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In Digital Marketing, the capture of consumers’ personal data from social networks is essential for better tar-
geting of commercial actions. The methods for collecting this information are arousing growing interest among
the scientific community. This paper offers a comprehensive review of the literature on the issue and its man-
agement. To this end, a bibliometric study of 866 publications on the Web of Science between 1997 and 2022 was
conducted to identify the most relevant trends through analysis of the most significant articles, keywords, au-
thors, institutions and countries. In addition, visualisation software (VOS) was used to illustrate the relationships

established through bibliographic coupling, keyword co-occurrence, authors and co-citation. The results indicate
that the USA and Australia are the countries that publish the most in this field, while Finland and Australia have
the highest number of publications per capita. Finally, the progress of research is discussed and future research

directions are suggested.

1. Introduction

Social media (SM) is defined by Kaplan and Haenlein (2010, p.61) as
“a group of Internet-based applications that build on the ideological and
technological foundations of Web 2.0 and enable the creation and
sharing of user-generated content.” This easy way of exchanging content
between people from different countries and conditions has led to the
generation of a massive amount of information (Kapoor et al., 2018).
Undoubtedly, it offers an enabling environment with massive scope for
value propositions, and a multitude of possibilities for digital marketing
to promote and sell its products and services, as well as generate a new
form of consumer behaviour. Simply by means of a SM platform, mil-
lions of users can be reached, who may become present and/or future
consumers (Kumar et al., 2016). Consumer data can be captured on
social media through digital marketing actions such as posting ads,
running contests or quizzes, or soliciting support for social causes,
among others (Desai, 2019). All these forms have increased tremen-
dously in number in recent years (Statista, 2021). Once the information
has been captured, today’s technology allows for highly sophisticated
analysis and very reliable predictions (De Luca et al., 2021; Dwivedi
et al., 2021; Grewal et al., 2021; Grishikashvili et al., 2014, Kharchenko,
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2019; Wang & Wang, 2020). Digital marketing is one of the areas that
has benefited the most from these techniques due to their effectiveness
and usefulness for optimising strategies and actions in this area (Chou-
drie et al., 2021; Lies, 2019).

Several studies from different points of view have reviewed the
literature on digital marketing via social media (e.g. Alalwan et al.,
2017; Ghorbani et al., 2021; Ismagilova et al., 2017; Kapoor et al., 2018;
Krishen et al., 2021; Plume et al., 2016). While Kapoor et al. (2018), for
instance, focus very specifically on just eight journals in the field of
Information Systems, others, such as Krishen et al. (2021) and Ghorbani
et al. (2021), take a broader, more multidisciplinary approach to digital
marketing. While these studies provide valid information, for example
by noting that digital marketing research steadily became more wide-
spread throughout their studied periods, the discipline is evolving so
exponentially that a bibliometric approach is needed that focuses not
only on capturing, aggregating and synthesising the most up-to-date
information (Paul & Criado, 2020; Randhawa et al., 2016) but that
also adopts a narrower focus that can add more value to studies in the
field (Kapoor et al., 2018).

The aim of this study is to review the literature by focusing on articles
that have addressed data management within digital marketing and
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social media, based on the premise that a narrower spectrum enhances
the value of the resulting information for the purposes of research in the
field (Kapoor et al., 2018). As for the database, although some authors
claim that SCOPUS offers superior coverage of the social sciences to that
of Web of Science (WoS) (Chadegani et al., 2013), in this study we have
opted for WoS following the recommendation of Kapoor et al. (2018).
WoS encompasses an extensive collection of bibliographic databases and
references to scientific publications that can be used to analyse the
scientific performance and quality of research (Paul & Singh, 2017). The
Web of Science Core Collection (WoS CC) is a database included in WOS
that contains comprehensive bibliographic references, citation indexes
and h-indexes of authors from different disciplines, including the one
covered in this study. Among other tasks, this database can be used to
extract detailed information on the total number of published articles,
citations, h-index and the citation thresholds and citations per article
(Paul & Criado, 2020).

In addition, a new bibliometric approach (Goyal & Kumar, 2021)
based on indicators and using the Visualizing Scientific Landscape (VOS
viewer) software was used to analyse WoS CC publications. The findings
present information on the most cited papers and the main authors,
institutions, countries and keywords in this field. Moreover, the different
fields analysed are presented graphically with images obtained from the
VOS viewer in order to illustrate the relationships between them. Based
on the mapping analysis method proposed by Merigo et al. (2018) we
assess co-citation (Small, 1973), bibliographic linkage (Kessler, 1963),
keyword co-occurrence and co-authorship (Merigo et al., 2016).

The remainder of the paper is organised as follows. Section 2 presents
the theoretical framework. Section 3 summarises the bibliometric
methods. The results obtained from WoS CC are presented in section 4.
Section 5 presents a graphic map of the bibliographic material produced
with VOS viewer. Finally, Section 6 discusses the main findings and
Section 7 summarises the main conclusions, limitations and future lines
of research.

2. Theoretical framework

The scope of social networks and their potential to facilitate re-
lationships between subjects from different backgrounds has led to a
tenacious social structure (Kapoor et al., 2018). This is fertile ground for
companies to build more effective relationships with their consumers
due to the increased ease and speed of access, the ability to establish
conversation and, consequently, greater exchange of information
(Ghorbani, et al., 2021). However, all these attributes generate such an
enormous volume of information that digital marketers can barely
handle it, and this prevents them from targeting their promotions
accurately. Conversely, it can lead to mass promotions that generate
social overload with negative psychological and behavioural conse-
quences (Kapoor et al., 2018).

