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Abstract. Social media applications have been extensively used and adopted by
individuals and organisations in most aspects of daily life. Likewise,
researchers have spent much effort in examining and exploring the
effectiveness and efficiency of engaging such applications over the marketing
context. This study, therefore, realizes the necessity of conducting a review of
prior literature of social media over the marketing context especially in the light
of the fact that only a small number of studies have been reviewed and
conducted in this area. Accordingly, the aim of this study is to systematically
review the current literature of social media in the marketing context. By
reviewing approximately 71 articles, this study provides an overview of the
main themes and trends covered by the relevant literature such as the role of
social media on advertising, the electronic word of mouth, customers’
relationship management, and firms’ brands and performance.
Keywords: Social Media, Marketing, Systematic Review, CRM, Advertising

1 Introduction
Social media platforms have become an integral part of our daily life. The most
human interactions have been moving to take their place over virtual platforms (i.e.
Facebook, Instagram, LinkedIn and Twitter) and people are more likely to formulate a
positive attitude and perception towards such technologies [12, 57, 67, 75].
By the same token, social media innovative applications (hardware and software)
have been available for firms and customers worldwide and can be utilised to
effectively interact with customers, create and share a sufficient content, and enhance
interoperability [6, 27, 35, 48]. According to [6], there are three main aspects that
could differentiate social media in comparison with traditional computer-mediated
communications and are summarised by [6] as follows: a) by using social media
platforms, customers have more points (i.e. PC desktop, mobile phone, personal

digital assistance, iPad) to access the targeted websites; b) more interactivity can be
attained using social media to communicate with customers, and accordingly
customers are more to be value creator rather than just receiver; c) the third aspect is
related to the fact that by using social media, customers have more power to influence
and to attain the best offers. Accordingly, social media has been largely realised as an
effective mechanism that contributes to the firms’ marketing aims and strategy;
especially in the aspects related to customers’ involvement, customer relationship
management and communication [25, 63].
Therefore, social media-related issues represent worth directions to be considered
and examined as highly recommended by academics over the relevant area [8, 33, 14;
61]. This could be attributed to the need to understand the feasibility of using social
media over the marketing context. Such thought has been assured by [33] who highly
supported the importance of examining the role of social media over different
contexts to expand the existing knowledge toward such important issues of social
media. As well as, in their recent review study, [25] argued that even though social
media-related issues have been the focus of attention for many researchers worldwide,
there is still a necessity to formulate a rigorous theoretical framework clarifying the
main aspects that could hinder or contribute to such technology from either the
customers’ perspective or the firms’ perspective.
In fact, social media-related issues have recently been the focus of attention of
researchers worldwide and many studies have been conducted in this regard over
different sectors, countries and from different perspectives as well [see 6, 12, 25, 48].
The marketing area has received the largest part of these studies; researchers have
examined the role of social media as mentioned by [12]. It is also worth noting that
different aspects and factors have been examined over the prior literature regarding
social media marketing as well as different research approaches that have been
applied to test such issues. Accordingly, the current study realised a necessity of
conducting a systematic review of the relevant literature of social media over the
marketing context to synthesise and organise the main areas covered by these studies
and how these studies examined such issues.

2 Literature of social media over the marketing context
In line with the main aim of this study, it has been restricted to studies that have
examined the role of social media over the marketing area. Accordingly, other studies
that have considered the role of social media over different areas (i.e. education,
social, politics, and management) have been excluded. In addition, this study was also
restricted to articles published in impact factor journals written in the English
language.
Indeed, over the period extending from September 2015 to January 2016, this study
has started looking at the main database research engine (i.e. Sciencedirect,
Emeraldinsight, EBSCO, and Google scholar) to collect the related articles.
Researchers have used a number of terms to reach the relevant articles such as
marketing along with social media, marketing and Web 0.2, customers along with
social media, social media marketing, and social media and branding. The researchers

also used specific names of the most well-known social media applications:
Facebook, Twitter, YouTube, Google+ along with marketing, customers, and brands
terms to reach the targeted articles. Such approach to reach the most relevant articles
has been adopted by [74], [25], and [22] in their review studies.
In total, 71 articles were collected. These articles were found to be in different
interests and themes and therefore they were segmented in subgroups as presented in
the six subsections as follows:

2.1 Social media and advertising
Businesses worldwide seem to be more interested in conducting their promotional
and advertising campaigns through social media vehicles [70]. This is due to the
ability of social media sites enhancing the interactive communication between firms
and their customers. In this regard, [42] asserted the importance of considering social
media as an integral hybrid component for a promotional mix. [21] demonstrated that
Facebook advertising could have different aims to influence the customers’
perception, awareness, knowledge, preferences, their willingness to purchase or even
their actual buying behaviour. Accordingly, a good number of marketing researchers
have paid attention to examine the related issues of advertising over the social media
platforms [i.e. 14, 19, 42, 48, 54, 66]. Indeed, the extent to how much advertisement
activities were able to reach their aims in the term of effectiveness and efficiency has
been evaluated based on the customers’ attitudes toward such activities [i.e. 21]. By
the same token, [12] argued that so as to attain a desirable level of customer attitudes,
social media advertising activities should comprise of hedonic parts to provide
customers a more entertaining experience.

2.2 Social media and electronic word of mouth
Social media applications have empowered customers to share their own
experiences with a large number of people than the old traditional ways. This makes
the scope and impact of electronic word of mouth more crucial [. Therefore, there are
many studies that have focused on the electronic word of mouth (e-WOM) [i.e. 16,
18, 32, 44, 55, 68]. This could be attributed to the nature of social media as a more
interactive way to share any kind of content about firms and their brands to a large
number of people who use these platforms [32, 55]. For instance, [18] examined the
impact of a number of factors (i.e. source, network, relationship, and
message/content) on the customers’ reaction and response towards word of mouth
distributed by way of social media platforms. The main findings of such a study
indicated that the traditional word of mouth still has more influence on customer
response than those that come from the social media platforms [18].

2.3 Social media and customer relationship management
As stated by [25], [69] and [10], having a strong customer relationship largely
depends on the ability of firms to emotionally and cognitively involve their customers
with its brand. Recently, most companies are looking to take advantage of social
media applications (i.e. Facebook, Twitter) so as to leverage customer experience as
well as customer relationship management [18]. Indeed, communication, relationship
development and promotion are fostered through the posting and sharing of content
with consumers [e.g. 30, 62] as well as through exchange and interaction facilitated
through social media [23, 43, 56]. [23], [43], [30] and [62] acknowledged that levers
comprised in social media platforms that enable customers and firms to commonly
post, share, and interact play a highly positive role in enhancing the level of
communication, customer relationship management and the efficiency of promotional
activities. Over the prior literature, many marketing scholars have tested how using
social media could impact the customer relationship management (CRM) (i.e. 1, 5, 7,
25, 26, 32, 41, 53, 56, 69, 73].

2.4 Social media and brand
Several researchers [e.g. 27, Kapla35] have supported the effective role of social
media in enhancing the brand’s image due to its ability to tailor the messages sent
according to the personal preferences of the users. Indeed, firms are able to engage
their customers with their brands with a higher degree of customisation and
interactivity as stated by [25]. Theoretically, many recent marketing studies that have
tested brand issues over the social media platforms [i.e. 7, 11, 15; 19, 24, 27, 28, 32,
37, 38, 45, 46, 60]. For instance, in their conference paper, [24] indicated that the
customers’ willingness to follow brands on social media is derived by five factors:
brand affiliation, investigation, opportunity seeking, conversation, and entertainment.
A qualitative study conducted by [59] who interviewed fourteen ladies in Ireland
indicated that social media platforms such as Facebook and Twitter have an important
role in shaping the female’s perception and awareness of their needs toward online
fashion brands.

