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Abstract: Digital marketing through social media has become a strategic pillar in commu-

nication between companies and consumers, fostering innovation and transformation pro-

cesses across various sectors. This study aims to analyze the main characteristics, pat-

terns, and trends in scientific production related to digital marketing, social media, and 

innovation through a bibliometric analysis applied to the Scopus database covering the 

period from 2017 to May 2023. A total of 179 documents were collected and refined using 

an advanced search strategy, considering variables such as year of publication, country 

of origin, field of knowledge, document type, and keyword co-occurrence. Data were pro-

cessed using Microsoft Excel, RStudio (Bibliometrix), and VOSviewer. The results reveal 

a sustained growth in scientific output, with a notable increase starting in 2020. India, the 

United Kingdom, and the United States emerged as the most productive countries, while 

business, management, and accounting were the most prominent contributing fields. Alt-

hough the term "innovation" appeared in the content, its low frequency as a keyword sug-

gests a terminological disconnection in recent literature. The study contributes to the the-

oretical field by highlighting conceptual gaps and proposing a more cohesive research 

agenda, while also offering practical implications for digital marketing professionals. 

Among the limitations, the exclusive use of the Scopus database and reliance on author-

provided keywords are noted. Future research is recommended to expand both the the-

matic and methodological scope to deepen the connection between innovation and 

emerging digital strategies. 

Keywords: digital marketing; online marketing; social media; social networks; innovation; 

bibliometric 

 

1. Introduction 

In recent years, digital marketing has emerged as a fundamental component of busi-

ness strategy, enabling organizations to communicate messages more economically, 

quickly, and efficiently than traditional media (Gómez Sierra, 2020; Low et al., 2020; Tar-

azona-Montoya et al., 2020). This type of marketing, facilitated by growing digitalization, 

relies on technologies such as mobile devices, the internet, artificial intelligence, and smart 

products, all of which have radically transformed market dynamics (García et al., 2019; 

Herhausen et al., 2020; Khan, 2021; Saura et al., 2017). 

In this new digital environment, social media has taken on a central role. Platforms 

such as Facebook, Instagram, and others allow users to actively engage with companies 

and consumers, creating unique opportunities to collect data, establish emotional connec-

tions, and foster innovation (Ananda et al., 2016; Appel et al., 2020; Palaniswamy & Raj, 

2022; Păvăloaia et al., 2020; Yarney et al., 2020). These networks not only serve as 
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effective communication channels but also as strategic tools to enhance brand positioning 

and customer loyalty (Balogh & Mizik, 2022; Dearlove et al., 2021; Klepek & Starzyczná, 

2018). 

Digital marketing, therefore, has not only transformed business communication meth-

ods but has also driven the emergence of new strategies tailored to the digital environ-

ment. Notable among these is the use of segmented content on social media and the 

creation of mobile apps that strengthen brand presence (Habibi et al., 2015; Mazerant et 

al., 2021; Shankar et al., 2016). Likewise, technological innovations have made it easier 

to generate digital content and promote its viral dissemination, fostering user experience–

centered marketing (Shankar et al., 2022). 

In this context, innovation has become a cross-cutting pillar of digital marketing. Nu-

merous studies highlight its positive impact on organizational performance, noting benefits 

such as strengthened customer communication, access to new markets, increased 

productivity, brand differentiation, and cost optimization (Jung & Shegai, 2023; Ungerman 

et al., 2018; Winarso et al., 2023). Consequently, innovation in digital marketing not only 

enables strategies to adapt to technological changes but also enhances business com-

petitiveness, particularly for SMEs. 

Despite its growing relevance, bibliometric studies that systematically and quantita-

tively examine the scientific evolution of digital marketing on social media remain scarce. 

Most existing research has focused on partial aspects of the phenomenon. For example, 

Wasiq et al. (2023) examined the application of blockchain in marketing; Amiri et al. (2023) 

conducted a bibliometric analysis focused on SMEs; and Krishen et al. (2021) explored 

digital marketing from an interactive and multidisciplinary perspective. While these studies 

are valuable, they do not specifically analyze recent scientific trends related to digital mar-

keting in connection with social media. 

Given these limitations, there is a clear need for a bibliometric study that integrates 

the variables of digital marketing, social media, and innovation through a systematic ap-

proach to identify global patterns, key actors, and recent thematic developments in the 

indexed scientific literature. Within this framework, the central research question is: What 

are the main characteristics, patterns, and trends in the scientific production on digital 

marketing, social media, and innovation indexed in Scopus between 2017 and May 2023? 

