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ENGAGEMENT: A BIBLIOMETRIC

ANALYSIS AND FUTURE RESEARCH

DIRECTIONS

Abstract

As digital platforms reshape consumer-brand interactions, social media has become a
critical driver of multidimensional consumer engagement. This bibliometric analysis
synthesizes 245 peer-reviewed articles published between 2011 and 2024 to map the
intellectual and thematic evolution of research on social media and consumer engage-
ment. Through co-citation, co-authorship, and keyword co-occurrence analyses us-
ing VOSviewer, the study identifies six major thematic clusters, including consumer
engagement and brand interaction in social media, brand loyalty and consumer be-
havior, social media marketing & tourism, digital marketing and engagement trends,
demographic and content analysis in online advertising, and consumer behavior and
social media marketing. Quantitatively, the results show a continuous annual increase
in publications and highlight major contributions from the United States, the United
Kingdom, and China. Notably, there has been a marked shift from surface-level in-
teraction metrics toward more holistic engagement concepts that emphasize trust,
emotional connection, and community co-creation. These insights offer theoretical
advancements by expanding engagement frameworks and highlighting practical im-
plications for marketers aiming to design authentic, resonant brand experiences. The
study concludes with a set of actionable research directions to guide future exploration
and support practitioners in navigating the rapidly evolving digital landscape.

Keywords social media, consumer engagement, digital marketing,
consumer behavior
JEL Classification M30, M31, M37

INTRODUCTION

In the modern digital landscape, social media platforms such as
Facebook, Instagram, TikTok, and Twitter have fundamentally
transformed brand-consumer interactions and redefined com-
munication dynamics (Wang, 2021; Muhammad et al., 2021).
Consumers are actively involved in the co-creation of value through
content sharing, real-time feedback, and participatory narrative, as
these platforms have transformed into dynamic ecosystems (Nicoli
et al., 2022). This transition has transformed marketing influence
from a brand-centric, one-way perspective to a multidimension-
al, community-driven model that emphasizes the significance of
authentic and emotionally resonant experiences in influencing
consumer loyalty and purchase decisions (Lopes & Casais, 2022;
Brodie et al., 2011). The affective, cognitive, and behavioral dimen-
sions of consumer engagement in digital contexts are inherently
complex (Hollebeek et al., 2014; Calder et al., 2016). It encompasses
a range of activities, including inert content consumption, active
participation in brand communities, and narrative co-creation
(Dessart et al., 2015). These interactive and iterative engagements
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not only foster stronger psychological connections between consumers and brands but also influ-
ence broader community perceptions, thereby blurring traditional boundaries between producers
and consumers (Pongsakornrungsilp & Schroeder, 2011; Jenkins, 2006).

The majority of studies have predominantly concentrated on isolated aspects of social media engage-
ment, often emphasizing transactional metrics such as likes, shares, and comments, despite the increas-
ing academic interest. Recent literature suggests a critical need to move beyond surface-level analytics
toward a more holistic understanding that integrates emotional resonance, co-creation, and trust-based
relationships (Kozinets, 2020; Plangger et al., 2022).

Moreover, with the increasing adoption of algorithmic personalization and AI-driven content curation,
questions surrounding ethical engagement practices, authenticity, and long-term brand equity have be-
come more pressing (Stephen, 2021; Bashar et al., 2024). While previous bibliometric and meta-analytic
studies have offered valuable insights into specific marketing subfields, comprehensive integrative syn-
theses focusing explicitly on social media and consumer engagement remain scarce. Existing reviews of-
ten lack a combined perspective that simultaneously addresses intellectual structures, thematic trends,
and global collaboration patterns within this rapidly evolving domain. Consequently, further scholarly

efforts are needed to unify these diverse perspectives on consumer engagement in digital contexts.

1. LITERATURE REVIEW

The concept of consumer engagement has gar-
nered substantial academic attention as a result of
the proliferation of social media platforms and the
increasing complexity of digital consumer behav-
ior. In an effort to obtain a more thorough compre-
hension of the dynamics of engagement in social
media environments, research has shifted from
conceptual exploration to systematic synthesis in
recent years, particularly through the use of bib-
liometric and meta-analytic methodologies. This
perspective is also consistent with the findings of
Gupta and Kumar (2022), who emphasized the
significant impact of social media advertisements
on consumer purchase behavior, particularly in
emerging markets. In a similar vein, Chintalapati
and Pandey (2022) engaged in a thorough exami-
nation of the applications of artificial intelligence
in marketing, which illustrated the growing inte-
gration of algorithmic targeting, content delivery,
and personalization with consumer engagement
mechanisms.

In their respective meta-reviews, Plangger et al.
(2022) and Kozinets (2022) have emphasized the
importance of methodological diversification in
digital marketing research. Li et al. (2021) made
a further contribution by proposing a comprehen-
sive taxonomy of social media marketing strate-
gies, which underscores the interplay between stra-
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tegic objectives and consumer behaviors. Stephen
(2016) offered fundamental insights into the im-
pact of digital marketing and social media on con-
sumer engagement and behavior. Furthermore,
Lim and Rasul (2022) conducted a reevaluation
of customer engagement frameworks to incorpo-
rate the latest insights from historical empirical
evidence. In contrast, Kozinets (2022) contributed
to the development of the netnographic approach
by offering interpretive tools that could be used
to understand participatory behavior in online
communities. These contributions underscore the
increasing significance of cognitive, behavioral,
and affective engagement dimensions in a diverse
array of digital platforms. Despite the presence
of this thematic richness, there are relatively few
bibliometric studies that provide a comprehen-
sive overview that simultaneously maps research
output, authorial impact, thematic co-occurrence,
and geographical collaboration. It is crucial to ac-
knowledge that there is a scarcity of comprehen-
sive bibliometric evaluations that encompass mar-
keting, consumer engagement, and social media
within a single analytical framework.

More recent bibliometric studies have further re-
fined our comprehension of consumer engagement
and social media. In order to identify six thematic
clusters and emphasize critical drivers of consum-
er influence and content persuasiveness, Sherief et
al. (2025) conducted an exhaustive review of 474

http://dx.doi.org/10.21511/im.21(3).2025.15



articles on social media persuasiveness and influ-
ence from 2010 to 2023. They employed co-citation
techniques in VOSviewer. Furthermore, Bashar et
al. (2024) conducted a retrospective bibliometric
and text mining analysis of the social media mar-
keting literature from 2007 to 2022, which iden-
tified significant trends in influencer dynamics,
data-driven content strategies, and emergent the-
matic structures. Collectively, these recent studies
have served to emphasize the increasing complex-
ity of consumer engagement research and the ne-
cessity of an integrative synthesis that investigates
the structural, methodological, and contextual as-
pects of social media engagement scholarship.

Bu et al. (2022) and Cheung et al. (2022) iden-
tified influencer marketing, user-generated con-
tent, and brand loyalty as recurring areas of fo-
cus in social media engagement literature to
illustrate broader thematic patterns. Liu et al.
(2024) also emphasize the significance of brand
post characteristics and content design in influ-
encing engagement outcomes across platforms.
Furthermore, Hajdas and Kleczek (2021) stressed
the importance of purpose-driven branding and
sustainability as essential strategies for cultivat-
ing more profound consumer engagement. This
is consistent with the observations of Mishra and
Mund (2024), who underscored the importance
of social exchange theory in elucidating the dy-
namics of trust and the creation of reciprocal
value in consumer-brand relationships. These
topics frequently manifest as distinct clusters in
keyword co-occurrence networks, underscoring
the scholarly interest in platform-driven dynam-
ics, trust-building, and co-creation. The visual-
ization of such themes is becoming more preva-
lent through the use of bibliometric tools such as
VOSviewer, which facilitate the identification of
intellectual structures and the mapping of key-
word networks.

Additionally, the most recent literature under-
scores a transition from fundamental keyword
enumeration to more sophisticated methodologies,
including overlay mapping, bibliographic coupling,
and co-citation analysis. These techniques enable
the development of sophisticated interpretations
of the manner in which scholastic knowledge is
disseminated across regions, disciplines, and time
periods (Moral-Munoz et al., 2020; Kiister & Vila,

http://dx.doi.org/10.21511/im.21(3).2025.15
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2023). Additionally, Mohammad Saif and Islam
(2024) have examined how emerging technolo-
gies, including blockchain, are transforming trust
mechanisms and improving transparency in digi-
tal consumer engagement ecosystems. In addition,
they provide valuable insights into thematic gaps,
collaborative networks, and underexplored inter-
sections, particularly in the context of cross-plat-
form digital engagement.