In order to mitigate the negative consequences of unfocused digital
marketing, companies that gather marketing data from social media
need to know what data they should collect, and for what purpose. For
example, different kinds of data are required to sell products and ser-
vices, to raise awareness of a brand, to generate traffic to online plat-
forms, or to foster engagement with companies and users on social
media (Bianchi & Andrews, 2015; Schultz & Peltier, 2013). Schweidel
and Moe (2014) point out that access to personal data on potential
customers means companies gain greater control over the performance
of their social media campaigns and improves the segmentation of their
target audience. However, in order for the information to generate value
for the promotion of their products and services, companies need this
data to be as reliable as possible. There is evidence that the availability
of quality data helps to build brand loyalty among concumers through
engagement and sharing (Menon et al., 2019). Clearly, the veracity of
the data that consumers are willing to share will depend on the how
much consumers trust the companies and brands that request such in-
formation from them in the social media sphere. If consumers perceive
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companies and brands as untrustworthy (Fournier & Avery, 2011) or
intrusive (Schultz & Peltier, 2013), this might encourage them to supply
false information. In contrast, other studies such as Ashley and Tuten
(2015) and Canhoto and Clark (2013) show that users want companies
to be present on social media, and quote or tag brands in their posts, thus
willingly offering their data. This discrepancy generates a duality among
consumers, with some wanting brands to be active on social media, and
others rejecting such practices.

This article reviews the literature on the collection of consumers’
personal data from social media for digital marketing purposes. It does
so by applying methods derived from bibliometrics and content analysis
to assess the current state of the literature in an objective and quanti-
fiable manner. The study analyses the volume of publications, journals,
impact factors, most cited articles and authors, and the most prolific
countries in order to identify the main current trends and future lines of
research on the topic.

3. Methods

The bibliometric analysis was conducted in two phases: (1) an
exploratory search based on the intersection of keywords and (2)
manual screening to only select articles dealing with consumers. In the
abundant literature on such methods (e.g. Broadus,1987; Goyal &
Kumar, 2021), bibliometrics is defined as a field of library and infor-
mation science that studies bibliographic material using quantitative
methods to synthesise the vast amount of information and thus generate
evidence of themes and trends that will help researchers in the field to
better focus their lines of research (Gaviria-Marin et al. 2018). Although
it is not a new methodology (Subramanyam, 1983), having existed in
academia for more than a quarter of a century (Ding et al., 2014), its use
is booming among the scientific community because of improvements in
applied technology (Goyal & Kumar, 2021; Ruggeri et al., 2019; Dao
et al.,2017).

Bibliometric analysis can contain many indicators that are accepted
by academia (Ruggeri et al., 2019; Cancino et al., 2017; Randhawa et al.,
2016; Merigo et al., 2015). These include indicators of the total number
of publications (Yi & Yang, 2014; Yu et al., 2018), the number of cita-
tions received (Radicchi et al., 2008; Valenzuela et al., 2017), h-index
(Costas & Bordons, 2007; Hirsch, 2005), and so on. It is also possible to
analyse interactions between two variables and determine the degree of
citation between two publications (Wang et al., 2018). When two
different publications both cite a third publication, this is called
bibliographic coupling (Kessler, 1963), and when two different publi-
cations are cited by the same publication, this is called co-citation
(Small, 1973). The keyword index, which usually appears below the
abstract, is measured through the co-occurrence of keywords. Network
graphs are often used to visualise all these relationships (Laengle et al.,
2018). In general, most studies try to cover as many indicators as
possible to thus obtain a more complete and holistic picture of the results
(Laengle et al., 2018; Tur-Porcar et al., 2018; Laengle et al., 2017).

This study narrows its focus to consideration only of articles that
address data management within digital marketing and social media.
For this purpose, the Web of Science Core Collection database was
scanned for the period of the last 25 years (between January 1997 and
April 2022). In the first phase, we searched for papers that matched the
intersection of three keywords: “data*” AND “social media*” AND
“digital marketing*”. In the second phase, all documents were screened
by selecting only those published in indexed journals, and from there,
titles and abstracts were reviewed manually, selecting only those
dealing with consumer-related topics, resulting in a total of 866 docu-
ments. To illustrate the links and interactions between the indicators, we
followed the recommendation by Van Eck and Waltman (2010) that VOS
software should be used to improve the visualisation of the results of this
type of study. We also followed the recommendation by Merigo et al.
(2018) on the use of VOS to display the bibliographic coupling of
countries and to plot the co-citation results for authors and journals. The
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complete search and analysis procedure was conducted between
February and March 2022.

Fig. 1 shows the evolution of the number of articles per year, and
reveals a markedly exponential trend. Meanwhile, Table 1 presents an
annual overview, showing that the 866 published documents received
17,243 citations.

4. Results

This section presents the results of the bibliometric analysis of the
sources that addressed data management issues within digital marketing
and social media. It begins by presenting the publication and citation
structure of the articles, and then describes the most influential articles
and the top journals, followed by the main authors, institutions and
countries.

4.1. Publication and citation structure of the collection of consumers’
personal data from social networks

A synthetic analysis is provided in order to better understand the
situation of each global supra-region and region in terms of scientific
contributions to this area of knowledge over the study period. An initial
overview of the journals with the highest number of publications and
citations is shown. Table 1 shows that the first publication in this area
appeared in 1997 and, from then on, we can observe a constant, expo-
nential increase in the number of publications. 2012 had the highest
number of citations, 3,337, although the highest number of publications
was in 2021, with 230 original contributions. The table also presents
data on studies that received more than 500, 200, 100, 50, 20, 10, 5 and
1 citations. Of all the articles published in these 25 years, only 1.27 %
received 200 or more citations. 3.12 % of them received 100 or more,
while 68.71 % of the articles received at least one citation.

Table 2 lists the twenty journals that have published the highest
number of articles on the collection of consumers’ personal data from
social networks. The journal Sustainability published the highest abso-
lute number of articles in this field, and also the highest absolute number
of articles on all topics (14,030 documents in 2021), although none of its
articles are among the 25 with the highest number of citations. In
contrast, the Journal of Business Research, which has the second highest
number of articles published in this category, and 985 articles published
in absolute terms, does have three of the 25 most cited articles in this
category. The highest proportion of citations per article per year in this
area came from Information Communication & Society, with 234 cita-
tions/year. Table 3 shows the thirty most cited articles in this field of
study, three of which were published by the Journal of Medical Internet
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0
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Research. The most cited is on “critical issues for big data”, while the
second most cited article is on “smart cities of the future”.

