
and organizational content support facilitating social-selling 
activities in the latter. Dwivedi et al. [52] focus on content-
adjacent tools and mechanisms for managing eWOM overload 
and online brand presence, and Ahmad et al. [56] close the 
domain with dual-framed content, pairing utilitarian and 
hedonic messaging, shown to shape purchase-related content 
effectiveness.

Domain 5: Sales and lead generation

Sales and lead generation is addressed in 8 of the 14 
studies. Dolega et al. [53] provide the most direct transactional 
test, ϐinding that larger social media campaigns signiϐicantly 
boost orders and sales, with Facebook emerging as the 
most effective channel. Terho et al. [60] offer the clearest 
mediated pathway, showing that social-selling activities boost 
customer acquisition and overall B2B sales performance. Li et 
al. [33] ϐind that social networks are strategically leveraged 
for resource transformation and exchange, while Mathur 
[55] shows that social capital — reciprocity, cohesion, and 
centrality — drives brand equity and sales potential at the 
ϐirm level. Agnihotri [59] frames the domain organizationally, 
noting that Social CRM and online social capital support B2B 
sales processes. Santiago et al. [54] complicate the sales 
narrative, ϐinding that ϐirm-generated content negatively 
inϐluences purchase intention. Vinerean and Opreana [57] 
and Ahmad et al. [56] close the domain at the consumer level: 
the former establishing engagement as a key predictor of 
customer loyalty supporting transactional exchanges, and the 
latter showing that social comparison and shopping values 
signiϐicantly drive impulsive purchase decisions. 

Social media potential contribution in business 
industry

Figure 3 presents the proportional distribution of the ϐive 
domains derived from Table 2. Customer engagement and 
interaction accounts for the largest share of social media’s 
demonstrated contribution (12 of 14 studies,27.91% of 
total domain mentions across the sample), followed by 
Brand Awareness and Promotion (9 of 14, 20.93%), Content 
Creation and Distribution (8 of 14, 18.60%), Sales and Lead 
Generation (8 of 14, 18.60%), and Market Research and 
Insights, the smallest share (4 of 14, 9.30%). This distribution 
is consistent with ϐindings reported in the broader social 
media marketing literature. The prominence of engagement 
and brand-related outcomes is supported by Kulikovskaja 
et al. [61], who identiϐied social media-based customer 
engagement as a signiϐicant driver of marketing outcomes like 
customer loyalty and positive word-of-mouth, and by Wang 
et al. [62], who demonstrate that active interaction within 
online brand communities fosters psychological involvement, 
directly increasing brand loyalty and purchase intention. 
This engagement enhances brand identity and trust, driven 
by factors such as interactivity, social belonging, and a mix 
of entertaining and informative content. These ϐindings is 
tailored in the present results, in which customer engagement 
is addressed as a central construct in the majority of the 14 
included studies. 

On the other hand, the comparatively limited contribution 
of Market Research and Insights is similarly consistent with 
prior studies. Hassani & Mosconi [63] reported that by 
utilizing social media analytics as an intelligence-gathering 
and learning tool, manufacturing SMEs can process user-
generated content across four key phases—planning, 
collection, analysis, and dissemination of information to 
drastically improve their dynamic capabilities and adapt 
to volatile markets, while Kumar et al. [64] examined social 
media role acting as an engine for MSME growth by providing 
data analytics, market research, and direct consumer insights 
that drive agile business and marketing decisions. Both studies 
indicate that the market-research function of social media is 
empirically supported but represents one input among several 
in ϐirm decision-making, rather than a dominant function. 
This is content with present study ϐindings that only 4 of the 
14 (9.30%) included studies address this domain directly. 
Overall, social media’s most consistently demonstrated 
contribution to business outcomes lies in brand awareness 
and customer engagement, with its contribution to market 
research and insights remaining comparatively limited in the 
empirical literature. 