Collectively, these investigations illustrate the
fragmentation and breadth of research in this field.
While there are numerous foundational contribu-
tions, only a small number of works synthesize
the structural, temporal, and geographical dy-
namics of consumer engagement within a unified
bibliometric framework. Additionally, the impact
of evolving technologies and the cross-platform
character of digital interaction have been neglect-
ed in a number of prior evaluations. A more in-
tegrative synthesis is required, one that not only
maps intellectual structures but also reveals emer-
gent patterns and underexplored intersections
that have emerged over time within consumer en-
gagement scholarship.

2. METHODOLOGY

The study employs quantitative bibliometric anal-
ysis to examine innovation and management
journals across multiple decades. It can outline
the field’s structure and descriptive analyses to
investigate the characteristics of studies, the pro-
gression of articles, and the distribution of publi-
cations by country and journal to enhance com-
prehension of the research landscape.

2.1. Data processing

To ensure data integrity, this study focuses on the
importance of sound data quality during measure-
ment and data collection, the employed research
technique, and the selection of relevant publica-
tions. It emphasizes the necessity of utilizing rep-
utable sources to enhance the bibliometric study’s
validity, as Kumar et al. (2024) proposed. Scopus
is a leading database for bibliometric analysis in
business and marketing due to its extensive reach,
citation metrics, volume of published materials,
and analytical capabilities (Medias et al., 2024).
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Table 1. Search strategy and protocol used in the bibliometric analysis

Step Protocol Parameters/Details
Step 1 “Social Media,”

‘ Deﬁnit‘ign of the topic Seaifz‘hf’i(‘)tocol ”Consq‘rp‘er Engagemgpt,” "I\/Iarket'i'r‘j‘g"
Step 2

Database selection

Scopus

Parameter 1

Keywords = social media + consumer n =247
Step 3 )
o engagement + marketing
RESEAICH Criteria s
Parameter 2 n =245
Limit to thgﬁliﬂr}g!‘ish language ¢ 7
Step 4 Scopus ) e . .
Data encod'i‘ljg and processing Performgngg Analysis VOSV'?Y\ier SCIeI’]t‘IﬁCﬂTappll’]g analysis
Step 5

Data analysis

Processing and Analysis of the Result

The search strategy and selection procedure for
the bibliometric analysis are delineated in Table 1.
In order to guarantee a comprehensive and con-
centrated dataset, the investigation implemented
a combination of general and specific keywords,
such as “marketing,” “consumer engagement,”
and “social media,” that were linked together us-
ing logical operators (AND, OR). The Scopus data-
base was searched, and the results were filtered to
include peer-reviewed journal articles published
in English between 2011 and August 2024. A total
of 245 relevant articles were identified. The selec-
tion of 2011 as the starting point is indicative of a
significant change in the academic discourse, as
evidenced by foundational publications such as
Hanna et al’s (2011) research on the social media
ecosystem, which redefined consumer-brand in-
teractions in digital contexts. In accordance with
the recommendations of Kiister and Vila (2023),
dataset integrity tests were implemented prior
to analysis to guarantee consistency and preci-
sion. VOSviewer was employed to efficiently iden-
tify intellectual structures and thematic patterns
through bibliometric mapping and visualiza-
tion. A robust foundation for the interpretation of
evolving trends and conceptual developments in
social media engagement research is provided by
this rigorous approach.

2.2. Data analysis

The final dataset was exported from Scopus in
CSV format and analyzed using VOSviewer (ver-
sion 1.6.19), a commonly recognized tool for net-
work visualization and bibliometric mapping. The
analysis concentrated on the identification of the-
matic patterns, intellectual structures, and col-
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laborative networks in the context of social media
and consumer engagement. VOSviewer enabled
the extraction and visualization of co-occurrence
relationships among keywords, titles, and ab-
stracts through its advanced distance-based algo-
rithm (Moral-Munoz et al., 2020), providing clear
insights into conceptual linkages and research
trends. Descriptive and performance indicators,
such as publication trends, citation counts, and
collaboration metrics, were systematically ex-
amined. Furthermore, quantitative metrics, in-
cluding total publications (TP), total citations
(TC), and the citation-to-publication ratio (TC/
TP), were utilized to evaluate author productiv-
ity and impact comprehensively. This integrative
approach offers a robust foundation for uncover-
ing both established and emerging themes in the
evolving landscape of social media engagement
research.

3. RESULTS

3.1. Publication trends and global
insights

This study explores the evolution of publication
trends, citation networks, and collaborative ac-
tivities surrounding social media and consumer
engagement within the marketing field. From
an initial pool of 113,960 papers, 245 peer-re-
viewed articles published between 2011 and
2024 were systematically selected for in-depth
bibliometric analysis. By mapping the most im-
pactful articles, key thematic clusters, and intel-
lectual structures, this paper uncovers critical
patterns and suggests future research pathways.

http://dx.doi.org/10.21511/im.21(3).2025.15
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Figure 1. Growth trajectory of publications on social media and consumer engagement (2011-2024)

Specifically, the analysis addresses the question
of how contemporary marketing scholarship
conceptualizes social media and consumer en-
gagement, offering strategic insights and inte-
grative perspectives to guide both academic in-
quiry and managerial practice.

As illustrated in Figure 1, research output on
social media and consumer engagement has
grown steadily over the past decade, with a
marked surge beginning around 2018. This ac-
celeration highlights a strategic shift among
scholars toward examining participatory and
co-creative dynamics rather than focusing

Table 2. Top 10 most cited papers

solely on transactional metrics. While the early
years saw a relatively modest level of academic
interest, the post-2018 period reflects the field’s
maturation and its increasing relevance to both
marketing theory and practice. The recent stabi-
lization in publication volume suggests a transi-
tion from exploratory investigations to more fo-
cused, integrative analyses addressing emotion-
al, behavioral, and community-driven aspects
of engagement. Overall, this upward trajectory
underscores the critical role social media plays
in shaping contemporary consumer-brand rela-
tionships and sets the stage for deeper theoreti-
cal and practical explorations.

Authors Title Year Cited Source Title/IF Q
Hanna et al. We are all connect_ed:The power of the social 2011 1032 Business Horizons (3.0) 1
(2011) media ecosystem
Ashley and Tuten Creative Strategies in Social Media Marketing: An
2/2015) Exploratory Study of Branded Social Content and 2015 819 Psychology and Marketing (7.61) 1
Consumer Engagement
Consumer engagement in online brand 2015 766 Journal of Product and Brand 5
communities: A social media perspective Management (6.99)
Adver‘usm_g contgnt an_d consumer engagement on 5018 5o Management Science (4.5) 1
social media: Evidence from Facebook
The uninvited brand 2011 505 Business Horizons (3.0) 1
Buhalis and Sinarta Real-time co-creation and nowness service: 2019 208 Journal of Travel and Tourism 5
(2019) lessons from tourism and hospitality Marketing (3.39)
Sabate et al. Factors influencing the popularity of branded 2014 186 European Management Journal 1
(2014). content on Facebook fan pages (3.87)
Dijkmans et al. A stage to engage: Social mgdla use and corporate 2015 348 Tourism Management (9.68) 1
reputation
Harrigan et al. Customgrengagement and the relationship Journal of Business Research
between involvement, engagement, self-brand 2018 336 1
(2018) ) X (5.34)
connection, and brand usage intent
Scholz and Smith Augmented reality: Designing immersive 2016 314 Business Horizons (3.0) 1

(2016)

i experiences that maximize consumer engagement

Note: IF = impact factor 2023, Q = Scopus quartiles in 2022 (percentile). The quartiles are quartile 1 (Q1): serial titles in the
99th-75th percentiles; quartile 2 (Q2): serial titles in the 74th-50th percentiles; quartile 3 (Q3): serial trials in the 49th-25th
percentiles; and quartile 4 (Q4): serial titles in the 24th-0th percentiles.

http://dx.doi.org/10.21511/im.21(3).2025.15
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The top 10 most cited articles were analyzed to
determine the intellectual foundations and most
influential contributions that have influenced this
research domain. Table 2 offers a comprehensive
summary of these seminal works, emphasizing
the key papers that have made a substantial con-
tribution to the comprehension of consumer en-
gagement and social media.