4.2. Journals with most cited articles on the capture of consumers’
personal data from social media

This part of the study presents the 30 articles that have generated the
greatest impact in terms of the total number of citations. The list is
shown in Table 3, which also provides information on the title of the
paper, the name(s) of the author(s), name of the journal, year of pub-
lication and the citations received per year. As shown in this table, one
article clearly tops the ranking, which is Boyd & Crawford (2012), who
propose an in-depth analysis of critical issues for big data. This paper has
received, 2,341 citations in total, and 234.10 citations per year. It is
followed by the paper by Batty et al. (2012), which illustrates how new
technologies and the information they generate can contribute to the
design and improvement of new cities, with 817 citations received and
81.7 per year. In third place is Day (2011), who raises the issue of the
growing gap between the accelerating complexity of the new markets
opened up by the internet and social networks, and the limited capacity
of their organisations to respond, with 427 citations and 38.8 per year. It
is also important to note the heterogeneity among the authors of the 30
most cited contributions.

4.3. Main authors, institutions and countries of publications on the
capture of consumers’ personal data from social networks

This part of the research presents a descriptive analysis of the most
active authors, the institutions where they are accredited and the
countries of origin of those institutions. Summaries of this information
are presented in tables 4, 5, 6 and 7. Table 4 shows the top 30 most
active authors with respect to the number of publications they are
involved in. When two or more authors have the same number of pub-
lications, the author with the highest number of citations is ranked
higher. Additional information such as h-index, author affiliation and
country of residence is also presented. According to these results, Kelly
of Wollongong University in Australia, Karjaluoto of Jyvaskylay Uni-
versity in Finland and Freeman of Sydney University in Australia are the
three most prolific authors in terms of number of publications, and
Crawford of Microsoft Res, Cambridge in the USA is the leader in terms
of total citations, with 2,429.

Finally, this study describes the most productive and influential
countries in terms of the number of publications. Table 5 shows the
ranking of the 30 most active countries, the supra-regions to which they
belong, and data related to total publications, citations, H-index, and

2015 2020 2025

Fig. 1. Evolution of number of articles from 1997 to 2022.
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Table 1

Annual citation structure of publications.
Year >500 >200 >100 >50 >20 >10 >5 >1 Papers Citations
2022 0 0 0 0 0 0 0 1 21 15
2021 0 0 0 0 0 1 1 1 230 819
2020 0 0 0 0 0 0 0 0 153 1,128
2019 0 0 0 0 0 0 0 0 123 1,142
2018 0 1 1 1 1 1 1 1 100 1,931
2017 0 0 1 2 2 2 2 2 72 1,988
2016 0 0 1 1 1 1 1 1 50 1,493
2015 0 0 0 0 0 0 1 1 45 2,308
2014 0 2 2 4 7 9 11 12 27 1,090
2013 2 2 2 3 6 6 7 7 12 396
2012 0 0 2 2 2 4 7 9 11 3,337
2011 0 1 3 8 14 15 19 25 12 1,020
2010 0 2 5 14 26 31 36 41 1 6
2009 0 1 1 7 25 32 39 45 2 116
2008 0 1 4 13 27 41 45 60 2 199
2007 0 1 3 6 27 53 70 88 1 237
2001 0 0 0 3 12 35 62 100 1 0
2000 0 0 0 2 12 34 59 108 1
1998 0 0 2 3 4 12 32 88 1 15
1997 0 0 0 0 0 0 0 5 1
Total 2 11 27 69 166 277 393 595 866 17,243
Percentage 0.23 % 1.27 % 3.12% 7.97 % 19.17 % 31.99 % 45.38 % 68.71 % 100 % -

Abbreviations: >500, >200, >100, >50, >20, >10, >5, >1 = Number of papers with more than 500, 200, 100, 50, 20, 10, 5 and 1 citations.

Table 2

Top 20 journals.
R Journal >2016 2017 2018 2019 2020 2021 TP
1 Sustainability 0 1 5 7 4 10 27
2 Journal of Business Research 3 0 0 1 1 10 15
3 Journal of Medical Internet Research 7 0 1 0 1 3 12
4 Industrial Marketing Management 3 0 1 0 1 6 11
5 Journal of Research in Interactive Marketing 2 0 1 6 1 1 11
6 European Journal of Marketing 2 1 1 4 1 1 10
7 Technological Forecasting and Social Change 2 0 1 2 2 3 10
8 International Journal of Information Management 1 1 1 2 1 3 9
9 Journal of Business Industrial Marketing 2 0 0 3 3 1 9
10 El Profesional de la Informacion 2 0 1 1 2 2 8
11 Journal of Theoretical and Applied Electronic Commerce Research 0 0 0 0 0 8 8
12 Ieee Access 0 0 0 2 3 2 7
13 Information Communication Society 2 2 0 1 1 1 7
14 International Journal of Environmental Research and Public Health 0 0 1 0 1 4 6
15 Journal of Retailing and Consumer Services 0 0 0 0 4 2 6
16 Online Information Review 1 2 2 0 1 0 6
17 Journal of Consumer Marketing 3 1 0 1 0 0 5
18 Management Decision 0 2 0 1 2 0 5
19 Marketing and Management of Innovations 0 0 0 0 3 2 5
20 Qualitative Market Research 0 0 0 2 3 0 5

Abbreviations: TP = total papers.

population, as well as certain ratios between them. For example, the
final item in this table is the proportion of each region among the 30
most cited articles, according to which the countries contributing the
highest number of publications are the USA, the UK, China, Australia
and Spain. However, although the USA tops the list, both in number of
publications and number of citations, Australia, UK, Canada and Italy
are, in that order, the top countries in terms of citations received.
Interestingly, China, publishing 56 papers, has received 738 citations,
while Australia, publishing 54, has received 1,734 citations. However,
the indicator of total publications per capita offers a more homogeneous
perspective, as it is presented in fair proportion to population size. Ac-
cording to this analysis, Finland and Australia have the highest number
of total publications per capita, while countries such as India and
Pakistan, which rank 6th and 19th respectively, have one of the lowest
total publication rates per capita, at 0.02 and 0.04. A similar case is
Indonesia, which ranks 23rd in terms of total publications but only

publishes 0.03 articles per member of its population.