Therefore, the main objective of this study is to analyze the scientific production on 

digital marketing, social media, and innovation during the period from 2017 to May 2023, 

using bibliometric techniques applied to the Scopus database. The analysis considers di-

mensions such as year of publication, country of origin, subject areas, type of publication, 

and keyword co-occurrence. In doing so, this study aims to contribute to a deeper under-

standing of research dynamics in this field and to provide relevant insights for researchers, 

academics, and marketing professionals operating in a highly competitive and constantly 

evolving digital environment. 

2. Materials and Methods 

2.1. Methodological Design 

This study adopted a quantitative approach, based on a bibliometric analysis of the 

scientific output related to digital marketing, social networks, and innovation. The review 

was complemented by a non-systematic qualitative documentary exploration, which al-

lowed for a conceptual interpretation of the main findings from the most cited literature. 

However, the primary focus was on quantitative methods, given the nature of the general 

objective. 

2.2. Data Sources 

https://doi.org/10.64923/ceniiac.e0005


Ceniiac 2025, e0005 3 of 11 
 

https://doi.org/10.64923/ceniiac.e0005 

The documents were retrieved from the Scopus database (Burnham, 2006), known 

for its high coverage and editorial quality, making it a reliable source for analyzing global 

scientific trends. The analysis covered the period from January 2017 to May 2023, se-

lected for representing a phase of consolidation of digital marketing on social networks, 

especially following the growth of e-commerce and the digital transformation driven by the 

COVID-19 pandemic. 

2.3. Search Strategy and Selection Criteria 

The following advanced search equation was used in Scopus: 

ALL("digital marketing") AND ALL("online marketing") AND ALL("social networks") AND 

ALL("social media") AND ALL("innovation") AND PUBYEAR > 2016 AND PUBYEAR < 

2024. 

The strategy combined the Boolean operator AND and the ALL field, allowing retrieval 

of documents from any section of the article (title, abstract, keywords, etc.). The inclusion 

criteria were: 

a) Documents published between 2017 and May 2023. 

b) Presence of all indicated keywords. 

c) Document types: scientific articles, reviews, book chapters, conference pa-

pers, and books. 

d) Language: no restrictions, but English-language articles predominated. 

As exclusion criteria, duplicate documents and records without complete metadata 

(authors, year, country, or subject area) were removed. Applying these filters yielded a 

total of 179 publications. The data collection and cleansing process is summarized in Fig-

ure 1. 

 

Figure 1. Methodological process of bibliometric study 

2.4. Data Organization and Analysis 

Once the sample was obtained, the documents were organized and classified ac-

cording to the following variables: 

a) Year of publication. 

b) Authors’ country of affiliation. 

c) Area of knowledge. 

d) Type of publication. 
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e) Keyword co-occurrence. 

The data exported in CSV format were cleaned and structured in Microsoft Excel 365, 

where incomplete records were removed, and keywords were normalized. 

Subsequently, bibliometric techniques were applied following the frameworks of Aria and 

Cuccurullo (2017) and Zupic and Čater (2015), with emphasis on productivity, impact, 

collaboration, and thematic interrelation analyses. 

2.5. Tools and Software Used 

Data processing and visualization were conducted using the following programs: 

a) RStudio (version R 4.1.1) with the Bibliometrix package: analysis of annual 

productivity, leading authors, sources, and thematic areas (Aria & Cuccurullo, 

2017). 

b) VOSviewer (version 1.6.19): generation of keyword co-occurrence maps, co-

authorship networks, and thematic clusters (van Eck & Waltman, 2010). 

c) Microsoft Excel 365: initial data cleaning and tabular organization (Meyer & 

Avery, 2009). 

These tools enabled the integration of quantitative analysis with visualizations that 

facilitate the interpretation of trends and patterns in literature. The methodological steps 

are summarized in Figure 2. 

 

Figure 2. Methodological steps 

3. Results 

3.1. Keyword Co-Occurrences 

The data from Figure 3, exported from Scopus, show the variables and their relation-

ship with other terms. It is evident that marketing is related to digital marketing and is 

associated with social media, given that currently—and with an increasing trend—plat-

forms like Facebook and Instagram are used in the application of marketing strategies. 

For this to work, the internet is a fundamental tool, as it benefits both companies and 

customers (Lamberton & Stephen, 2016). 
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Figure 3. Keyword Co-Occurrences 

3.2. Documents by Year of Publication 

Figure 4 shows the scientific production related to the variables digital marketing, 

social media, and innovation during the period from 2017 to May 2023, totaling 179 docu-

ments published in Scopus. It can be observed that production increased each year. In 

2017, six documents were published, followed by 11 in 2018, 23 in 2019, 27 in 2020, 44 

in 2021, 46 in 2022, and 22 documents were published in the first few months of 2023. 