As summarized in Table 2, an analysis of the most
highly cited articles underscores the intellectual
foundations and thematic diversity shaping so-
cial media and consumer engagement research.
Influential works such as Hanna et al. (2011) and
Ashley and Tuten (2015) demonstrate the strategic
importance of creative content and interconnect-
ed social ecosystems. Meanwhile, contributions by
Dessart et al. (2015) and Brodie et al. (2011) under-
score the critical role of online brand communi-
ties and data-driven strategies in fostering more
participatory, co-creative, and emotionally reso-
nant consumer engagement paradigms.

The geographical distribution of research out-
puts offers critical insights into global scholarly
engagement with social media and consumer en-
gagement topics. Table 3 summarizes the number
of publications by researchers’ institutional affilia-
tions, highlighting the countries driving this aca-
demic discourse.

Geographically, the analysis shows a strong domi-
nance by scholars affiliated with institutions in the
United States, followed by significant contributions
from India, China, and other emerging research
hubs such as the United Kingdom and Australia.
This distribution reflects a broadening global in-
terest in understanding how social media reshapes
consumer-brand relationships and signals oppor-

tunities for more cross-cultural comparative stud-
ies in the future.

To understand the publication landscape and the
influence of different journals in shaping this re-
search domain, the top 20 journals were analyzed
based on total citations and citation-per-publica-
tion ratios. Table 4 provides an overview of these
key publication sources, illustrating the breadth
and depth of scholarly contributions in this field.

Table 4. Top 20 journals in citation
and distribution

Source Title . TC | TP  TC/TP
: {5 140540
12 87.75
11 © 9445
127.50
474.50 )
218.00
187.00
100.67
42.17 .
117.00
32.00

Business Horizons

NN IO W IN NN P00

£109.50

N

5175
59.33
4733
26.80
59.50
52.00
29.00
2567

..1o4
187,
European Journal of Marketing i 77

WIWININIUT W IW D

Note: TC = Total Citation, TP = Total Publications, TC/TP = cita-
tion per documents.

The analysis of top journals, summarized in Table
4, reveals the significant roles these outlets play
in consolidating and advancing research on so-
cial media and consumer engagement. Journals

Table 3. Number of publications by researchers’ institutional affiliation by country

Country Documents % Country Documents %
30 toss Southkorea . 10 . 361
B 2300 Portuga
20 Norway
B span s
7S Bracl T 253
7 Japan 1.81
BT - Canada 253
S S Taiwan B 181 .
SORTRUY A R GrEEL s D 181
The United Arab Emirates ; 7 Israel 1.81
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Innovative Marketing, Volume 21, Issue 3, 2025

Author  : Citations : Affiliation h-index
Hollebeek LD. 107 Sunway University, Vilnius Llj:ii://z:iig,;aJllica:,nL;rsliarglJniversity, Lund University, 61
BrOdie RJ 206 444444444444444444444444 67
Juric T EC
llic A. 130
Malthouse E.C. 107
vernoetpc | og B
Kumar V. 95 LA06
GenslerS. 88 25
Rahmanz, 179 T LB
Mittal V. 77 58
lemon kN, 1y LB
Hair J.F. 77 A
Glynn M.S. 76 16
VeloutsouC. © 74 L B
Van DoomJ. i 74 University of Groningen : 28

such as Business Horizons and Psychology and
Marketing exhibit exceptionally high citation-per-
publication ratios, emphasizing their influence in
shaping theoretical and managerial perspectives
in digital marketing (Stephen, 2021). High-impact
journals like the Journal of Business Research and
Journal of Product and Brand Management un-
derscore the centrality of interactive marketing
and consumer behavior themes (Kozinets, 2020).
Meanwhile, tourism-focused outlets, including
Tourism Management and Journal of Travel and
Tourism Marketing, highlight the growing inte-
gration of engagement concepts in service and ex-
periential sectors. Collectively, these citation pat-
terns reflect a strong scholarly momentum toward
participatory, trust-based, and emotionally driven
engagement paradigms (Fournier & Avery, 2011).

The analysis of top-cited authors (Table 5) reveals a
strong focus on digital consumer engagement, re-
lationship marketing, and customer experience as
foundational pillars of this research field. Thought
leaders such as Hollebeek, Brodie, and Kumar have
significantly advanced theoretical frameworks re-
lated to engagement and loyalty, while scholars
like Verhoef and Malthouse have contributed to
our understanding of customer trust and multime-
dia analytics. Others have deepened insights into
brand management, online consumer behavior, and
predictive analytics, collectively shaping a compre-
hensive and dynamic intellectual structure. This
concentration of expertise highlights the critical in-
terplay between digital transformation, emotional
connection, and strategic value creation in contem-
porary marketing research.

hongikong

soutigkorea
taiman
unit‘ares
. ismel B
caggda malaysia
saudigrabia

bl australia pakistan
porigal spdin

, united arab emirates

uniteciiingdom ifdia

|ap@n

noday

Figure 2a. Co-occurrence by countries
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Figure 2b. Overlay visualization in co-occurrence by countries

In addition to author-level intellectual contributions,
examining country-level research linkages provides
further insight into global knowledge dissemina-
tion and collaborative dynamics. The study found
that bibliography coupling in 62 countries (with
a 20-document threshold) helps identify inter-
national research collaborations, track global re-
search trends, and understand knowledge transfer
linkages, as shown through this visualization.

Figure 2a depicts global research collaboration pat-
terns derived from co-occurrence analysis across
62 countries, revealing five distinct clusters. The
green cluster, anchored by the United States (which
demonstrates the highest total link strength (TLS:
1,526.25) and the largest number of publications (n
= 64)), also integrates Taiwan, South Korea, Israel,
and Hong Kong, reflecting a robust East-West col-
laborative dynamic. The blue cluster centers on
India (TLS: 1,279.69; n = 35), alongside the United
Kingdom, Japan, and Norway, highlighting a strong
transnational academic network with diverse re-
gional contributions. The red cluster, connecting
Brazil, Portugal, Spain, and Canada, indicates ac-
tive regional collaborations primarily within Europe
and Latin America. The purple cluster, comprising
China (TLS: 1,450.25; n = 30), Malaysia, Australia,
the UAF, Pakistan, and Saudi Arabia, underscores
China’s expanding influence and leadership in cross-
border marketing research initiatives. Finally, the ol-
ive cluster illustrates additional regional connections
formed through shared thematic and disciplinary
interests, further emphasizing the global complexity
of marketing research collaborations.

204

Figure 2b presents the same co-occurrence net-
work with an overlay based on average publication
year, ranging from 2020 to 2022. Recent contribu-
tions, represented in yellow and green hues, high-
light a growing participation from countries like
India, Malaysia, and the United Arab Emirates,
particularly in emerging topics such as influenc-
er marketing, digital consumer behavior, and e-
commerce. This trend points to a diversification of
scholarly voices and the globalization of consumer
engagement research in the digital era.

3.2. Intellectual and thematic
landscape

The intellectual and thematic landscape of social
media and consumer engagement research has
undergone a rapid transformation in the past de-
cade, indicating a transition from transactional
and metric-driven approaches to more participa-
tory, experiential, and trust-based frameworks.
This study identifies dominant research clusters,
emergent thematic intersections, and conceptual
shifts that have influenced scholarly discourse in
this field through keyword co-occurrence analysis
and co-citation mapping.

To better understand conceptual trends, this pa-
per examines keyword clusters and thematic em-
phases identified through co-word analysis across
different time periods. As illustrated in Figure 3,
the keyword co-occurrence networks visually rep-
resent these thematic shifts, highlighting the tran-
sition from broad, interdisciplinary applications

http://dx.doi.org/10.21511/im.21(3).2025.15



to more specific, emotionally driven engagement
paradigms. Author-assigned keywords reflect the
core concepts that researchers intentionally pri-
oritize, revealing dominant thematic directions
in the field. From 2011 to 2024, recurring terms
such as “social,” “consumer,” “media,” “engage-
ment,” and “marketing” underscore a sustained
focus on interactive branding and digital commu-
nication. Notably, the emergence of keywords like
“influencer,” “user-generated content,” “virtual,”
and “emotions” in recent years indicates a strate-
gic shift toward participatory and experiential en-
gagement paradigms.