Table 6 shows the ranking of the most productive and influential
institutions with respect to all bibliographic indicators: published pa-
pers, citations, H-index, citation-to-publication ratio, articles with>50,
25 or 5 citations and also the position of these institutions based on two
global rankings, the Academic Ranking of World Universities and the
Quacquarelli Symonds University Ranking (ARWU and QS). The final
column of this table shows the number of articles that each institution
has among the 30 most cited. The University of Sydney tops this list,
followed by the University of Jyvaskyla and the University of North
Carolina. Note that 5 of the top 10 universities are in the USA, which is in
line with the results shown in Table 5. However, the most cited author in
this field, Crawford, is not from any of the top 10 institutions. Mean-
while, the aggregate results for each sub-region are shown in Table 7,
which illustrates the trend in publications by geographical region of the
countries for total publications, total citations, h-index and the ratio of
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Table 3
The 30 most cited documents.
R TC Title Author/s Journal Year C/Y
1 2341 CRITICAL QUESTIONS FOR BIG DATA Boyd, Danah; Crawford, Kate INFORMATION COMMUNICATION 2012 234,10
Provocations for a cultural, technological, and & SOCIETY
scholarly phenomenon
2 817 Smart cities of the future Batty, M.; Axhausen, K. W.; Giannotti, F.; EUROPEAN PHYSICAL JOURNAL- 2012 81,70
Pozdnoukhov, A.; Bazzani, A.; Wachowicz, M.; SPECIAL TOPICS
Ouzounis, G.; Portugali, Y.
3 427 Closing the Marketing Capabilities Gap Day, George S. JOURNAL OF MARKETING 2011 38,82
4 396 Computer-based personality judgments are more Wu Youyou; Kosinski, Michal; Stillwell, David PROCEEDINGS OF THE NATIONAL 2015 56,57
accurate than those made by humans ACADEMY OF SCIENCES OF THE
UNITED STATES OF AMERICA
5 335 From Social to Sale: The Effects of Firm-Generated Kumar, Ashish; Bezawada, Ram; Rishika, Rishika; ~ JOURNAL OF MARKETING 2016 55,83
Content in Social Media on Customer Behavior Janakiraman, Ramkumar; Kannan, P. K.
6 315 Putting Education in Educational Apps: Lessons Hirsh-Pasek, Kathy; Zosh, Jennifer M.; Golinkoff, PSYCHOLOGICAL SCIENCE IN THE 2015 45,00
From the Science of Learning Roberta Michnick; Gray, James H.; Robb, Michael =~ PUBLIC INTEREST
B.; Kaufman, Jordy
7 279 Features of Mobile Diabetes Applications: Review of ~ Chomutare, Taridzo; Fernandez-Luque, Luis; JOURNAL OF MEDICAL INTERNET 2011 25,36
the Literature and Analysis of Current Applications  Arsand, Eirik; Hartvigsen, Gunnar RESEARCH
Compared Against Evidence-Based Guidelines
8 237 Campaign ads, online messaging, and participation: Shah, Dhavan V.; Cho, Jaeho; Nah, Seungahn; JOURNAL OF COMMUNICATION 2007 15,80
Extending the communication mediation model Gotlieb, Melissa R.; Hwang, Hyunseo; Lee, Nam-
Jin; Scholl, Rosanne M.; McLeod, Douglas M.
9 228 Elements of strategic social media marketing: A Felix, Reto; Rauschnabel, Philipp A.; Hinsch, JOURNAL OF BUSINESS RESEARCH 2017 45,60
holistic framework Chris
10 222 Social media analytics - Challenges in topic Stieglitz, Stefan; Mirbabaie, Milad; Ross, Bjorn; INTERNATIONAL JOURNAL OF 2018 55,50
discovery, data collection, and data preparation Neuberger, Christoph INFORMATION MANAGEMENT
11 204 Challenges and solutions for marketing in a digital Leeflang, Peter S. H.; Verhoef, Peter C.; EUROPEAN MANAGEMENT 2014 25,50
