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ABSTRACT
The rise of the Internet and smartphones in the 21st century
has created and developed social media as an extremely
effective means of communication in society. In life, business,
sports, and politics, social media facilitates the democrati-
zation of ideas like never before. Social media content gives
consumers different information sources that they must de-
cipher to discern its trustworthiness and influence in their
own opinions. Marketers must be savvy about using social
media in their attempts to persuade consumers and build
brand equity.
As social media has permeated our everyday lives, scholars
in various disciplines are actively conducting research into
this aspect regarding our way of life. In this scholarly en-
deavor, marketing has taken a leading role in this research
endeavor as a discipline involving human communications
and idea persuasion. Thus, rather than considering social
media broadly across multiple disciplines, in this monograph,
we concentrate on social media analytics in marketing.

Sangkil Moon and Dawn Iacobucci (2022), “Social Media Analytics and Its Appli-
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213–292. DOI: 10.1561/1700000073.
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2

This monograph comprises the following four sections:

• First, we provide an overview of social media and social
media analytics (SMA). While much has already been
said about social media generally, relatively less has
been said about social media analytics. Thus, much of
our focus is on SMA in terms of contributing to the
current understanding of SMA in the field.

• Second, we concentrate on social media analytics in
marketing. We discuss practical industry perspectives
and examples, as well as recent marketing research by
academics. Notably, we show how analytics may be
used to address concerns about social media privacy
and help detect fake reviews.

• Third, we summarize common tools for social media
analytics in marketing. These methods can be complex,
but they must be mastered for sound SMA practice.
They encompass big data, artificial intelligence, ma-
chine learning, deep learning, text analytics, and visual
analytics.

• Fourth, we discuss trends and a future research agenda.
We also discuss how SMA might be better integrated
into higher education.
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1
Introduction

The rise of the Internet and smartphones in the 21st century has
created and developed social media as an extremely effective means of
communication in society. In life, business, and politics, social media can
facilitate the democratization of ideas like never before. The COVID-19
pandemic dramatically changed every aspect of human life worldwide,
including the roles of and our increased reliance on social media (Cuello-
Garcia et al., 2020; Yu et al., 2020).

Yet, even prior to the pandemic shifting lifestyles and jobs more
online, consider the following statistics: Techjury estimates that some
3.2 billion people worldwide are active users of social media sites: on
Facebook for 2 hours and 24 minutes a day, YouTube for 40 minutes,
Snapchat for 30 minutes, Instagram for 28 minutes, and Pinterest for 14
minutes a day (Deyan, 2021). Further, the recent incident of Facebook’s
outage demonstrates the severity regarding our reliance on social media
in our everyday lives. The outage on Facebook (renamed Meta) and its
associated platforms (such as Instagram and WhatsApp) lasted only six
or seven hours on October 4, 2021. However, its impacts were significant
and memorable. During this outage, many users migrated to other social
media platforms such as Twitter, Gmail, and Snapchat, which created

3
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4 Introduction

slowdowns on those platforms. During the outage, Facebook’s stock
price decreased by nearly 5%, and Facebook is estimated to have lost
at least $60 million in its advertising revenues (en.wikipedia.org/wiki/
2021_Facebook_outage).

Companies and brand teams aim to take advantage of this consumer
time and engagement. Statistica.com estimates that 92% of U.S. com-
panies (with 100 or more employees) expect to use social media for
marketing purposes. Even small neighborhood retailers heavily rely on
their business presence and promotions on social media sites (e.g., Ama-
zon, Yelp, Tripadvisor). Therefore, marketers aim to gain the benefits
of brand exposure, lead generation, fan loyalty, and online traffic on
social media.

Given that social media has permeated our everyday lives, scholars in
various disciplines are conducting research into social media phenomena.
Marketing has taken a leading role in this research endeavor, given its
strengths in understanding how human ideas and communications may
be expressed and exchanged. For example, social media content gives
consumers different information sources that they must decipher to
discern its trustworthiness and influence in their own opinions. Marketers
must be savvy about using social media in their attempts to persuade
consumers and build brand equity.