» <«

In contrast, index keywords (assigned by databas-
es to enhance content discoverability) illustrate a
broader thematic scope. During 2011-2021, these
terms often spanned interdisciplinary areas in-
cluding health, commerce, and networking, re-
flecting the cross-sector applicability of engage-
ment concepts. The 2022-2024 period shows a
pivot toward behavioral and societal themes, in-
corporating terms like “behavior,” “community,”
and “industry,” which highlight the integration
of consumer engagement studies into economics,
psychology, and sociology.
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This comparative analysis reveals that while au-
thor keywords maintain conceptual specificity,
index keywords provide a wider interdisciplinary
perspective. Together, these insights illuminate
the evolving intellectual landscape of consumer
engagement research, emphasizing the shift from
purely transactional views to more co-creative,
emotionally resonant, and community-oriented
frameworks.

The co-word analysis (Figure 4) reveals six promi-
nent thematic clusters derived from 1,031 terms
(minimum occurrence threshold: 43), delineat-
ing the intellectual and thematic breadth of so-
cial media and consumer engagement research.
The first cluster (red) centers on demographic
and content analysis in online advertising, em-
phasizing methodological approaches and demo-
graphic segmentation within digital campaigns.
In parallel, the second cluster (green) highlights
consumer behavior and social media marketing,
focusing on consumer responses to digital strat-
egies, influencer marketing, and purchase inten-
tions. Moving further, the third cluster (dark blue)
explores consumer engagement and brand inter-
action, underscoring participatory branding, us-
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er-generated content, and content marketing dy-
namics. Complementing these, the fourth cluster
(olive green) reflects digital marketing trends and
engagement strategies, incorporating themes such
as eWOM, e-commerce, and brand engagement
to illustrate technology-driven relationship build-
ing. The fifth cluster (purple) examines social me-
dia marketing within tourism contexts, address-
ing how platforms like Instagram and Twitter
shape experiential consumption and promotional
strategies. Finally, the sixth cluster (teal) focuses
on brand loyalty and consumption behavior, em-
phasizing psychological and behavioral outcomes
associated with sustained engagement efforts.
Collectively, these clusters reflect a strategic shift
from transactional metrics to immersive, emo-
tionally resonant, and community-oriented ap-
proaches, underscoring the evolving complexity
of consumer engagement research.

The thematic evolution of consumer engagement
in the context of social media, as summarized in
Table 6, demonstrates a progressive transition from
foundational engagement metrics toward a mul-
tidimensional, value-driven model. During the
early period (2010-2017), the literature predomi-
nantly emphasized basic forms of engagement
(likes, shares, and comments) while concurrently
exploring peer-to-peer influence, user-generated
content (UGC), and the emergence of analytics
as tools for quantifying interaction. These initial
themes reflect the exploratory nature of early re-

search in digital engagement, where studies were
largely conceptual or descriptive in nature.

Between 2018 and 2021, the focus of scholarly in-
quiry expanded significantly. The integration of
AT technologies facilitated a rise in personalized
content delivery, while cross-platform engagement
strategies gained momentum due to the prolifera-
tion of multiple social media channels. In parallel,
concerns over algorithmic influence and transpar-
ency emerged, prompting scholars to investigate
how platform architectures affect user trust and
brand visibility. This period also witnessed a no-
table expansion in influencer marketing studies,
shifting attention from organic to paid social in-
fluence models.

Consumer expectations for comprehensive, sus-
tainable, and ethical digital experiences have been
increasingly reflected in the literature since 2021.
Sustainable engagement, purpose-driven brand-
ing, and emotional retention have become the
primary research directions. This change is con-
sistent with the broader societal concerns regard-
ing environmental and ethical responsibility, and
it underscores the increasing demand for genuine
brand-consumer relationships. The incorporation
of metrics such as loyalty, retention, and emotion-
al resonance indicates a methodological matura-
tion in engagement research, as it transitions from
superficial indicators to more comprehensive
frameworks.
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Table 6. Evolution of key themes across three periods

Period ' Cluster/Theme : Description , Year
: : Focusgd on basic engagement metr|c§ (likes, §hare§, comments), C Livetal (2024), Shang et al.
i User Engagement : reflecting early-stage studies on user interaction with social
H H ) (2022), Huang (2023)
H _imediacontent. R
‘ i Sinhaand Srivastava (2023),
: Social Influence ¢ Initial studies on peer networks and influencers’ impact, focusing ;  Bastrygina et al. (2024), Al-
on organic influence rather than paid sponsorships. Hasan (2024), Drossos et al.
N . (2024)
i User-Generated : Explored user motivations for creating content and its impact on { Sharma (2024), Davcik (2022),
:..Content (UGC) _: brand image. ; Ibrahim (2022), Feddema (2021)
; Ju et al. (2024), Harrison and
2010-2017 Kwon (2023), Gkikas et al.
Engagement ) ) ) .
Metrics and Engagement metrics and analytics gained attention as (2022), Soares et al. (2022),
Analvtics i researchers sought to quantify engagement. i Semenda et al. (2024), Fan et al.
y (2023), Luangrath et al. (2023),
SRR S Holiday et al. (2023)
Augmented and AR and VR’s accessibility led to studies on their impact on user
Virtual Reality experience and emoﬁozal enpasement P Scholz and Smith (2016)
R R e
Ethics and Privacy _concern_s, particularly r_egardmg Al a.nd data usage, Woodcock et al. (2011), Rader et
- i emphasized ethical data handling practices in engagement H
i Privacy Concerns : H al. (2014)
e TESERICR. R SO
. The integration of Al influenced engagement through tailored { Lawry and Bhappu (2021),
Al-Driven : ) - H .
R i content recommendations and personalization of the user : Subramaniyan and Muthuraman
Personalization : ) H
... EXpETIENCE, —— (2023)
i Cross-Platform esearch on engagement across multiple social media platforms Garton et al. (2022), Bowden
018-2021 i Engagement :gained momentum, with brands seeking cohesive strategies. ¢ and Mirzae'im(%(')g})
I:Aiz:zzrzlr?d Algorithmic visibility and its role in shaping user behavior and Moran et al. (2020), Yang et al.
H i trust became a significant study area. (2021), Wei et al. (2023)
[...Jransparency

i Social Influence
xpansi

i Social Influence research expanded to include influencer

Machado et al. (2020). Akhtar
(2024), Munaro e (2024)

ustainable and
i Purpose-Driven
Engagement

arketing and paid collaborations as engagement drivers.

i Brands’ social and environmental stances emerged as influential
: factors, reflecting user interest in sustainability and ethics.

¢ Liuetal. (2024), Hafyana and
i Alzubi (2024), Testa et al. (2020)

2021-Present :
i User Engagement

Evolution i ; )
 immersive experiences.

User engagement evolved to include loyalty metrics, retention,
i and deeper emotional connections driven by personalized,

Shahzad et al. (2019), Bitakou et
: al. (2024)

3.3. Conceptual advances and future
research directions

The author co-citation analysis, illustrated in
Figure 5, reveals four primary intellectual clusters
that shape the foundation of social media and con-
sumer engagement research. The green cluster (42
items), led by scholars such as Brodie, Hollebeek,
and Kumar, emphasizes relationship marketing
and consumer engagement frameworks, highlight-
ing the shift toward participatory and co-creative
approaches. The blue cluster (33 items), including
Rahman and Veloutsou, focuses on consumer be-
havior and social media marketing strategies, un-
derscoring the importance of understanding psy-
chological drivers and online interaction patterns.
The red cluster (51 items), anchored by authors like
Gensler, Berger, and Swani, reflects research on
digital marketing, brand management, and con-

http://dx.doi.org/10.21511/im.21(3).2025.15

tent strategies, indicating the integration of tech-
nological tools into brand-consumer relationships.
Finally, the olive-green cluster (20 items), featur-
ing Hair and Sarstedt, centers on methodological
advancements, particularly structural equation
modeling (SEM), reinforcing the methodological
rigor in this field.