 

Figure 4. Documents by Year of Publication 
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Among the documents published in the year with the highest output, one article that 

addresses innovation is titled "Communication of Slovak Eco-Innovation Companies with 

Social Media Users." It refers to changes in current consumer behavior, which open space 

for innovating existing strategies. Communication is a key activity in any business seeking 

to sell its products or services. Social media platforms play a significant role in these strat-

egies as tools for communication, awareness, interaction, and sales (Zaušková et al., 

2022). 

3.3. Documents by Country of Origin 

Figure 5 shows how the scientific output is distributed according to the authors' coun-

tries, focusing on countries with five or more publications. India, the United Kingdom, and 

the United States had the highest number of publications (16 each), followed by Portugal 

with 14 documents, Spain with 13, China with 12, Italy with nine, Turkey with eight, the 

United Arab Emirates, Czech Republic, Germany, and Malaysia with seven, Slovakia and 

Australia with six, and Indonesia and Saudi Arabia with five. 

 

Figure 5. Documents by Country of Origin 

The article "Creative Innovation in Relationship Marketing of Islamic Fashion E-Com-

merce in Indonesia," produced in Indonesia, mentions that to develop relationship market-

ing in e-commerce, creative innovation is needed—integrating both online and offline ac-

tivities. The power of search and sharing on social media can be used as a tool for rela-

tionship marketing, aiming to show what the company is doing by managing these plat-

forms. Additionally, customer conversations can be used to create brand stories that res-

onate with audiences (Purwaningwulan et al., 2019). 

3.4. Documents by Knowledge Area 

Figure 6 shows the percentage distribution of publications by field, through which 

various research methodologies are implemented to generate knowledge. Most of the 

publications found in the Scopus database come from business, management, and ac-

counting sciences, followed at a considerable distance by economics, econometrics, and 

finance. These are followed by the social sciences, engineering, and others. 

As can be seen, the variables in this research are relevant across multiple fields of 

knowledge, as they have a business impact. One of the published articles is titled "Digital 

Marketing Communication in Global Markets: A Review of Existing Research, Future Di-

rections, and Potential Approaches." It points out that digital or electronic communication 
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between businesses and consumers is growing rapidly, especially during the COVID-19 

period. However, most of the research has been focused on national rather than global 

contexts, despite the transnational nature of digital marketing. Moreover, managers lack 

the competencies to standardize marketing strategies at the national level (Shankar et al., 

2022). 

 

Figure 6. Documents by Knowledge Area 

3.5. Types of Publications 

Figure 7 shows that the predominant type of publication in the study of digital mar-

keting, social media, and innovation is the journal article, accounting for 60.34% (108 doc-

uments), followed by book chapters at 13.97% (25 documents), reviews at 11.17% (20 

documents), conference papers at 7.82% (14 documents), and books at 6.70% (12 docu-

ments). 

 

Figure 7. Output by Type of Publication 

The published articles address the use of digital technologies in business. For in-

stance, the emergence of blockchain technology is considered one of the most promising 

tools for marketing management (Wasiq et al., 2023). Furthermore, it is noted that the 

digital economy demands the development of new business models to achieve excellence 
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in strategic marketing, especially given that half the world’s population is active on social 

media platforms (Travassos & Carmo, 2023). 

4. Discussion and Conclusions 

The aim of this study was to analyze the main characteristics, patterns, and trends in 

scientific production on digital marketing, social media, and innovation, based on literature 

indexed in Scopus between 2017 and May 2023. The results obtained through bibliometric 

techniques address the research question and provide a global overview of the evolution 

of this field, revealing relevant dynamics for both academia and the business environment. 

4.1. Discussion of Results Based on the Objective 

First, the findings show sustained growth in scientific production related to digital mar-

keting on social media, rising from 6 publications in 2017 to a peak of 46 in 2022. This 

increase suggests that the topic has gained relevance over time, likely driven by acceler-

ated digital transformation during and after the COVID-19 pandemic. The presence of 22 

publications in the early months of 2023 further reinforces the idea of a still-expanding 

trend. 

In terms of geographic distribution, India, the United Kingdom, and the United States 

stand out as the countries with the highest number of publications. This pattern aligns with 

reports by Appel et al. (2020) and Shankar et al. (2022), who highlight the rapid adoption 

of digital technologies in highly competitive business contexts. Furthermore, these coun-

tries possess a consolidated academic infrastructure that supports research on marketing 

innovation. 