Rather than offering a view with breadth but not depth on social
media across multiple disciplines, this monograph focuses on the in-
tersection of three closely related domains: marketing, social media,
and SMA (see Figure 1.1). In other words, this monograph concerns
marketing-based decisions related to social media and social media
analytics (SMA) or social media and social media analytics from the
perspective of the marketing discipline. Even social media in marketing
has breadth and depth that are too broad and too deep for a single
monograph. In SMA, we emphasize the roles of data and tools in tack-
ling marketing problems. In marketing applications within the context
of SMA, we discuss not only current problems, but also trends and
future directions. We hope that the basic approach of this monograph
can help both marketing practitioners and academics better understand
how to use marketing analytics to identify the common patterns and
trends produced by consumers and firms (Iacobucci et al., 2019).

Full text available at: http://dx.doi.org/10.1561/1700000073
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Social Media

Social Media Analytics (SMA)

(Data and Tools)

Current Marketing Applications

Trends and Future in

Marketing in SMA

Figure 1.1: The scope of this monograph at the intersection of social media, SMA,
and marketing.

To this end, the monograph is organized as follows. First, we describe
the general state of social media and SMA. We offer both practical
and theoretical perspectives. In particular, we propose a four-step SMA
framework called AAVF (Acquisition-Analysis-Value-Feedback) based
on our examination of some existing frameworks and processes for SMA.

Second, we examine social media analytics (SMA) particularly within
marketing as a collection of tools and methods used to unearth the
practical values of consumer and brand data. Plenty has been said
about social media, but we endeavor to provide more insights into
SMA. We focus on SMA in marketing or marketing in SMA to tackle
marketing questions and obtain insights about consumers and brands.

Full text available at: http://dx.doi.org/10.1561/1700000073



6 Introduction

As an example, we discuss how SMA has been used to detect fictitious
reviews on products out of a large volume of such product reviews
posted every day.

Third, we show how common methods for SMA have been utilized
for common marketing problems. Some common SMA methods encom-
pass the analysis of big data, text analytics, visual analytics, artificial
intelligence (AI), machine learning (ML), and deep learning (DL).

Finally, we discuss trends and future research topics for SMA, par-
ticularly within marketing. We also explore how SMA is being taught
in colleges and universities to educate students interested in SMA. We
hope that this emphasis can help illuminate how social media may be
used for the greater good of society.

Full text available at: http://dx.doi.org/10.1561/1700000073



References

Abbasi, A. and H. Chen (2008). “CyberGate: A design framework and
system for text analysis of computer-mediated communication”. MIS
Quarterly. 32(4): 811–837.

Abbasi, A., Y. Zhou, S. Deng, and P. Zhang (2018). “Text analytics to
support sense-making in social media: A language-action perspec-
tive”. MIS Quarterly. 42(2): 427–464.

Aggarwal, P., R. Vaidyanathan, and A. Venkatesh (2009). “Using lexical
semantic analysis to derive online brand positions: An application
to retail marketing research”. Journal of Retailing. 85(2): 145–158.

Agnihotri, A. and S. Bhattacharya (2016). “Online review helpfulness:
Role of qualitative factors”. Psychology and Marketing. 33(11): 1006–
1017.

Ahuja, V. and S. Alavi (2018). “Using Facebook as a digital tool for
developing trust amongst consumers using netnography and social
media analytics: A study of Jet Airlines”. Journal of Relationship
Marketing. 17(3): 171–187.

Anderson, E. W. (1998). “Customer satisfaction and word of mouth”.
Journal of Service Research. 1(1): 5–17.

Andryani, R., E. S. Negara, and D. Triadi (2019). “Social media analyt-
ics: Utilization of social media for research”. Journal of Information
Systems and Informatics. 1(2): 193–205.

64

Full text available at: http://dx.doi.org/10.1561/1700000073



References 65

Aral, S. and D. Eckles (2019). “Protecting elections from social media
manipulation”. Science. 365(6456): 858–861.