Keyword co-occurrence analysis

The keyword co-occurrence map reinforces the domain-
level ϐindings reported above, while also surfacing a 
methodological pattern that was not directly evident from 
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the manual coding process alone. Four clusters emerged, each 
corresponding to a distinct facet of how reviewed literature 
frames and studies social media marketing. 

The green cluster (engagement, relationship, importance, 
activity, antecedent, measure, scholar) is by far the most 
dominant grouping in the map, both in node size and 
connectivity, and corresponds most closely to Domain 2. This 
aligns directly with Vinerean and Opreana [57], who model 
engagement as a higher-order construct with involvement, 
participation, and commitment as its antecedents, and with 
De Oliveira Santini [65], whose meta-analysis of 814 effect 
sizes similarly treats satisfaction, positive emotion, and trust 
as measured drivers of engagement rather than descriptive 
labels. The prominence of engagement as the map’s largest 
node visually conϐirms that this domain is the most consistently 
and rigorously operationalized construct across the sample.

The blue cluster (de inition, facebook, company, word, 
mouth, brand value, practical implication) aligns with Domain 
1, reϐlecting studies that link social media activity to concrete 
brand and ϐirm-level outcomes. Dolega et al. [53] identify 
Facebook speciϐically as the most effective channel for driving 
orders and sales, while Dwivedi et al. [52] and Mathur [55] 
emphasize word-of-mouth and brand value/equity as the 
practical mechanisms through which social media activity 
translates into company-level outcomes, consistent with this 
cluster’s emphasis on company, word, mouth, and brand value 
as co-occurring terms.

The yellow cluster (consumer, information, mediating role, 
brand equity) captures the analytical architecture underlying 
several Domain 1 ϐindings, particularly the mediation logic 
used by Zollo et al. [49], who test consumer beneϐits and brand 
experience as mediators of the social-media-marketing-to-
brand-equity relationship, and by Santiago et al. [54], who 
examine ϐirm-generated content’s effect on purchase intention 
as mediated through brand equity and attitude. The presence 
of mediating role and brand equity as co-occurring, tightly 
linked terms indicates that mediation analysis is a shared 
analytical convention across the brand-outcome literature in 
this sample, not an isolated methodological choice.

The red cluster (brand awareness, consumer behavior, 
question, current research, article, sale, use) is the most 
consumer-facing grouping, spanning Domains 1 and 5. It 
reϐlects studies such as Ahmad et al. [56], which link consumer 
behavior and social comparison directly to sale-relevant 
impulsive purchase decisions, and Vinerean and Opreana 
[57], whose engagement construct is explicitly framed as 
supporting transactional exchange. The terms consumer and 
brand awareness act as bridging nodes between this cluster 
and the green and blue clusters, respectively, reϐlecting 
the literature’s tendency to treat awareness and consumer 
behavior as intermediate steps on the path to sales outcomes 
rather than as terminal constructs in their own right.

Most notably, no cluster surfaced clear terminology for 
Domain 3 (market research and insights) or Domain 4 (content 
creation and distribution), even after applying VOSviewer’s 
default relevance threshold (493 candidate terms, 57 meeting 
the minimum occurrence threshold, with the top 60% — 34 
terms retained for the ϐinal map). This absence is consistent 
across threshold settings, ruling out an overly strict ϐilter as the 
cause and instead indicating a genuine underrepresentation 
of this language in the literature. This independently conϐirms 
the manual domain-coding results, in which Domains 3 and 4 
were the two least-represented domains (4 of 14 and 8 of 14 
studies, respectively). The convergence of two independent 
methods, manual domain-coding and automated text-mining, 
strengthens conϐidence in the review’s conclusion: social 
media’s market-intelligence and content-strategy functions 
remain comparatively under-examined relative to its brand- 
and engagement-facing functions. 