From a thematic perspective, the analysis by knowledge area revealed that the most 

involved disciplines were business, management, and accounting, followed by economics 

and social sciences. This outcome reaffirms the multidisciplinary nature of digital market-

ing, consistent with Krishen et al. (2021), who argue that this field requires integrative 

approaches that consider technological, social, and strategic dimensions. 

Regarding the type of document, the predominance of scientific articles (60.34%) 

suggests academic consolidation of the topic and its formal inclusion in research agendas. 

The significant frequency of reviews, book chapters, and conference papers reinforces the 

idea that this is an evolving field, subject to conceptual debates and practical applications. 

The co-occurrence maps showed that the most relevant keywords revolve around 

“digital marketing”, “social media”, “innovation”, and “consumer”, indicating that research 

focuses on the interaction between companies and users through digital platforms. How-

ever, the term “innovation” did not appear as strongly as expected, which may be attributed 

to how authors formulate their keywords, or to a conceptual disconnect between innova-

tion and digital marketing in some studies. This finding partially aligns with observations 

by Jung and Shegai (2023), who acknowledge that innovation is not yet fully integrated 

into digital marketing research. 

4.2. Comparison with the Reviewed Literature 

Overall, the findings of this study complement and expand upon the contributions of 

previous research. While Wasiq et al. (2023) focused on the relationship between market-

ing and emerging technologies such as blockchain, and Amiri et al. (2023) analyzed dy-

namics within SMEs, this study adopts a broader and more descriptive perspective of the 

digital marketing ecosystem on social media. Likewise, unlike Krishen et al. (2021), who 

conducted an analysis centered on digital interactions, this study incorporates key biblio-

metric variables such as type of publication, thematic co-occurrence, and country distribu-

tion. 
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Conceptual similarities are also observed with authors such as Scuotto et al. (2017) 

and Ungerman et al. (2018), who emphasize the innovative potential of social media as 

marketing tools, especially in dynamic business environments. However, our study shows 

that such potential has yet to translate into more frequent use of “innovation” as a central 

descriptor in recent bibliographic studies, highlighting an opportunity to align theory and 

practice in future research. 

4.3. Theoretical and Practical Implications 

From a theoretical perspective, the results help to highlight the evolution of digital 

marketing as a field of study, identifying not only its disciplinary consolidation but also its 

conceptual gaps. This evidence may be useful in developing integrative theoretical frame-

works that link digitalization, consumer behavior, organizational innovation, and network 

analysis. 

Practically, this study provides key insights for marketing managers, digital strate-

gists, and business decision-makers. Understanding research trends help guide the de-

sign of campaigns more aligned with scientific evidence, identify emerging practices, and 

anticipate changing scenarios. Moreover, the visualization of dominant keywords and 

themes allows consultants and professionals to detect focal points in academic discourse 

and apply them to corporate strategies. 

4.4. Study Limitations 

Among the main limitations is the exclusive reliance on the Scopus database, which 

may have excluded relevant publications indexed in Web of Science, Google Scholar, or 

regional databases. Additionally, using a single search formula and relying on author-pro-

vided keywords may have limited the breadth of the retrieved corpus. As mentioned ear-

lier, the low appearance of “innovation” as a keyword may reflect a methodological weak-

ness in the search criteria rather than an actual absence in the content of the documents. 

Furthermore, although a qualitative document review of notable contributions is men-

tioned, it was not systematic nor followed interpretive coding criteria, so its findings should 

be interpreted with caution and not generalized. 

4.5. Directions for Future Research 

Based on these limitations, future studies are encouraged to: 

1) Expand the analysis corpus by including other academic databases. 

2) Refine search strategies by incorporating synonyms and more flexible Bool-

ean operators. 

3) Conduct deeper thematic analyses using systematic review methods or con-

tent analysis. 

4) Explore the connections between digital marketing and innovation through 

mixed approaches that combine bibliometric metrics with expert interviews 

or case studies. 

5) Analyze the role of specific platforms (e.g., TikTok, LinkedIn) in emerging 

digital marketing strategies. 

In conclusion, this bibliometric study confirms the rise of digital marketing on social 

media as a growing, multidisciplinary research line with high application potential. How-

ever, it also reveals conceptual gaps that must be addressed to strengthen the connection 

between innovation and digital practices in business contexts. Understanding these pat-

terns not only contributes to the academic agenda but also provides strategic tools for 

marketing management in the digital age. 
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