Archak, N., A. Ghose, and P. G. Ipeirotis (2011). “Deriving the pricing
power of product features by mining consumer reviews”. Manage-
ment Science. 57(8): 1485–1509.

Aswani, R., A. K. Kar, and P. V. Ilavarasan (2017). “Detection of
spammers in Twitter marketing: A hybrid approach using social
media analytics and bio inspired computing”. Information Systems
Frontiers. 20(November): 515–530.

Bail, C. A. (2016). “Combining natural language processing and net-
work analysis to examine how advocacy organizations stimulate
conversation on social media”. Proceedings of the National Academy
of Sciences of the United States of America. 113(42): 11823–11828.

Basili, R., D. Croce, and G. Castellucci (2017). “Dynamic polarity lexi-
con acquisition for advanced social media analytics”. International
Journal of Engineering Business Management. 9(December): 1–18.

Batrinca, B. and P. C. Treleaven (2014). “Social media analytics: A sur-
vey of techniques, tools, and platforms”. AI and Society. 30(1): 89–
116.

Berger, J. and K. L. Milkman (2012). “What makes online content
viral?” Journal of Marketing Research. 49(2): 192–205.

Blei, D. M., A. Y. Ng, and M. I. Jordan (2003). “Latent dirichlet
allocation”. The Journal of Machine Learning Research. 3: 993–
1022.

Borgatti, S. P., M. G. Everett, and J. C. Johnson (2018). Analyzing
social networks. 2nd edition. Los Angeles, CA: Sage.

Brady, W. J., J. A. Wills, J. T. Jost, J. A. Tucker, and J. J. van Bavel
(2017). “Emotion shapes the diffusion of moralized content in social
networks”. Proceedings of the National Academy of Sciences of the
United States of America. 114(28): 7313–7318.

Brei, V. A. (2020). “Machine learning in marketing: Overview, learning
strategies, applications, and future developments”. Foundations and
Trends® in Marketing. 14(3): 173–236.

Full text available at: http://dx.doi.org/10.1561/1700000073



66 References

Briesch, R. and D. Iacobucci (1995). “Using neural networks to compare
theoretical models: An application to modeling persuasive commu-
nications”. In: Marketing Theory and Applications. Ed. by D. W.
Stewart and N. J. Vilcassim. Vol. 6. Chicago: AMA. 177–184.

Brooker, P., J. Barnett, and T. Cribbin (2016). “Doing social media
analytics”. Big Data and Society. 3(2): 1–12.

Brown, J., A. J. Broderick, and N. Lee (2007). “Word of mouth com-
munication within online communities: Conceptualizing the online
social network”. Journal of Interactive Marketing. 21(3): 2–20.

Buitelaar, P., P. Cimiano, and B. Magnini (2005). Ontology Learning
From Text: Methods, Evaluation and Applications. IOS Press.

Cambria, E., D. Rajagopal, D. Olsher, and D. Das (2013). “Big social
data analysis”. Big Data Computing. 13: 401–414.

Carim, L. and C. Warwick (2013). “Use of social media for corpo-
rate communications by research-funding organisations in the UK”.
Public Relations Review. 39(5): 521–525.

Chae, J., D. Thom, H. Bosch, Y. Jang, R. Maciejewski, D. S. Ebert, and
T. Ertl (2012). “Spatiotemporal social media analytics for abnormal
event detection and examination using season-trend decomposi-
tion”. IEEE Conference on Visual Analytics Science and Technology.
(October): 143–152.

Chang, Y., C. Ku, and C. Chen (2019). “Social media analytics:
Extracting and visualizing Hilton hotel ratings and reviews from
TripAdvisor”. International Journal of Information Management.
48(October): 263–279.

Chauhan, K. and A. Pillai (2013). “Role of content strategy in social
media brand communities: A case of higher education institutes in
India”. Journal of Product and Brand Management. 22(1): 40–51.

Chen, H., R. Chiang, and V. Storey (2012). “Business intelligence and
analytics: From big data to big impact”. MIS Quarterly. 36(4): 1165–
1188.