era Dahlstroem, Peter; Freundt, Tjark JOURNAL
12 198 Annual Research Review: Harms experienced by Livingstone, Sonia; Smith, Peter K. JOURNAL OF CHILD PSYCHOLOGY 2014 24,75
child users of online and mobile technologies: the AND PSYCHIATRY
nature, prevalence and management of sexual and
aggressive risks in the digital age
13 197 Psychological targeting as an effective approach to Matz, S. C.; Kosinski, M.; Nave, G.; Stillwell, D. J. PROCEEDINGS OF THE NATIONAL 2017 39,40
digital mass persuasion ACADEMY OF SCIENCES OF THE
UNITED STATES OF AMERICA
14 183 On the Fintech Revolution: Interpreting the Forces Gomber, Peter; Kauffman, Robert J.; Parker, JOURNAL OF MANAGEMENT 2018 45,75
of Innovation, Disruption, and Transformation in Chris; Weber, Bruce W. INFORMATION SYSTEMS
Financial Services
15 175 Whose and what chatter matters? The effect of Rui, Huaxia; Liu, Yizao; Whinston, Andrew DECISION SUPPORT SYSTEMS 2013 19,44
tweets on movie sales
16 174 Tourism analytics with massive user-generated Marine-Roig, Estela; Anton Clave, Salvador JOURNAL OF DESTINATION 2015 24,86
content: A case study of Barcelona MARKETING & MANAGEMENT
17 166 Screen Media Exposure and Obesity in Childrenand ~ Robinson, Thomas N.; Banda, Jorge A.; Hale, PEDIATRICS 2017 33,20
Adolescents Lauren; Lu, Amy Shirong; Fleming-Milici,
Frances; Calvert, Sandra L.; Wartella, Ellen
18 158 Digital transformation: A multidisciplinary Verhoef, Peter C.; Broekhuizen, Thijs; Bart, JOURNAL OF BUSINESS RESEARCH 2021 158,00
reflection and research agenda Yakov; Bhattacharya, Abhi; Dong, John Qi;
Fabian, Nicolai; Haenlein, Michael
19 154 CONTENT OR COMMUNITY? A DIGITAL Oestreicher-Singer, Gal; Zalmanson, Lior MIS QUARTERLY 2013 17,11
BUSINESS STRATEGY FOR CONTENT PROVIDERS
IN THE SOCIAL AGE
20 147 The impact of online brand community Ul Islam, Jamid; Rahman, Zillur TELEMATICS AND INFORMATICS 2017 29,40
characteristics on customer engagement: An
application of Stimulus-Organism Response
paradigm
21 131 Digital marketing and social media: Why bother? Melo Borges Tiago, Maria Teresa Pinheiro; BUSINESS HORIZONS 2014 16,38
Cristovao Verissimo, Jose Manuel
22 126 Social commerce: The transfer of power from sellers Hajli, Nick; Sims, Julian TECHNOLOGICAL FORECASTING 2015 18,00
to buyers AND SOCIAL CHANGE
23 125 Analyzing destination branding and image from Koeltringer, Clemens; Dickinger, Astrid JOURNAL OF BUSINESS RESEARCH 2015 17,86
online sources: A web content mining approach
24 115 A Survey of Health-Related Activities on Second Beard, Leslie; Wilson, Kumanan; Morra, Dante; JOURNAL OF MEDICAL INTERNET 2009 8,85
Life Keelan, Jennifer RESEARCH
25 111 Setting the future of digital and social media Dwivedi, Yogesh K.; Ismagilova, Elvira; Hughes, INTERNATIONAL JOURNAL OF 2021 111,00
marketing research: Perspectives and research D. Laurie; Carlson, Jamie; Filieri, Raffaele; INFORMATION MANAGEMENT
propositions Jacobson, Jenna; Jain, Varsha; Karjaluoto,
Heikki; Kefi, Hajer; Krishen, Anjala S.; Kumar,
Vikram; Rahman, Mohammad M.; Raman,
Ramakrishnan; Rauschnabel, Philipp A.; Rowley,
Jennifer; Salo, Jari; Tran, Gina A.; Wang, Yichuan
26 110 A Multimedia Mobile Phone-Based Youth Smoking Whittaker, Robyn; Maddison, Ralph; McRobbie, JOURNAL OF MEDICAL INTERNET 2008 7,86
Cessation Intervention: Findings From Content Hayden; Bullen, Chris; Denny, Simon; Dorey, RESEARCH
Development and Piloting Studies Enid; Ellis-Pegler, Mary; van Rooyen, Jaco;
Rodgers, Anthony
27 108 Bossetta, Michael 2018 27,00