2.5 Social media and customer behavior and perception
Indeed, as a part of their daily life, customers nowadays depend largely on the
social media over the whole stages of his or her purchasing process: collecting
information, conducting actual purchasing, adoption, and even in forming their
attitudes and future behaviour (loyalty, commitment, retention) [41]. Therefore, social
media plays an important role either in the term of helping customers to attain
information required or by enabling them to create their own content and share it with
others [20]. For instance, more than 20% of customers, according to [54], have a
strong thought that social media is a considerable source of information when they are
in the process of finalising their purchasing decision. This makes social media

platforms one of the most important factors predicting customer behaviour and
decision-making [50].
The important role of social media has been largely discussed by different
researchers over the relevant area of marketing and social media [i.e. 20, 50, 54, 59,
72, 73]. For example, a recent study undertaken in the hotel context in the USA by
[40] reported that customer experience with social media has an influence on
consumer attitudes towards both Twitter and Facebook. Moreover, the dimensions
pertaining to the high degree of interactivity and personalisation have contributed to
both customers’ experience as well as the information resources needed by customers
in their purchasing decisions as stated by [13], [21], [31] and [50]. [72] indicated that
customers’ intention to purchase is significantly predicted by the role of involvement.
[72] noticed that customers’ involvement was largely enhanced by using social media.
Three factors - enjoyment, internalisation and identification - were found by [34] to
be key predictors contributing to travellers’ behaviour to share their experiences on
the social media platforms.

2.6 Adoption of social media
The related issues of adoption and usage of social media have derived an interest
by marketing researchers [i.e. 9, 13, 14, 17, 28, 36, 47, 49, 65, 74]. Indeed, there are
number of factors that have been tested to predict the adoption behaviour of social
media platforms. For example, both perceived benefits and perceived risk have been
proven to have a strong influence on the individuals’ intention to use social media as
reported by [47] and [49]. Customers’ behaviour, intention and interactions with
social media are largely influenced by website integrity, credibility and subjectivity as
founded by [74]. [28] also attempted to explain the key drivers justifying why
customers are willing to adopt social media applications. In this regard, three kinds of
different users’ behaviours related to social media adoption were identified by [28];
they are the general use of social media platforms; joining brands’ page on social
media; and opt on ads on the social media. To do so, [28] formulated their conceptual
model based on the decomposed theory of planned behaviour. Their results strongly
supported the role of attitudes, relative advantage, complexity, compatibility, and selfefficacy in shaping the adoption of social media platforms. Based on both the
Technology Acceptance Model and the Resource Based Theory, [65] were able to
prove the significant influence of perceived ease of use, image, and perceived barriers
on the perceived usefulness pertaining to the social media.

3 Methods adopted in examining the role of social media in the
marketing context
A closer look at the main methods implemented by researchers in examining the
related issues of social media over marketing context leads the researchers to observe
many approaches adopted in this area. A quantitative approach using a questionnaire
survey has been commonly used by different studies [i.e. 14, 15, 23, 24, 29, 32, 43,

72, 72]. It is also worth mentioning that most of these quantitative approaches have
tested their empirical data using the Structural Equation Modelling (SEM) [i.e. 14, 24,
28, 32, 34]. The qualitative approach has been largely used by researchers to explore
the associated area of social media marketing (i.e. [1]). Importantly, content analyses
of material posted over social media platforms were noticed to be extensively used by
most qualitative studies [56]. Another group of qualitative studies [i.e. 7, 59] were
found to be using the interview approach to collect the required data. The mixed
method has been noticed in a number of studies [28, 53, 54]. Case studies have been
considered as a suitable research approach to explore the related issues of social
media by a number of marketing researchers [i.e. 36, 43]. [22], [25], [27], and [74]
have used a systematic review approach of most papers and studies conducted over
the related area of social media and marketing. Other parts of social media studies
were found in the form of a theoretical framework and conceptual model papers (i.e.
8, 51, 52, 58, 61, 68, 73].