Chen, H., Z. Zheng, and Y. Ceran (2016). “De-biasing the reporting bias
in social media analytics”. Production and Operations Management.
25(5): 849–865.

Chen, X.-W. and X. Lin (2014). “Big data deep learning: Challenges
and perspectives”. IEEE Access. 2: 514–525.

Full text available at: http://dx.doi.org/10.1561/1700000073



References 67

Chevalier, J. and A. Goolsbee (2003). “Measuring prices and price
competition online: Amazon.com and BarnesandNoble.com”. Quan-
titative Marketing and Economics. 1(2): 203–222.

Chevalier, J. A. and D. Mayzlin (2006). “The effect of word of mouth on
sales: Online book reviews”. Journal of Marketing Research. 43(3):
345–354.

Chollet, F. and J. J. Allaire (2018). Deep Learning with R. Manning
Publications Company.

Cohn, D. Y. (2010). “Commentary essay on exploring origins of ethical
company/brand perceptions—A consumer perspective of corporate
ethics”. Journal of Business Research. 63(12): 1267–1268.

Cuello-Garcia, C., G. Pérez-Gaxiola, and L. van Amelsvoort (2020).
“Social media can have an impact on how we manage and investigate
the COVID-19 pandemic”. Journal of Clinical Epidemiology. 127:
198–201.

Das, S. R. and M. Y. Chen (2007). “Yahoo! for Amazon: Sentiment
extraction from small talk on the web”. Management Science. 53(9):
1375–1388.

Davenport, T. and J. Harris (2007). “Competing with multichannel
marketing analytics”. Advertising Age. 78(14): 16–17.

De Vries, L., S. Gensler, and P. S. Leeflang (2012). “Popularity of brand
posts on brand fan pages: An investigation of the effects of social
media marketing”. Journal of Interactive Marketing. 26(2): 83–91.

Decker, R. and M. Trusov (2010). “Estimating aggregate consumer
preferences from online product reviews”. International Journal of
Research in Marketing. 27(4): 293–307.

Del Vicario, M., A. Bessi, F. Zollo, F. Petroni, A. Scala, G. Caldarelli,
H. E. Stanley, and W. Quattrociocchi (2016). “The spreading of
misinformation online”. Proceedings of the National Academy of
Sciences of the United States of America. 113(3): 554–559.

Dellarocas, C. and C. A. Wood (2008). “The sound of silence in online
feedback: Estimating trading risks in the presence of reporting bias”.
Management Science. 54(3): 460–476.

Dellarocas, C., X. M. Zhang, and N. F. Awad (2007). “Exploring the
value of online product reviews in forecasting sales: The case of
motion pictures”. Journal of Interactive Marketing. 21(4): 23–45.

Full text available at: http://dx.doi.org/10.1561/1700000073



68 References

Deng, L. (2014). “A tutorial survey of architectures, algorithms, and
applications for deep learning”. APSIPA Transactions on Signal
and Information Processing. 3(April): 1–29.

Deyan, G. (2021). “How much time do people spend on social media in
2021?” techjury.net, url: https://techjury.net/blog/time-spent-on
-social-media/#gref.

DiStaso, M. W. and D. Bortree (2014). Ethical Practice of Social Media
in Public Relations. Routledge.

Domingos, P. (2012). “A few useful things to know about machine
learning”. Communications of the ACM. 55(10): 78–87.

Dong, J. Q. and C. Yang (2020). “Business value of big data analytics:
A systems-theoretic approach and empirical test”. Information and
Management. 57(1): 1–9.

Dzyabura, D. and H. Yoganarasimhan (2018). “Machine learning and
marketing”. In: Handbook of Marketing Analytics: Methods and Ap-
plications in Marketing Management, Public Policy, and Litigation
Support. Ed. by N. Mizik and D. M. Hanssens. Research Handbooks
in Business and Management Series. 255–279.

Einhorn, H. J. and R. M. Hogarth (1981). “Behavioral decision theory:
Processes of judgment and choice”. Journal of Accounting Research.
19: 1–31.