(continued on next page)
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Table 3 (continued)
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R TC Title Author/s

Journal Year C/Y

The Digital Architectures of Social Media:
Comparing Political Campaigning on Facebook,
Twitter, Instagram, and Snapchat in the 2016 US
Election

JOURNALISM & MASS
COMMUNICATION QUARTERLY

28 99 Development of a Risk Framework for Industry 4.0 Birkel, Hendrik S.; Veile, Johannes W.; Mueller, SUSTAINABILITY 2019 33,00
in the Context of Sustainability for Established Julian M.; Hartmann, Evi; Voigt, Kai-Ingo
Manufacturers
29 96 Harnessing marketing automation for B2B content Jarvinen, Joel; Taiminen, Heini INDUSTRIAL MARKETING 2016 16,00
marketing MANAGEMENT
30 96 Desired Features of Smartphone Applications Rabin, Carolyn; Bock, Beth TELEMEDICINE AND E-HEALTH 2011 8,73
Promoting Physical Activity
Abbreviations: C/Y = Citations per year. TC = total citations.
Table 4
Top 30 leading authors.
R Name Institution Country TP TC H TC/TP
1 Kelly B Univ Wollongong, Fac Social Sci, Sch Hlth & Soc, Early Start, Northfields Ave, Wollongong, NSW 2522, Australia 8 294 40 36,75
Australia
2 Karjaluoto H Univ Jyvaskyla, Sch Business & Econ, Mkt, Jyvaskyla, Finland Finland 7 384 24 54,86
3 Freeman B Univ Sydney, Sch Publ Hlth, Prevent Res Collaborat, Charles Perkins Ctr, Level 6,D17, Sydney, NSW Australia 6 207 6 34,50
2006, Australia
4 Kar AK Indian Inst Technol Delhi, Dept Management Studies, New Delhi 110016, India India 6 47 3 7,83
5 Saura J R Rey Juan Carlos Univ, Dept Business Econ, Fac Social Sci & Law, Paseo Artilleros S—N, Madrid 28032, Spain 5 118 4 23,60
Spain
6 Liuy Univ Connecticut, Dept Agr & Resource Econ, Storrs, CT 06260 USA USA 5 215 4 43,00
7 Ramos CMQ Univ Algarve, Escola Super Gestao Hotelaria & Turismo, P-8005139 Faro, Portugal Portugal 4 15 2 3,75
8 Buchanan L Univ Wollongong, Fac Social Sci, Sch Hlth & Soc, Early Start, Northfields Ave, Wollongong, NSW 2522, Australia 4 87 4 21,75
Australia
9 Casado-molina Univ Evora, CEFAGE Ctr Adv Studies Management & Econ, Faro, Portugal Portugal 4 7 2 1,75
AM
10 Gupta S Newcastle Univ, 102 Middlesex St, London E1 7EZ, England UK 4 58 2 14,50
11 Kumar S Indian Inst Technol Roorkee, Dept Comp Sci & Engn, Roorkee 247667, Uttarakhand, India India 4 27 3 6,75
12 Laurell C Stockholm Sch Econ, Inst Res, Box 6501, SE-11383 Stockholm, Sweden Sweden 4 75 3 18,75
13 Levy S Ariel Univ, Dept Econ & Business Adm, Mkt, Ariel, Israel Israel 4 103 3 25,75
14  Mackey TK Univ Calif San Diego, Sch Med, Dept Anesthesiol, San Diego, CA 92103 USA USA 4 87 5 21,75
15 Weber 1 HBKU, Qatar Comp Res Inst, Doha, Qatar Qatar 4 9 2 2,25
16  Yeatman H Univ Wollongong, Sch Hlth & Soc, Fac Social Sci, Northfields Ave, Wollongong, NSW 2522, Australia Australia 3 87 4 29,00
17  Aydin G Istanbul Medipol Univ, Hlth Management Dept, Kavacik Mah Ekinciler Cad 19 Kavacik Kavsagi, TR- Turkey 3 28 3 9,33
34810 Istanbul, Turkey
18 Crawford K Microsoft Res, Cambridge, MA 02142 USA USA 3 2.429 3 809,67
19 Dai HJ Natl Taitung Univ, Dept Comp Sci & Informat Engn, Taitung 95092, Taiwan Taiwan 3 32 3 10,67
20  Demant J Univ Copenhagen, Dept Sociol, Oster Farimagsgade 5, DK-1353 Copenhagen, Denmark Denmark 3 15 2 5,00
21 Dwivedi YK Swansea Univ, Sch Management, Emerging Markets Res Ctr EMaRC, Bay Campus, Swansea, W Glam, UK 3 127 2 42,33
Wales
22 Gomez M Adsmurai, Barcelona, Spain Spain 3 13 2 4,33
23 Gvili Y Ono Acad Coll, Sch Business Adm, Mkt, Kiryat Ono, Israel Israel 3 100 2 33,33
24  Hong-jie DAI Natl Taitung Univ, Dept Comp Sci & Informat Engn, Taitung 95092, Taiwan Taiwan 3 32 3 10,67
25 Jacobson J Ryerson Univ, Ted Rogers Sch Management, Toronto, ON, Canada Canada 3 162 3 54,00
26  Kariippanon K Univ Wollongong, Sch Hlth & Soc, Fac Social Sci, Northfields Ave, Wollongong, NSW 2522, Australia Australia 3 58 3 19,33
27  Kauffman RJ Singapore Management Univ, Sch Informat Syst, Informat Syst, Singapore, Singapore Singapore 3 196 2 65,33
28 Kosinski M Stanford Univ, Dept Comp Sci, Stanford, CA 94305 USA USA 3 610 3 203,33
29 Krishen AS Univ Nevada, Mkt & Int Business, Las Vegas, NV 89154 USA USA 3 127 2 42,33
30 Kumar A Aalto Univ, Sch Business, Mkt, Aalto, Finland Finland 3 326 2 108,67

Abbreviations: TP = total papers; TC = total citations; H = h-index; TC/TP = ratio of citations divided by publications.

total citations to total publications.
5. Mapping results with VOS visualisation software

In this section, the VOS viewer software (Van Eck & Waltman, 2010)
is used to graphically display the bibliographic coupling of countries and
institutions, citations per university, co-citation of authors and journals,
and co-occurrence of keywords defined by authors, as well as those
extracted from article titles and abstracts. Fig. 2 shows the co-citation of
journals in the field of this study with a threshold of 10 and the 100 most
representative co-citation connections. Fig. 3 shows the co-citation of
authors in the field of capture of consumers’ personal data from social
networks with a threshold of 10 and the 100 most representative co-
citation connections. These results are in line with the previous results

obtained from the analysis of authors in Table 4. The different clusters
are shown in different colours, and the links between them are also
indicated. Another item that was analysed using this software is the
bibliographic coupling of institutions with a threshold of at least 3
publications and showing the 100 most representative connections.
Fig. 4 shows the results obtained, according to which and shown in
Table 6, the University of Sydney and the University of Jyvaskyla are the
most prominent institutions. The other universities in this ranking are
mainly from the United States. The following analysis performed with
the VOS viewer software refers to the co-occurrence of author keywords
and provides a complete understanding of the main keywords used in
articles on the capture of consumers’ personal data from social networks
in the period of this study. As in the previous cases, this graph is in line
with the results presented above. Fig. 5 shows the 100 strongest
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Table 5