Together, these clusters highlight the diverse theo-
retical orientations and methodological preferenc-
es shaping the discourse on consumer engagement.
They reveal an ongoing evolution from transac-
tional and metric-focused views toward more ho-
listic, trust-based, and emotionally resonant con-
ceptualizations, providing a robust intellectual
base for future research and practical applications.

This co-citation network highlights how founda-
tional theories in consumer engagement have de-
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Figure 5. Author co-citations, 146 thresholds (18,949 authors)

veloped through the intellectual contributions
of key scholars. Central figures such as Brodie,
Hollebeek, and Kozinets represent a strong
stream of conceptual development around ser-
vice-dominant logic and cultural engagement
theory. In contrast, authors such as Hair, Sarstedt,
and Fornell indicate the dominance of quantita-
tive, model-driven approaches such as SEM. The
clustering pattern reflects two dominant orien-
tations in the field (interpretive theory versus
structural modeling), both of which shape how
engagement is studied in social media environ-
ments today.

Table 7 combines the main sub-themes that were
identified through co-word and co-citation analy-
ses and suggests actionable future research direc-
tions. Through the translation of intricate theo-
retical insights into practical enquiries, Table 7
functions as a conduit between managerial ap-
plication and academic exploration. For instance,
research on emotional engagement could be used
to develop strategies for creating emotionally reso-
nant campaigns that enhance brand loyalty. In the
same vein, brands can optimize content virality
by conducting investigations into content shar-
ing and amplification mechanisms, while simul-
taneously balancing algorithmic imperatives and
authenticity.
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4. DISCUSSION

This study offers an integrative synthesis of the
4intellectual and thematic evolution of social me-
dia consumer engagement, revealing a marked
shift from surface-level, metric-focused approach-
es to more holistic constructs that emphasize emo-
tional resonance, co-creation, and trust-based
relationships (Brodie et al., 2013; Hollebeek et
al., 2014; Dessart et al., 2015). This transition un-
derscores the transformation of digital platforms
from transactional communication tools to par-
ticipatory ecosystems where consumers actively
shape brand narratives and community identities
(Pongsakornrungsilp & Schroeder, 2011; Kozinets,
2022).

The findings extend existing theoretical frame-
works, notably service-dominant logic and cul-
tural branding theories, by conceptualizing en-
gagement as an ongoing relational and emotional
process rather than a mere behavioral outcome
(Calder et al., 2016; Plangger et al.,, 2022). The
strong emergence of thematic clusters on user-
generated content and algorithmic personaliza-
tion further highlights the increasing complexity
of consumer interactions, echoing calls for great-
er attention to co-creation and experiential value
(Bashar et al., 2024; Muhammad et al., 2021).
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Category

Subtheme

Future Research Directions

Example Research Questions

User Engagement

Online participation,
loyalty, satisfaction

Examine how deeper user
engagement drives brand loyalty and
long-term value creation.

How can brands design engagement
tactics that strengthen customer loyalty
across digital touchpoints?

i What types of content or activities most
i effectively convert passive followers into
: active brand advocates?

Social Influence and
Virality

Peer influence, trend
spreading, influencer
impact

Investigate strategies to leverage peer
networks and influencers for greater

content virality.

i How can micro-influencer collaborations
be optimized to drive viral brand
campaigns?

i What role does social proof play in
i accelerating trend adoption among niche
: audiences?

Networks and
Communities

Community building,
trust, group cohesion

Explore how digital communities
foster brand trust and co-create
brand narratives.

How can brands cultivate online
communities to reinforce trust and
enhance customer lifetime value?

What mechanisms within communities
drive member advocacy and word-of-
mouth marketing?

Emotional Engagement

Emotional connection,
brand relationships

Analyze how emotional triggers
in digital campaigns enhance user
retention and brand attachment.

How can brands incorporate emotional
storytelling to deepen consumer-brand
relationships?

Which emotions most effectively
influence purchase intentions across
cultural contexts?

Behavioral Engagement

Clicks, shares,
comments, user
activities

readiness to purchase or engage
deeper with the brand.

i Identify behavioral patterns that signal

Which engagement metrics best
predict conversion or repeat purchase
behaviors?

How can behavioral data inform
personalized marketing strategies to
increase ROI?

(UGC)

Content creation by
consumers, authenticity

Determine best practices for
motivating and managing UGC to
strengthen authenticity and trust.

How can brands design incentive
programs to stimulate high-quality UGC?

What strategies ensure that UGC aligns
with brand positioning and messaging?

Engagement Metrics and
Analytics

i Measurement tools, data :

analysis

beyond vanity indicators to capture
real brand impact.

Develop advanced metrics that move

How can Al-driven analytics improve the
accuracy of engagement measurement?

Which new metrics can better capture
emotional and relational engagement
outcomes?

Content Sharing,
Distribution, Algorithms

Content virality, cross-
platform strategies

Evaluate how content design and
distribution strategies can maximize
reach and resonance.

What content characteristics increase
shareability and cross-platform
amplification?

How can algorithmic insights be
leveraged to improve content reach
without sacrificing authenticity?

Content Sharing and
Amplification

Content virality, cross-
platform strategies

Evaluate how content design and
distribution strategies can maximize
reach and resonance.

What content characteristics increase
shareability and cross-platform
amplification?

How can algorithmic insights be
leveraged to improve content reach
without sacrificing authenticity?

Platform Architecture
and Technical
Infrastructure

Design, usability,
technical support

Investigate how platform design
influences user engagement and
satisfaction.

How can user interface design
enhancements boost engagement and
reduce churn?

What technical features foster smoother
brand interactions and seamless
community participation?
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From a managerial perspective, these results emphasize the strategic necessity of fostering authentic,
emotionally rich connections rather than relying solely on quantitative reach or superficial engagement
metrics (Stephen, 2016; Wang, 2021). Storytelling strategies that resonate with consumer identities and
encourage participatory experiences are critical for cultivating brand loyalty and advocacy (Lopes &
Casais, 2022; Nicoli et al., 2022). Furthermore, as algorithms play a growing role in shaping content
visibility and engagement pathways, transparency and ethical content curation become vital for main-
taining consumer trust and enhancing long-term brand credibility (Bashar et al., 2024; Kozinets, 2022).

This study also highlights the global diffusion of engagement research, with notable contributions from
scholars affiliated with institutions in the United States, India, China, and the United Kingdom. This
trend points to the need for more cross-cultural and comparative studies to account for diverse con-
sumer behaviors and sociocultural dynamics across digital markets (Plangger et al., 2022; Hollebeek et
al., 2019).

While valuable insights were gained, it is important to acknowledge certain limitations, such as the
exclusive use of Scopus data and English-language publications. This may mean that some relevant re-
gional and non-English scholarship was not included. Future research should incorporate longitudinal,
cross-platform, and cross-cultural analyses to capture the dynamic and evolving nature of consumer
engagement in more diverse contexts (Brodie et al., 2011; Hollebeek et al., 2014).

CONCLUSION

This study provides an integrative bibliometric analysis that maps the intellectual, thematic, and geo-
graphical evolution of social media and consumer engagement research between 2011 and 2024. By
shifting the focus from transactional, metric-based approaches to participatory, emotionally resonant,
and trust-driven frameworks, the study highlights a significant conceptual transformation within the
field. This evolution underscores consumer engagement as a dynamic, relational process deeply embed-
ded in cultural and social contexts rather than merely a behavioral metric.

The findings offer valuable theoretical contributions by extending service-dominant logic and cultural
branding theories, emphasizing the importance of co-creation and shared meaning in shaping brand-
consumer relationships. In practical terms, the findings encourage marketers to prioritize authentic
storytelling, encourage community co-creation, and guarantee algorithmic transparency in order to
establish an enduring emotional connection and trust with consumers.

This study provides a comprehensive conceptual synthesis; however, further investigation in broader lin-
guistic and cross-platform contexts is necessary. Ultimately, this study offers a consolidated synthesis of con-
sumer engagement’s evolution, providing strategic and theoretical guidance for future research and practice.

AUTHOR CONTRIBUTIONS

Conceptualization: Niramon Rawangngam, Pimlapas Pongsakornrungsilp, Chukiat Siriwong,
Kanokkan Ketkaew, Sasawalai Tonsakunthaweeteam, Vikas Kumar.