Eliashberg, J., S. K. Hui, and Z. J. Zhang (2007). “From story line
to box office: A new approach for green-lighting movie scripts”.
Management Science. 53(6): 881–893.

Ellison, N. B. (2007). “Social network sites: Definition, history, and
scholarship”. Journal of Computer-Mediated Communication. 13(1):
210–230.

Fan, W. and M. D. Gordon (2015). “The power of social media analytics”.
Communications of the ACM. 57(6): 74–81.

Feldman, R. and J. Sanger (2007). The Text Mining Handbook: Advanced
Approaches in Analyzing Unstructured Data. Cambridge University
Press.

Fossen, B. L. and D. A. Schweidel (2017). “Television advertising and on-
line word-of-mouth: An empirical investigation of social TV activity”.
Marketing Science. 36(1): 105–123.

Full text available at: http://dx.doi.org/10.1561/1700000073

https://techjury.net/blog/time-spent-on-social-media/#gref
https://techjury.net/blog/time-spent-on-social-media/#gref


References 69

Fowler, D. and D. Pitta (2013). “Advances in mining social media:
Implications for marketers”. Journal of Information Technology
Management. 24(4): 25–33.

Fu, T., A. Abbasi, and H. Chen (2008). “A hybrid approach to web
forum interactional coherence analysis”. Journal of the American
Society for Information Science and Technology. 59(8): 1195–1209.

Gandomi, A. and M. Haider (2015). “Beyond the hype: Big data con-
cepts, methods, and analytics”. International Journal of Information
Management. 35(2): 137–144.

Gangadharbatla, H. (2008). “Facebook me: Collective self-esteem, need
to belong, and Internet self-efficacy as predictors of the iGeneration’s
attitudes toward social networking sites”. Journal of Interactive
Advertising. 8(2): 5–15.

Garcia, D., Y. M. Kassa, A. Cuevas, M. Cebrian, E. Moro, I. Rah-
wan, and R. Cuevas (2018). “Analyzing gender inequality through
large-scale Facebook advertising data”. Proceedings of the National
Academy of Sciences of the United States of America. 115(27): 6958–
6963.

Ghani, N. A., S. Hamid, I. A. T. Hashem, and E. Ahmed (2019). “Social
media big data analytics: A survey”. Computers in Human Behavior.
101(December): 417–428.

Ghose, A. and P. G. Ipeirotis (2011). “Estimating the helpfulness and
economic impact of product reviews: Mining text and reviewer char-
acteristics”. IEEE Transactions on Knowledge and Data Engineering.
23(10): 1498–1512.

Ghose, A., P. G. Ipeirotis, and B. Li (2012). “Designing ranking systems
for hotels on travel search engines by mining user-generated and
crowdsourced content”. Marketing Science. 31(3): 493–520.

Gillin, P. and G. A. Moore (2007). The New Influencers: A Marketer’s
Guide to the New Social Media. Quill Driver Books.

Godes, D. and D. Mayzlin (2004). “Using online conversations to study
word-of-mouth communication”. Marketing Science. 23(4): 545–560.

Godes, D. and D. Mayzlin (2009). “Firm-created word-of-mouth com-
munication: Evidence from a field test”. Marketing Science. 28(4):
721–739.

Full text available at: http://dx.doi.org/10.1561/1700000073



70 References

Godes, D., D. Mayzlin, Y. Chen, S. Das, C. Dellarocas, B. Pfeiffer,
B. Libai, S. Sen, M. Shi, and P. Verlegh (2005). “The firm’s man-
agement of social interactions”. Marketing Letters. 16(3–4): 415–
428.

Godes, D. and J. C. Silva (2012). “Sequential and temporal dynamics
of online opinion”. Marketing Science. 31(3): 448–473.

Goodfellow, I., Y. Bengio, and A. Courville (2016). Deep Learning.
Cambridge: MIT Press.

Gopinath, S., J. S. Thomas, and L. Krishnamurthi (2014). “Investigat-
ing the relationship between the content of online word of mouth,
advertising, and brand performance”. Marketing Science. 33(2): 241–
258.