Conclusion
This systematic review examined 14 empirical studies to 

determine how social media contributes to business marketing 
across ϐive domains: brand awareness and promotion, 
customer engagement and interaction, market research and 
insights, content creation and distribution, and sales and lead 
generation. The ϐindings conϐirm that social media has become 
an integral tool for businesses of all sizes, offering direct 
channels for communication, brand building, and consumer 
insight were previously unavailable or considerably more 
costly through traditional marketing. Customer engagement 
and interaction emerged as the most consistently represented 
domain, appearing in 13 of the 14 studies, followed closely by 
brand awareness and promotion in 11 studies. Sales and lead 
generation, frequently operationalized through purchased 
intention rather than realized transaction, was addressed in 
9 studies, while content creation and distribution appeared 
in 6. Market research and insights was the least represented 
domain, present in only 4 studies, despite most major platforms 
offering native analytics and audience-insight tools. This 
ϐinding was independently corroborated by a supplementary 
keyword co-occurrence analysis, which found no cluster of 
terms corresponding to market research or content creation 
even after relaxing the term-selection threshold, reinforcing 
that this gap reϐlects genuine pattern in the literature rather 
than an artifact of the domain-coding process. This suggests 
that empirical literature has concentrated disproportionately 
on persuasion-facing functions of social media, such as building 
awareness and driving engagement, while its potential as a 
ϐirm-side intelligence-gathering tool remains comparatively 
under-examined. 

Theoretical and practical implications

Theoretically, this review contributes a ϐive-domain 
framework that consolidates a fragmented body of literature 
into a structure that can guide future empirical work, and 
it identiϐies market research and insights as a domain 
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warranting greater scholarly attention relative to its 
documented platform-level capability. Practically, the ϐindings 
offer several implications for business. First, ϐirms should 
prioritize consistent, high-quality, and interactive content 
over sheer posting volume, since content and engagement 
quality, rather than promotional frequency, were repeatedly 
identiϐied as the mechanisms driving brand outcomes. Second, 
platform selection should be guided by target audience and 
business objectives, as platforms such as Instagram and 
TikTok favor visually oriented products while LinkedIn 
and Twitter/X better support B2B relationship-building 
and real-time customer service. Third, small and medium 
enterprises (SMEs) in particular stand to beneϐit from treating 
social media analytics as a market-research tool, not only a 
promotional channel, to better understand customer needs 
and inform product decisions. Finally, because organizational 
readiness and management support were found to inϐluence 
adoption and performance outcomes, businesses should 
invest in building internal social media capability alongside 
their external-facing strategies. These conclusions should 
be interpreted in light of the review’s limitations. Unlike a 
geographically or methodologically homogeneous sample, 
the included studies span a mix of contexts and designs: 
quantitative cross-sectional surveys (e.g., [57,49,56]), a 
large-scale meta-analysis [65], qualitative interview-based 
research [58], case-study and conceptual-framework work 
[50], and expert-perspective/research-agenda pieces [52,59]. 
This heterogeneity strengthens the review’s thematic 
breadth but limits direct comparability across studies, since 
ϐindings drawn from conceptual or qualitative work cannot 
be weighted or interpreted on the same empirical footing 
as those from validated quantitative models. Additionally, 
the domain development is a priori approach means the ϐive 
domains reϐlect the authors’ own synthesis of how social media 
marketing functiond are commonly discussed in business and 
marketing practice, rather than an inductive category set that 
emerged strictly from the 14 included studies themselves, or 
a deductive application of a pre-existing, citable theoretical 
model. The domain boundaries were not independently 
derived or veriϐied by a second coder, and a different a priori 
structure (e.g., organized around the marketing mix, or around 
platform type rather than business function) could plausibly 
have produced a different classiϐication of the same studies. 
Future research should test the ϐive-domain framework 
using consistent methodological designs across Western, 
East Asian, and African contexts, and should give particular 
attention to the market research and insights domain, where 
platform capability appears to outpace empirical investigation 
of its business value. Future work formalizing these domains 
against an established framework, or deriving them 
inductively through structured qualitative coding with inter-
rater reliability checks, would stregnthen the reproducibility 
of this classiϐication. 
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