Data curation: Niramon Rawangngam, Pimlapas Pongsakornrungsilp, Chukiat Siriwong, Vikas Kumar.
Formal analysis: Niramon Rawangngam, Pimlapas Pongsakornrungsilp, Chukiat Siriwong, Kanokkan
Ketkaew, Sasawalai Tonsakunthaweeteam.

Funding acquisition: Pimlapas Pongsakornrungsilp.

Investigation: Pimlapas Pongsakornrungsilp, Vikas Kumar.

Methodology: Niramon Rawangngam, Pimlapas Pongsakornrungsilp, Chukiat Siriwong, Kanokkan
Ketkaew, Sasawalai Tonsakunthaweeteam, Vikas Kumar.

2 /l O http://dx.doi.org/10.21511/im.21(3).2025.15



Project administration: Niramon Rawangngam.
Resources: Niramon Rawangngam, Chukiat Siriwong.
Software: Niramon Rawangngam, Chukiat Siriwong.
Supervision: Pimlapas Pongsakornrungsilp, Vikas Kumar.
Validation: Pimlapas Pongsakornrungsilp, Vikas Kumar.
Visualization: Niramon Rawangngam, Chukiat Siriwong.
Writing - original draft: Niramon Rawangngam, Pimlapas Pongsakornrungsilp, Chukiat Siriwong,
Kanokkan Ketkaew, Sasawalai Tonsakunthaweeteam, Vikas Kumar.
Writing - review & editing: Pimlapas Pongsakornrungsilp.

REFERENCES

Innovative Marketing, Volume 21, Issue 3, 2025

1. Abrar Al-Hasan (2024). Influ-
encer storefronts: impact of social
media advertising disclosures on
purchases Journal of Systems and
Information Technology, 26(3),
418-446. https://doi.org/10.1108/ /-
JSIT-09-2023-0205

2. Akhtar, N., Hameed, Z., Islam, T.,
Pant, M. K., Sharma, A., Rather, R.
A., & Kuzior, A. (2024). Avatars of
influence: Understanding how vir-
tual influencers trigger consumer
engagement on online booking 8.
platforms. Journal of Retailing and
Consumer Services, 78, 103742.
https://doi.org/10.1016/j.jretcon-
ser.2024.103742

3. Appel, G, Grewal, L., Hadi, R., &
Stephen, A. T. (2019). The future
of social media in marketing. Jour-
nal of the Academy of Marketing
Science, 48(1), 79-95. https://doi. 9.
0rg/10.1007/s11747-019-00695-1

4. Ashley, C,, & Tuten, T. (2015).
Creative strategies in social media
marketing: An exploratory study
of branded social content and
consumer engagement. Psychology
& Marketing, 32(1), 15-27. https://
doi.org/10.1002/mar.20761

5. Bashar, A., Wasiq, M., Nya-
gadza, B., & Maziriri, E. T. (2024).
Emerging trends in social media
marketing: A retrospective review
using data mining and bibliomet-
ric analysis. Future Business Jour-
nal, 10(1), Article 23. https://doi.
org/10.1186/s43093-024-00308-6

6. Bastrygina, T, Lim, W. M., Jopp,
R., & Weissmann, M. A. (2024).
Unraveling the power of social
media influencers: Qualitative
insights into the role of Instagram
influencers in the hospitality

http://dx.doi.org/10.21511/im.21(3).2025.15

10.

11.

and tourism industry. Journal of
Hospitality and Tourism Manage-
ment, 58, 214-243. https://doi.
0rg/10.1016/j.jhtm.2024.01.007

Bitakou, E., Karetsos, S., Ntalianis,
F, Ntaliani, M., & Costopoulou,
C. (2024). Evaluating social media
marketing in the Greek winery
industry. Sustainability, 16(1),
192. https://doi.org/10.3390/
sul6010192

Bowden, J., & Mirzaei, A. (2021).
Consumer engagement within
retail communication channels:
An examination of online brand
communities and digital content
marketing initiatives. European
Journal of Marketing, 55(5), 1411-
1439. https://doi.org/10.1108/
EJM-01-2018-0007

Brodie, R. J., Hollebeek, L.

D, Jurié, B., & Ili¢, A. (2011).
Customer engagement: Con-
ceptual domain, fundamental
propositions, and implications
for research. Journal of Service Re-
search, 14(3), 252-271. https://doi.
org/10.1177/1094670511411703

Brodie, R. J,, Ili¢, A., Jurié, B, &
Hollebeek, L. (2013). Consumer
engagement in a virtual brand
community: an exploratory
analysis. Journal of Business Re-

search, 66(1), 105e114. https:// doi.

org/10.1016/j.jbusres.2011.07.029

Bu, Y., Parkinson, J., & Thaichon,
P. (2022). Influencer marketing:
Homophily, customer value co-
creation behaviour and purchase
intention. Journal of Retailing and
Consumer Services, 66, Article
102904. https://doi.org/10.1016/j.
jretconser.2021.102904

12.

13.

14.

15.

16.

17.

Bubhalis, D., & Sinarta, Y. (2019).
Real-time co-creation and now-
ness service: Lessons from tourism
and hospitality. Journal of Travel
and Tourism Marketing, 36(5),
563-582. https://doi.org/10.1080/1
0548408.2019.1592059

Calder, B. J., Malthouse, E. C.,

& Maslowska, E. (2016). Brand
marketing, big data and social
innovation as future research
directions for engagement. Journal
of Marketing Management, 32(5-6),
579-585. https://doi.org/10.1080/0
267257X.2016.1144326

Cheung, M. L,, Leung, W. K., Aw,
E. C.X,, & Koay, K. Y. (2022). “I
follow what you post!”: The role of
social media influencers’ content
characteristics in consumers’
online brand-related activities
(COBRAS). Journal of Retailing
and Consumer Services, 66, Article
102940. https://doi.org/10.1016/].
jretconser.2022.102940

Chintalapati, S., & Pandey,

S. K. (2022). Artificial intel-
ligence in marketing: A sys-
tematic literature review. In-
ternational Journal of Market
Research, 64(1), 38-68. https://doi.
org/10.1177/14707853211018428

Davcik, N. S., Langaro, D., Jevons,
C., & Nascimento, R. (2022).
Non-sponsored brand-related
user-generated content: Effects
and mechanisms of consumer
engagement. Journal of Product

& Brand Management, 31(1),
163-174. https://doi.org/10.1108/
JPBM-06-2020-2971

Dessart, L., Veloutsou, C., & Mor-
gan-Thomas, A. (2015). Consumer
engagement in online brand

211



Innovative Marketing, Volume 21, Issue 3, 2025

18.

19.

20.

21.

22.

23.

24.

communities: A social media
perspective. Journal of Product &
Brand Management, 24(1), 28-42.
https://doi.org/10.1108/JPBM-06-
2014-0635

Dijkmans, C., Kerkhof, P, &
Beukeboom, C.J. (2015). A
stage to engage: Social media
use and corporate reputation.
Tourism Management, 47, 58-67.
https://doi.org/10.1016/j.tour-
man.2014.09.005

Drossos, D., Coursaris, C., &
Kagiouli, E. (2024). Social media
marketing content strategy: A
comprehensive framework and
empirically supported guidelines
for brand posts on Facebook
pages. Journal of Consumer Behav-
iour, 23(3), 1175-1192. https://doi.
0rg/10.1002/cb.2269

Fan, E, Chan, K., Wang, Y., Li, Y,,
& Prieler, M. (2023). How influ-
encers’ social media posts have an
influence on audience engage-
ment among young consumers.
Young Consumers, 24(4), 427-444.
https://doi.org/10.1108/YC-08-
2022-1588

Feddema, K., Harrigan, P, &
Wang, S. (2021). The dark side

of social media engagement: An
analysis of user-generated content
in online wildlife trade communi-
ties. Australasian Journal of Infor-
mation Systems, 25, 1-35. https://
doi.org/10.3127/ajis.v25i0.2987

Fournier, S., & Avery, J. (2011).
The uninvited brand. Business Ho-
rizons, 54(3), 193-207. https://doi.
org/lO.1016/j.bushor.2011,01.001

Garton, K., Gerritsen, S., Sing,
E, Lin, K., & Mackay, S. (2022).
Unbhealthy food and beverage
marketing to children on digital
platforms in Aotearoa, New Zea-
land. BMC Public Health, 22(1),
2407. https://doi.org/10.1186/
$12889-022-14790-6

Gkikas, D. C., Tzafilkou, K.,
Theodoridis, P. K., Garmpis, A.,
& Gkikas, M. C. (2022). How do
text characteristics impact user
engagement in social media posts:
Modeling content readability,
length, and hashtags number in
Facebook. International Journal
of Information Management Data
Insights, 2(1), 100067. https://doi.
org/10.1016/}.jjimei.2022.100067

212

25.