Hagen, L., K. Uetake, N. Yang, B. Bollinger, A. J. B. Chaney, D. Dzya-
bura, J. Etkin, A. Goldfarb, L. Liu, K. Sudhir, Y. Wang, J. R. Wright,
and Y. Zhu (2020). “How can machine learning aid behavioral
marketing research?” Marketing Letters. 31: 361–370.

Hajli, N. and X. Lin (2016). “Exploring the security of information
sharing on social networking sites: The role of perceived control of
information”. Journal of Business Ethics. 133(1): 111–123.

Harris, L. and C. Dennis (2011). “Engaging customers on Facebook:
Challenges for e-retailers”. Journal of Consumer Behaviour. 10(6):
338–346.

Hartmann, J., M. Heitmann, C. Schamp, and O. Netzer (2021). “The
power of brand selfies”. Journal of Marketing Research. (Forthcom-
ing): 1–19.

Hassan, S., J. Sanger, and G. Pernul (2014). “SoDA: Dynamic visual
analytics of big social data”. In: IEEE International Conference on
Big Data and Smart Computing (BIGCOMP). January. 183–188.

Hayat, M. K., A. Daud, A. A. Alshdadi, A. Banjar, R. A. Abbasi, Y. Bao,
and H. Dawood (2019). “Towards deep learning prospects: Insights
for social media analytics”. IEEE Access. 7(March): 36958–36979.

Hennig-Thurau, T., K. P. Gwinner, G. Walsh, and D. D. Gremler
(2004). “Electronic word-of-mouth via consumer-opinion platforms:
What motivates consumers to articulate themselves on the Internet?”
Journal of Interactive Marketing. 18(1): 38–52.

Full text available at: http://dx.doi.org/10.1561/1700000073



References 71

Hevner, A. R., S. T. March, J. Park, and S. Ram (2004). “Design science
in information systems research”. MIS Quarterly. 28(1): 75–105.

Ho, T.-H., S. Li, S.-E. Park, and Z.-J. M. Shen (2012). “Customer
influence value and purchase acceleration in new product diffusion”.
Marketing Science. 31(2): 236–256.

Holsapple, C. W., S. Hsiao, and R. Pakath (2018). “Business social media
analytics: Characterization and conceptual framework”. Decision
Support Systems. 110(June): 32–45.

Hu, Y., A. Xu, Y. Hong, D. Gal, V. Sinha, and R. Akkiraju (2019).
“Generating business intelligence through social media analytics:
Measuring brand personality with consumer-, employee-, and firm-
generated content”. Journal of Management Information Systems.
36(3): 893–930.

Huang, M.-H. and R. T. Rust (2018). “Artificial intelligence in service”.
Journal of Service Research. 21(2): 155–172.

Humphreys, A. (2010). “Megamarketing: The creation of markets as a
social process”. Journal of Marketing. 74(2): 1–19.

Iacobucci, D. (1996). Networks in Marketing. Thousand Oaks, CA: Sage.
Iacobucci, D. and N. Hopkins (1992). “Modeling dyadic interactions

and networks in marketing”. Journal of Marketing Research. 29(1):
5–17.

Iacobucci, D., M. Petrescu, A. Krishen, and M. Bendixen (2019). “The
state of marketing analytics in research and practice”. Journal of
Marketing Analytics. 7: 152–181.

Inkpen, A. C. and E. W. Tsang (2005). “Social capital, networks, and
knowledge transfer”. Academy of Management Review. 30(1): 146–
165.

Iyengar, R., C. van den Bulte, and T. W. Valente (2011). “Opinion
leadership and social contagion in new product diffusion”. Marketing
Science. 30(2): 195–212.

Jalali, N. Y. and P. Papatla (2016). “The palette that stands out: Color
compositions of online curated visual UGC that attracts higher con-
sumer interaction”. Quantitative Marketing and Economics. 14(De-
cember): 353–384.