The most productive and influential countries.
R Country Supraregion TP TC H TC/TP Population TP/POP TOP 30
1 USA North America 213 8,584 36 40 328,329,953 0.65 13
2 UK Northern Europe 93 1,419 13 15 66,836,327 1.39 3
3 China East Asia 56 738 15 13 1,397,715,000 0.04 -
4 Australia Oceania 54 1,734 23 32 25,365,745 2.13 3
5 Spain Southern Europe 41 708 13 17 47,133,521 0.87 1
6 India Southern Asia 24 886 13 37 1,366,417,756 0.02 3
7 Italy Southern Europe 23 1,291 13 56 59,729,081 0.39 3
8 Canada North America 21 1,346 12 64 37,593,384 0.56 2
9 Germany Western Europe 19 611 11 32 83,092,962 0.23 3
10 France Western Europe 18 661 10 37 67,248,926 0.27 6
11 Finland Northern Europe 15 1,089 15 73 5,521,606 2.72 2
12 Netherlands Western Europe 14 909 16 65 17,344,874 0.81 2
13 South Korea East Asia 12 372 9 31 51,709,098 0.23 1
14 Portugal Southern Europe 11 252 4 23 10,286,263 1.07 -
15 UAE Western Asia 10 131 6 13 9,890,400 1.01 1
16 Russia Eastern Europe 10 85 5 9 144,406,261 0.07
17 Brazil Latin America 10 34 3 3 211,049,519 0.05 -
18 Sweden Northern Europe 9 249 8 28 10,278,887 0.88 1
19 Pakistan Southern Asia 9 84 6 9 216,565,317 0.04 -
20 Denmark Northern Europe 8 245 6 31 5,831,400 1.37 1
21 Taiwan Eastern Asia 8 123 7 15 23,773,876 0.34 1
22 Romania Eastern Europe 8 118 8 15 19,286,120 0.41 -
23 Indonesia South-east Asia 8 32 3 4 273,523,620 0.03 -
24 South Africa Africa 7 196 6 28 58,558,267 0.12 -
25 Turkey Western Asia 7 88 4 13 83,429,607 0.08 -
26 Malaysia South-east Asia 7 55 5 8 31,949,789 0.22 -
27 Saudi Arabia Western Asia 7 49 5 7 34,813,870 0.20 -
28 Norway Northern Europe 6 369 7 62 5,379,480 1.12 -
29 Austria Western Europe 6 304 5 51 8,917,200 0.67 1
30 Iran Southern Asia 6 87 4 15 83,992,950 0.07 -

Abbreviations: TP = total papers; TC = total citations; H = h-index; TC/TP = ratio of citations divided by publications; Population = thousands of inhabitants; TP/POP
= Total papers per million inhabitants; TOP 30 = the 30 most cited papers.

Table 6
The most productive and influential institutions.

R Institution Country TP TC H TC/TP >50 >25 >5 ARWU TOP 100 RANK QS TOP 100 TOP 30

1 University of Sydney Australia 16 304 8 19.00 2 2 8 69 80.4 -

2 University of Jyvaskyla Finland 12 575 11 47.92 4 7 0 - - 12

3 University of North Carolina USA 11 72 5 6.55 0 0 6 - - -

4 University of Wollongong Australia 10 304 7 30.40 2 2 4 - -

5 University of Pennsylvania USA 8 741 7 92.63 2 2 3 15 90.7

6 University of Texas Austin USA 8 213 3 26.63 1 0 2 - - -

7 University of California San Diego USA 8 173 7 21.63 1 2 4 18 76.1 -

8 University of Liverpool UK 8 130 6 16.25 1 1 4 - - -

9 University of Oxford UK 8 56 5 7.00 0 0 5 7 99.5 -

10 Stanford University USA 7 789 4 112.71 3 0 1 2 98.7 7

11 University of Cambridge UK 7 697 5 99.57 3 1 2 3 98.7 1

12 University of Groningen Netherlands 7 509 6 72.71 3 0 2 64 -

13 University of Helsinki Finland 7 205 6 29.29 1 1 4 82 - -

14 Yonsei University South Korea 7 149 5 21.29 1 1 3 65.5 7

15 Monash University Australia 7 126 5 18.00 0 3 3 80 72.2 1

16 Johns Hopkins University USA 7 91 4 13.00 0 2 1 16 85.9 -

17 University of Nottingham UK 7 61 5 8.71 0 0 5 - - -

18 University of Manchester UK 7 52 5 7.43 0 0 5 35 30 -

19 University of Melbourne Australia 7 41 4 5.86 0 0 4 - 60 -

20 Universidad de Malaga Spain 7 22 2 3.14 0 0 1 - - -

21 New York University USA 6 289 4 48.17 2 1 1 27 78.9 1

22 University of Copenhagen Denmark 6 184 3 30.67 2 0 1 30 65.5 1

23 Ryerson University Canada 6 167 3 27.83 1 1 1 - - 1

24 University of New South Wales Sydney Australia 6 65 4 10.83 0 1 3 - - -

25 University of Queensland Australia 6 57 5 9.50 0 0 5 - 76.6 -

26 Aalto University Finland 5 386 4 77.20 1 0 3 - 77.7

27 Ariel University Israel 5 117 3 23.40 1 1 1 - - -

28 McGill University Canada 5 83 3 16.60 0 2 1 67 84 -

29 Deakin University Australia 5 65 3 13.00 0 1 2 - - -

30 Macquarie University Australia 5 42 3 8.40 0 0 3 - -
Abbreviations are available in previous tables except for: ARWU and QS = Academic Ranking of World Universities and QS University Ranking.
connections, with a threshold of five documents. As shown in the graph, of five documents. As can be seen, the expressions ‘Social Media’,
the most common words are ‘Social Media’, ‘Big Data’ and ‘Digital ‘Impact’ ‘Big Data’ and ‘Word of Mouth’ are the most prominent.
Marketing’. Fig. 6 shows the 100 strongest connections, with a threshold Another element that was analysed using this software is the
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Table 7 bibliographic coupling of countries, with a threshold of at least 3
Publications by supranational regions. countries and showing the 100 most representative connections. Fig. 7
R Supraregions TP TC H TC/TP Top 30 shows the results where, as already seen in Table 5, the USA, the UK,
- China, Australia and Spain are the most prominent countries.
1 North America 235 9962 16 42.39 9
2 Europe 354 10,572 5 29.86 18 . .
Northern Europe 158 4273 9 27.04 4 6. Discussion
Western Europe 68 3564 6 52.41 7
Southern Europe 86 2342 6 27.23 5 The results show that the scientific literature on the capture of
Eastern Europe 42 393 3 9-36 2 nsumer data from ial media for digital marketin, I h
3 Asia 177 4140 4 23.39 30 consumer data from social media for digital marketing purposes has
East Asia 78 1274 8 16.33 5 increased exponentially over the last 25 years. This study not only
West Asia 37 1447 2 39.11 1 identified the most productive authors, institutions, journals and coun-
South-east Asia 22 345 3 15.68 14 tries, but also ran a traditional citation count using the VOS bibliometric
Sout.hern Asia 40 1074 6 26.85 10 mapping software tool.
4 Oceania 58 1972 15 34.00 2 A B . . .
5 Africa 21 491 1 23.38 B The literature in the early years of research on this topic was heavily
6 Latin America 21 64 1 3.05 influenced by debates around data collection techniques (Cln, 2013),