26.

27.

28.

29.

30.

31.

32.

Gupta, L., & Kumar, R. (2022).
Influence of social media adver-
tisements on consumer’s buying
behaviour: Empirical evidences
from India. Proceedings of the
Global Conference on Innovations
in Management and Business
(GCIMB 2021). http://dx.doi.
org/10.2139/ssrn.4093828

Hafyana, S., & Alzubi, A. (2024).
Social media’s influence on eco-
friendly choices in fitness services:
A mediation moderation approach.
Buildings, 14(3), 650. https://doi.
0rg/10.3390/buildings14030650

Hajdas, M., & Kleczek, R. (2021).
The real purpose of purpose-driv-
en branding: Consumer empower-
ment and social transformations.
Journal of Brand Management,
28(4), 359-373. https://doi.
0rg/10.1057/s41262-021-00231-z

Hanna, R., Rohm, A., & Crit-
tenden, V. L. (2011). We’re all
connected: The power of the social
media ecosystem. Business Hori-
zons, 54(3), 265-273. https://doi.
0rg/10.1016/j.bushor.2011.01.007

Harrigan, P, Evers, U., Miles, M.
P, & Daly, T. (2018). Customer
engagement and the relationship
between involvement, engagement,
self-brand connection, and brand
usage intent. Journal of Business
Research, 88, 388-396. https://doi.
org/10.1016/j.jbusres.2017.11.046

Harrison, E. N. B., & Kwon, W.-S.
(2023). Brands talking on events?
Brand personification in real-
time marketing tweets to drive
consumer engagement. Journal
of Product & Brand Management,
32(8), 1319-1337. https://doi.
org/10.1108/JPBM-10-2022-4180

Holiday, S., Hayes, J. L., Park,

H., Lyu, Y., & Zhou, Y. (2023). A
multimodal emotion perspec-
tive on social media influencer
marketing: The effectiveness of
influencer emotions, network
size, and branding on consumer
brand engagement using facial
expression and linguistic analysis.
Journal of Interactive Market-

ing, 58(4), 414-439. https://doi.
org/10.1177/10949968231171104

Hollebeek, L. D., Glynn, M. S., &
Brodie, R. J. (2014). Consumer
brand engagement in social

33.

34.

35.

36.

37.

38.

39.

40.

media: Conceptualization, scale
development and validation. Jour-
nal of Interactive Marketing, 28(2),
149-165. https://doi.org/10.1016/j.
intmar.2013.12.002

Hollebeek, L. D., Sprott, D.

E., Andreassen, T. W., Costley,

C., Klaus, P.,, Kuppelwieser, V.,
Karahasanovic, A., Taguchi, T., Ul
Islam, J., & Rather, R. A. (2019).
Customer engagement in evolv-
ing technological environments:
Synopsis and guiding propositions.
European Journal of Marketing,
53(9), 2018-2023. https://doi.
org/10.1108/EJM-09-2019-970

Huang, L.-C. (2023). The Effect of
Incentives on Facilitating User En-
gagement with Succulent Retailers’
Social Media Pages. Horticulturae,
9(8), 849. https://doi.org/10.3390/
horticulturae9080849

Ibrahim, B., Aljarah, A., Hayat,

D. T., & Lahuerta-Otero, E.
(2022). Like, comment and share:
Examining the effect of firm-cre-
ated content and user-generated
content on consumer engagement.
Leisure/Loisir, 46(4), 599-622.
https://doi.org/10.1080/14927713.
2022.2054458

Jenkins, H. (2006). Convergence
culture: Where old and new media
collide. New York, NY: New York
University Press.

Ju, N., Kim, T., & Im, H. (2024).
Fake human but real influencer:
The interplay of authenticity and
humanlikeness in virtual influ-
encer communication? Fashion
and Textiles, 11(1), 16. https://doi.
org/10.1186/s40691-024-00380-0

Kozinets, R. V. (2020). Netnogra-
phy today: The essential guide to
qualitative social media research.
In R. V. Kozinets & R. Gambetti
(Eds.), Netnography unlimited
(1* ed.). Routledge. https://doi.
org/10.4324/9781003001430-2

Kozinets, R. V. (2022). Netnog-
raphy. In Encyclopedia of Tour-
ism Management and Marketing
(pp. 316-319). Cheltenham, UK:
Edward Elgar Publishing. https://
doi.org/10.4337/9781800377486.
netnography

Kumar, R., Saxena, S., Kumar, V.,
Prabha, V., Kumar, R., & Kukre-

http://dx.doi.org/10.21511/im.21(3).2025.15



41.

42.

43.

44.

45.

46.

47.

ti, A. (2024). Service innovation
research: A bibliometric analysis
using VOSviewer. Competitiveness
Review: An International Business

Journal, 34(4), 736-760. https://doi.

org/10.1108/CR-01-2023-0010

Kiister, I., & Vila, N. (2023).
Consumer ethics: An extensive
bibliometric review (1995-2021).
Business Ethics, the Environment
& Responsibility, 32(4), 1150-1169.
https://doi.org/10.1111/beer.12558

Lawry, C. A., & Bhappu, A. D.
(2021). Measuring consumer
engagement in omnichannel
retailing: The mobile in-store ex-
perience (MIX) index. Frontiers in
Psychology, 12, 661503. https://doi.
org/10.3389/fpsyg.2021.661503

Lee, D., Hosanagar, K., & Nair,
H.S. (2018). Advertising content
and consumer engagement on
social media: Evidence from
Facebook. Management Science,
64(11), 5105-5131. https://doi.
org/10.1287/mnsc.2017.2902

Li, E, Larimo, J., & Leonidou, L.
C. (2021). Social media marketing
strategy: Definition, conceptual-
ization, taxonomy, validation, and
future agenda. Journal of the Acad-
emy of Marketing Science, 49(1),
51-70. https://doi.org/10.1007/
s11747-020-00733-3

Lim, W. M., & Rasul, T. (2022).
Customer engagement and
social media: Revisiting the past
to inform the future. Journal

of Business Research, 148, 325-
342. https://doi.org/10.1016/j.
jbusres.2022.04.068

Liu, Y., Zhao, Z., Wang, J., & Qiu,
Z.(2024). Consumer engagement
on social media: An analysis of
brand post characteristic com-
binations. Journal of Marketing
Management, 40(9-10), 704-742.
https://doi.org/10.1080/026725
7X.2024.2336949

Lopes, A. R., & Casais, B. (2022).
Digital content marketing: Con-
ceptual review and recommenda-
tions for practitioners. Academy
of Strategic Management Journal,
21(2), 1-17. Retrieved from https://
www.abacademies.org/articles/
digital-content-marketing-con-
ceptual-review-and-recommenda-
tions-for-practitioners-14107.html

http://dx.doi.org/10.21511/im.21(3).2025.15

48.

49.

50.

51.

52.

53.

54.

Luangrath, A. W, Xu, Y., & Wang,
T. (2023). Paralanguage classi-

fier (PARA): An algorithm for
automatic coding of paralinguistic
nonverbal parts of speech in text.
Journal of Marketing Research,
60(2), 388-408. https://doi.
org/10.1177/00222437221116058

Machado, J. C., Martins, C. C.,
Ferreira, F. C., Silva, S. C., &
Duarte, P. A. (2020). Motives to
engage with sports brands on
Facebook and Instagram-The
case of a Portuguese football club.
International Journal of Sports
Marketing and Sponsorship, 21(2),
325-349. https://doi.org/10.1108/
IJSMS-06-2019-0066

Medias, F,, Rosari, R., Susamto, A.
A., & Ab Rahman, A. B. (2024). A
bibliometric analysis on innova-
tion in philanthropy research: A
study based on Scopus database.
International Journal of Innovation

Innovative Marketing, Volume 21, Issue 3, 2025

55.