Full text available at: http://dx.doi.org/10.1561/1700000073



72 References

Järvinen, J. and H. Karjaluoto (2015). “The use of web analytics for
digital marketing performance measurement”. Industrial Marketing
Management. 50: 117–127.

Jordan, M. I. and T. M. Mitchell (2015). “Machine learning: Trends,
perspectives, and prospects”. Science. 349(6245): 255–260.

Kaplan, A. M. and M. Haenlein (2011). “The early bird catches the
news: Nine things you should know about micro-blogging”. Business
Horizons. 54(2): 105–113.

Karahanna, E., S. X. Xu, and N. A. Zhang (2015). “Psychological
ownership motivation and use of social media”. Journal of Marketing
Theory and Practice. 23(2): 185–207.

Khan, G. F. (2018). Creating Value with Social Media Analytics. Cre-
ateSpace, Washington, USA: Kindle Edition.

Kietzmann, J. H., K. Hermkens, I. P. McCarthy, and B. S. Silvestre
(2011). “Social media? Get serious! Understanding the functional
building blocks of social media”. Business Horizons. 54(3): 241–251.

Kim, A. J. and E. Ko (2012). “Do social media marketing activities
enhance customer equity? An empirical study of a luxury fashion
brand”. Journal of Business Research. 65(10): 1480–1486.

Kordzadeh, N. and D. K. Young (2020). “How social media analytics
can inform content strategies”. Journal of Computer Information
Systems. (April): 1–13.

Kozinets, R. V. (2002). “The field behind the screen: Using netnography
for marketing research in online communities”. Journal of Marketing
Research. 39(1): 61–72.

Kozinets, R. V., K. De Valck, A. C. Wojnicki, and S. J. Wilner (2010).
“Networked narratives: Understanding word-of-mouth marketing in
online communities”. Journal of Marketing. 74(2): 71–89.

Kumar, A., R. Bezawada, R. Rishika, R. Janakiraman, and P. K. Kannan
(2016). “From social to sale: The effects of firm-generated content
in social media on customer behavior”. Journal of Marketing. 80(1):
7–25.

Laroche, M., M. R. Habibi, M. O. Richard, and R. Sankaranarayanan
(2012). “The effects of social media based brand communities on
brand community markers, value creation practices, brand trust and
brand loyalty”. Computers in Human Behavior. 28(5): 1755–1767.

Full text available at: http://dx.doi.org/10.1561/1700000073



References 73

Lau, R., S. Liao, K. F. Wong, and K. Dickson (2012). “Web 2.0 environ-
mental scanning and adaptive decision support for business mergers
and acquisitions”. MIS Quarterly. 36(4): 1239–1268.

Le, T. M. and S.-Y. Liaw (2017). “Effects of pros and cons of applying big
data analytics to consumers’ responses in an e-commerce context”.
Sustainability. 9(5): 798.

Lee, I. (2018). “Social media analytics for enterprises: Typology, meth-
ods, and processes”. Business Horizons. 61(2): 199–210.

Lee, T. Y. and E. T. Bradlow (2011). “Automated marketing research
using online customer reviews”. Journal of Marketing Research.
48(5): 881–994.

Leung, X. Y., B. Bai, and K. A. Stahura (2015). “The marketing
effectiveness of social media in the hotel industry: A comparison of
Facebook and Twitter”. Journal of Hospitality and Tourism Research.
39(2): 147–169.

Li, X. and L. M. Hitt (2008). “Self-selection and information role of
online product reviews”. Information Systems Research. 19(4): 456–
474.

Li, Y. and Y. Xie (2020). “Is a picture worth a thousand words? An
empirical study of image content and social media engagement”.
Journal of Marketing Research. 57(1): 1–19.

Liao, S.-H., J.-L. Chen, and T.-Y. Hsu (2009). “Ontology-based data
mining approach implemented for sport marketing”. Expert Systems
with Applications. 36: 11045–11056.

Lin, H., W. Fan, and P. Y. Chau (2014). “Determinants of users’ con-
tinuance of social networking sites: A self-regulation perspective”.
Information and Management. 51(5): 595–603.