Abbreviations: H = h-index; TC/TP = ratio of citations divided by publications.

while the role of data collection ethics, as well as misinformation and
misreporting, has become increasingly relevant since then, especially
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regarding more sensitive personal data such as that related to health
(Nunan & Di Domenico, 2013; Dulhanty, 2021). Large corporations are
also taking an interest in this area, with an increasing number of articles
dealing with more practical issues. The results also suggest that the
capture of consumers’ personal data from social networks has only been
partially explored and still has a long way to go as technology evolves.
As is often the case with new topics, the first articles to be published
were more generalist and mainly referred to data gathering techniques,
as well as the type of data that corporations were allowed to collect and
use, while more recent contributions have tended to be much more
critical and detailed in their analysis. The authors agree on the need to
take greater account of more ethical aspects, but not to the detriment of
the fact that proper data collection can help to improve the overall
economy (Roche & Jamal, 2021). Indeed, studies confirm that proper
data collection can greatly support objectives and strategies in the field
of digital marketing, as well as improve the conditions and results of less
skilled workers at, for example, call centres (Ogilvie et al., 2017). Digital
marketing should address all these issues of data capture through

reorganisation of the long-term strategy to capture data in an ethical
manner and, above all, to avoid misinformation (Di Domenico &
Visentin, 2020).

7. Conclusions, limitations and future lines of research

This study, given the exponential growth in the number of publica-
tions on social media, has proposed a narrower focus only on publica-
tions that have considered data management within digital marketing
and social media. We believe, in line with Kapoor et al. (2018), that a
narrower, more synthesised scope can increase the value of the infor-
mation to researchers in the field. A total of 866 publications were
extracted and subsequently analysed from the Web of Science Core
Collection, covering a period of twenty-five years from 1997 to 2022.
The bibliometric analysis also reveals an exponential increase in the
number of publications and citations in this particular area during the
period analysed.

This research contributes to the existing scientific literature on the
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collection of consumers’ personal data from social networks. The main
authors and journals have been identified, with two of the three authors
with the most publications and who are most cited being attached to
Australian institutions, while the other is attached to an institution in
Finland.

The five most prolific countries in terms of publications are, in this
order, the USA, the UK, China, Australia and Spain. Another relevant
indicator is the number of publications per capita in each country, with
Finland topping this ranking, followed by Australia.

The VOS viewer software was used to support the evidence obtained
from the Web of Science Core Collection by mapping and graphically
describing the results for the co-citation of journals and authors, the
bibliographic coupling of countries and universities, and the co-
occurrence of authors’ keywords, thus making it visually easier to un-
derstand the relationship between the variables.

10

The tables in this study are based on various bibliometric measures to
help readers to understand the trends in publications on the capture of
consumers’ personal data from social networks. This study is also useful
to understand what lines of research have been pursued and what
research remains to be done. Despite the growing interest in this area of
study, there are many lines of research that have yet to be explored.

An attractive option for future research would be to perform the
same analysis for the same period using different methods (g-index, p-
index, article influence score, etc.) to make comparisons possible be-
tween the results of two papers.

There is also little literature on consumers’ motivations for entering
personal data on social networks in the context of digital marketing,
which could be a promising line of research. It would also be interesting
to analyse the generational and gender profiles of users who provide
their personal data on social media.
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The existing literature also seems to make the general assumption
that users always enter truthful data. There is very little literature ana-
lysing fraudulent consumer data and its direct effects on digital mar-
keting. A future line of research would be to analyse this phenomenon,
detecting the profiles of these consumers, as well as their motivations for
not providing truthful information.

Another interesting line of research would be to perform a cluster
analysis of the users who enter their personal data in social media.
Although authors on this topic offer keywords that can be clustered, no
evidence has been found of clusters of consumers who disclose their
personal information on social media within the framework of digital
marketing. Analysis of these clusters would provide relevant informa-
tion for a more detailed understanding of the consumer. Companies
would be able to offer products and services that are much more aligned
with their interests, increasing the level of satisfaction among both
parties.

Regarding keyword analysis, an interesting future line of research
would be to analyse the means used to capture personal data from social
networks, and it would also be useful to know what kinds of rewards and
incentives most motivate consumers to give up their personal data.

This article is not without its limitations. There are restrictions
related to the method used, the database and the choice of data. With
regard to the method, only publications that correspond to the inter-
section of three key words (“data*” AND “social media*” AND “digital
marketing*”) were considered. Other combinations would have resulted
in different lists of publications. In terms of the database, the clearest
limitation lies in having restricted the bibliometric analysis to the Web of
Science Core Collection. However, this was intentional as such an in-
depth analysis would not have been possible with a combination of
various databases. It should be added that the limitations in term of
scope that apply to the Web of Science Core Collection also apply to this
research. With regard to the choice of data, this was restricted to articles
published in journals, discarding other sources such as books, confer-
ence papers, etc. Therefore, if more sources had been considered, the
results would have been different. However, on this last point, the pre-
vailing idea was to aggregate information as homogeneously as possible.

An interesting future line of research on the capture of personal data
from social media would be to include a larger number of academic
databases, such as Scopus and Google Scholar, to establish even more
complete classifications of journals, academics, academic institutions
and countries (Koberg & Longoni, 2018) and hence extrapolate the re-
sults to the full range of publications on this topic in relation to digital
marketing.
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