56.

57.

Science, 16(4), 748-771. https://doi.

org/10.1108/1J1S-08-2022-0139

Mishra, M., & Mund, P. (2024).
Fifty-two years of consumer
research based on social exchange
theory: A review and research
agenda using topic modeling.
International Journal of Consumer
Studies, 48(4), Article e13074.
https://doi.org/10.1111/ijcs.13074

Mohammad Saif, A. N., & Islam,
M. A. (2024). Blockchain in hu-
man resource management: A
systematic review and bibliomet-
ric analysis. Technology Analysis
& Strategic Management, 36(4),
635-650. https://doi.org/10.1080/0
9537325.2022.2049226

Moral-Mufioz, J. A., Herrera-
Viedma, E., Santisteban-Espejo,
A., & Cobo, M. J. (2020). Software
tools for conducting bibliometric
analysis in science: An up-to-
date review. Profesional de la
Informacion, 29(1). https://doi.
org/10.3145/epi.2020.ene.03

Moran, G., Muzellec, L., &
Johnson, D. (2020). Message
content features and social media
engagement: Evidence from the
media industry. Journal of Product
& Brand Management, 29(5),
533-545. https://doi.org/lO.l 108/
JPBM-09-2018-2014

58.

59.

60.

61.

Muhammad, S. S., Dey, B. L., Ka-
mal, M. M., & Alwi, S. E. S. (2021).
Consumer engagement with social
media platforms: A study of the
influence of attitudinal compo-
nents on cutting edge technology
adaptation behaviour. Computers
in Human Behavior, 121, Article
106802. https://doi.org/10.1016/].
chb.2021.106802

Munaro, A. C., Barcelos, R. H,,
Francisco Maffezzolli, E. C.,
Rodrigues, J. P. S., & Paraiso, E. C.
(2024). Does your style engage?
Linguistic styles of influencers and
digital consumer engagement on
YouTube. Computers in Human
Behavior, 156, 108217. https://doi.
org/10.1016/j.chb.2024.108217

Nicoli, N., Henriksen, K., Komo-
dromos, M., & Tsagalas, D. (2022).
Investigating digital storytelling
for the creation of positively
engaging digital content. EuroMed
Journal of Business, 17(2), 157-173.
https://doi.org/10.1108/EMJB-03-
2021-0036

Plangger, K., Grewal, D., de Ruyter,
K., & Saunders, J. (2022). The
future of digital technologies in
marketing: A conceptual frame-
work and an overview. Journal of
the Academy of Marketing Science,
50(6), 1125-1134. https://doi.
org/10.1007/s11747-022-00906-2

Pongsakornrungsilp, S., & Schroe-
der, J. E. (2011). Understanding
value co-creation in a co-consum-
ing brand community. Marketing
Theory, 11(3), 303-324. https://doi.
org/10.1177/1470593111408178

Rader, C. S., Subhan, Z., Lanier,

C. D., Brooksbank, R., Yankah,

S., & Spears, K. (2014). CyberRx:
Emerging social media market-
ing strategy for pharmaceuticals.
International Journal of Pharma-
ceutical and Healthcare Market-
ing, 8(2), 193-225. https://doi.
org/10.1108/IJPHM-05-2013-0027

Sabate, F, Berbegal-Mirabent,

J., Canabate, A., & Lebherz, PR.
(2014). Factors influencing the
popularity of branded content on
Facebook fan pages. European
Management Journal, 32(6), 1001-
1011. https://doi.org/10.1016/j.
emj.2014.05.001

213



Innovative Marketing, Volume 21, Issue 3, 2025

62.

63.

64.

65.

66.

Scholz, J., & Smith, A.N. (2016).
Augmented reality: Design-

ing immersive experiences that
maximize consumer engagement.
Business Horizons, 59(2), 149-161.
https://doi.org/10.1016/j.bush-
0r.2015.10.003

Semenda, O., Sokolova, Y., Koro-
vina, O., Bratko, O., & Polishchuk,
I. (2024). Using social media
analysis to improve e-commerce
marketing strategies. International
Review of Management and Mar-
keting, 14(4), 61-71. https://doi.
org/10.32479/irmm.16196

Shahzad, B., Awan, K. M., Abdul-
latif, A. M., Ikramullah Lali,

M., Saqib Nawaz, M., Ayesha,

U., & Khan, M. (2019). Quan-
tification of productivity of the
brands on social media with
respect to their responsive-

ness. IEEE Access, 7, 9531-9539.
https://doi.org/10.1109/AC-
CESS.2019.2891081

Shang, Y., Rehman, H., Mehm-
ood, K., Xu, A,, Iftikhar, Y., Wang,
Y., & Sharma, R. (2022). The
nexuses between social media
marketing activities and con-
sumers engagement behaviour:
A two-wave time-lagged study.
Frontiers in Psychology, 13, Article
811282. https://doi.org/10.3389/
fpsyg.2022.811282

Sharma, R. (2024). Consumer
perceived corporate social respon-
sibility and electronic word of
mouth in social media: Mediating
role of consumer—company iden-

214

67.

68.

69.

70.

71.

tification and moderating role of
user-generated content. Journal of
Financial Services Marketing, 29(2),
523-535. https://doi.org/10.1057/
$41264-023-00219-7

Sherief, A. R., Tarofder, A. K.,
Ibrahim, A. M., Sabir, R. L., Ah-
mad, M., & Rahman, A. U. (2025).
Bibliometric analysis of social
media persuasiveness and influ-
ence: A comprehensive review
from 2010 to 2023. Cogent Busi-
ness & Management, 12(1), Article
2449247. https://doi.org/10.1080/2
3311975.2024.2449247

Sinha, M., & Srivastava, M. (2023).
Augmented reality: New future of
social media influencer market-
ing. Vision, 27(1), 1-12. https://doi.
Org/lo,l 177/09722629221147124

Soares, J. C., Limongi, R., &
Cohen, E. D. (2022). Engagement
in a social media: An analysis

in higher education institutions.
Online Information Review, 46(2),
256-284. https://doi.org/10.1108/
OIR-06-2020-0242

Stephen, A. T. (2016). The role of
digital and social media market-
ing in consumer behavior. Current
Opinion in Psychology, 10, 17-21.
https://doi.org/10.1016/j.co-
psyc.2015.10.016

Subramaniyan, P., & Muthura-
man, K. (2023). Effectiveness of
cloud technologies in social media
marketing and its impact on cus-
tomer buying behaviour. Virtual
Economics, 6(4), 60-72. https://doi.
0rg/10.34021/ve.2023.06.04(4)

72.

73.

74.

75.

76.

Testa, D. S., Bakhshian, S., & Eike,
R. (2020). Engaging consumers
with sustainable fashion on Ins-
tagram. Journal of Fashion Mar-
keting and Management, 25(4),
569-584. https://doi.org/10.1108/
JEMM-11-2019-0266

Wang, C. L. (2021). New frontiers
and future directions in inter-
active marketing: Inaugural
editorial. Journal of Research in
Interactive Marketing, 15(1), 1-9.
https://doi.org/10.1108/jrim-03-
2021-270

Wei, K., & Xi, W. (2023). CEO vs.
celebrity: The effect of streamer
types on consumer engagement
in brands’ self-built live-stream-
ing. Journal of Research in Inter-
active Marketing (2024) 18(4),
631-647. https://doi.org/10.1108/
JRIM-02-2023-0045

Woodcock, N., Broomfield, N.,
Downer, G., & Starkey, M. (2011).
The evolving data architecture

of social customer relationship
management. Journal of Direct,
Data and Digital Marketing Prac-
tice, 12(3), 249-266. https://doi.
0rg/10.1057/dddmp.2010.45

Yang, J., & Jiang, M. (2021).
Demystifying congruence effects
in Instagram in-feed native ads:
The role of media-based and
self-based congruence. Journal of
Research in Interactive Market-
ing, 15(4), 685-708. https://doi.
org/10.1108/JRIM-03-2020-0048

http://dx.doi.org/10.21511/im.21(3).2025.15



	“Social media and consumer engagement: A bibliometric analysis and future research directions”
	OLE_LINK1