4 Discussion
By reviewing the main papers that have examined the role of social media over the
marketing context, it was concluded that social media-related issues represent an
emerging trend capturing more interest by practitioners and researchers. This was
proved by the large number of papers that have been published between 2010 and
2016 in addition to the fact that most of these papers have been published after 2014
[i.e. 25, 39, 57, 64, 74, 75]. Such recent interest conveys a sign about the importance
of examining the related issues of social media over the marketing context.
It is also worth considering that the reviewed studies have addressed different
practices for social media in the marketing context and from different perspectives.
For instance, a number of studies concentrated on the effective use of social media for
promotion and advertising activities [i.e. 14, 19]. However, most of these studies [i.e.
42, 48, 66] recommended examining such issues of advertising by considering other
factors and using different research methods as well. Further, there is still a need to
see how the effectiveness of such advertising activities could be different from one
platform to another (i.e. Facebook vs YouTube). In this regard, [25] did not consider
the different kinds of Facebook advertising and accordingly recommended examining
if different forms of Facebook advertising could reflect a variation in the customers’
attitudes.
Researchers were also able to notice that considerable attention of the reviewed
studies was on how firms can successfully use social media applications either in
terms of e-WOM [i.e. 16, 18] or in terms of enhancing CRM [i.e. 56, 69, 73].This
means that using social media for the related issues of e-WOM and CRM is critical
and requires further understanding and research as recommended by [1], [5], [7], [44].
It is also important to consider how such mechanisms (personalization, interactivity,
and digital community) could be accelerated using social media applications, and
accordingly, contributing to both CRM and e-WOM [see 18, 25, 74].
A number of studies were found to be interested on the impacting role of social
media on customers’ perception and behaviour towards firms, their brands, and

products [i.e. 15, 19, 20, 24, 27, 28]. Indeed, it was observed that such a role has been
addressed differently; while some studies capture the customers’ point of view
regarding how social media has been an important source of information to them [i.e.
20, 54], other studies have looked at how customers’ attitudes and purchasing
behaviour could be predicted by social media [i.e. 40]. In this regard, as discussed by
[1, 3] in their paper examining the adoption of mobile banking, social media tools
could also be used by banks to accelerate the adoption of such emerging technologies.
Therefore, another important research trend could be in testing the effective use of
social media in teaching customers and enhancing their intention and adoption toward
such technologies as assured by [2, 4].
The last important theme pertained to examining the factors predicting adoption of
social media platforms [i.e. 36, 47]. Several factors have been examined to predict the
customers’ adoption towards such technologies such as: perceived benefits and
perceived risk [47, 49]; website integrity, credibility and subjectivity [i.e. 74]. Further,
quite a few of these studies have formulated their model according to well-established
theories such as the Technology Acceptance Model and the Resource Based Theory
[65]; and the theory of planned behaviour [28]. However, there is still a need to
systematically select the related factors that could influence the adoption of social
media by users. Furthermore, the theoretical foundation proposed should clearly
explain the related issues of adoption of social media from the customers’ perspective.
In this regard, the new model by [71] could be used as this model has accurately
proposed to predict the adoption of system applications from the customers’
perspective as proved by [3] in their study to examine the adoption of Internet
banking.

5 Conclusion
This study was conducted with the intention to systematically review the prior
literature of social media over the marketing context. Indeed, such a review was
important to be conducted to see how practitioners and researchers addressed the
implications of social media for marketing issues. This study began by providing an
introduction about social media and its importance from the marketing perspective. It
also provided further discussion regarding the concept of social media and social
media marketing. In section three, literature of social media over the marketing
context, it was mentioned that such literature could be categorised into six main
themes: social media and advertising; social media and e-WOM; social media and
CRM; social media and brand issues; social media and customers’ perception and
behaviour; social media from the firms’ perspective; and adoption of social media. In
this study, it also looked at the main research methods and approaches adopted by
studies reviewed (i.e. quantitative approach; qualitative approach; mix method
questionnaire survey; content analyses; review studies). In the discussion section, it
provided further explorations for the main six themes as well as what main directions
were required for further examination.

5.1 Limitations and future research directions
As any other reviewing studies, the current study is restricted by a number of
limitations. For instance, all social media articles reviewed in the current study were
over marketing context. Therefore, other kinds of social media studies over different
contexts are very important to be considered as well. This study also conducted a
systematic review of these studies. As mentioned in section 4, there are a good
number of papers that have conducted a quantitative approach. Accordingly, future
studies could easily employ a meta-analysis method to discover the most frequently
and influential factors over the related studies of social media marketing. It also
indicated that social media-related issues are emerging trends and there is need for
further examinations and exploration, and accordingly, there is still a need to conduct
more studies over different cultures and context by using different approaches.
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