Lipsman, A., G. Mudd, M. Rich, and S. Bruich (2012). “The power of
like”. Journal of Advertising Research. 52(1): 40–52.

Liu, B. (2012). Sentiment Analysis and Opinion Mining. San Rafael:
Morgan and Claypool Publishers.

Liu, L., D. Dzyabura, and N. Mizik (2020). “Visual listening in: Ex-
tracting brand image portrayed on social media”. Marketing Science.
39(4): 669–686.

Full text available at: http://dx.doi.org/10.1561/1700000073



74 References

Liu, X., D. Lee, and K. Srinivasan (2019). “Large-scale cross-category
analysis of consumer review content on sales conversion leveraging
deep learning”. Journal of Marketing Research. 56(6): 918–943.

Lovett, M. J., R. Peres, and R. Shachar (2013). “On brands and word
of mouth”. Journal of Marketing Research. 50(4): 427–444.

Luca, M. and G. Zervas (2016). “Fake it till you make it: Reputation,
competition, and yelp review fraud”. Management Science. 62(12):
3412–3427.

Ludwig, S., K. De Ruyter, M. Friedman, E. C. Brüggen, M. Wetzels,
and G. Pfann (2013). “More than words: The influence of affective
content and linguistic style matches in online reviews on conversion
rates”. Journal of Marketing. 77(1): 87–103.

Ma, L., B. Sun, and S. Kekre (2015). “The squeaky wheel gets the grease—
An empirical analysis of customer voice and firm intervention on
Twitter”. Marketing Science. 34(5): 627–645.

Malthouse, E. C., M. Haenlein, B. Skiera, E. Wege, and M. Zhang
(2013). “Managing customer relationships in the social media era:
Introducing the social CRM house”. Journal of Interactive Marketing.
27(4): 270–280.

Mathwick, C. and J. Mosteller (2017). “Online reviewer engagement:
A typology based on reviewer motivations”. Journal of Service
Research. 20(2): 204–218.

Mayzlin, D., Y. Dover, and J. Chevalier (2014). “Promotional reviews:
An empirical investigation of online review manipulation”. American
Economic Review. 104(8): 2421–2455.

McDonald, J. (2021). Social Media Marketing Workbook 2021. Kindle
Edition, JM Internet Group.

McIntyre, S. H., E. F. McQuarrie, and R. Shanmugam (2016). “How
online reviews create social network value: The role of feedback
versus individual motivation”. Journal of Strategic Marketing. 24(3–
4): 295–310.

Michaelidou, N. and M. Micevski (2019). “Consumers’ ethical percep-
tions of social media analytics practices: Risks, benefits and potential
outcomes”. Journal of Business Research. 104(November): 576–586.

Full text available at: http://dx.doi.org/10.1561/1700000073



References 75

Misirlis, N. and M. Vlachopoulou (2018). “Social media metrics and
analytics in marketing—S3M: A mapping literature review”. Inter-
national Journal of Information Management. 38(1): 270–276.

Missikoff, M. and R. Navigli (2002). Integrated Approach to Web Ontol-
ogy Learning and Engineering. IEEE Computer. 54–57.

Mitchell, T. M. (1997). Machine Learning. McGraw-Hill.
Moe, W. W., O. Netzer, and D. A. Schweidel (2017). “Social media

analytics”. In: Handbook of Marketing Decision Models. Chapter 16,
483–504.

Moe, W. W. and D. A. Schweidel (2017). “Opportunities for inno-
vation in social media analytics”. Journal of Product Innovation
Management. 34(5): 697–702.

Moe, W. W. and M. Trusov (2011). “The value of social dynamics
in online product ratings forums”. Journal of Marketing Research.
48(3): 444–456.

Moon, S. and W. A. Kamakura (2017). “A picture is worth a thousand
words: Translating product reviews into a product positioning map”.
International Journal of Research in Marketing. 34(1): 265–285.

Moon, S., M.-Y. Kim, and P. K. Bergey (2019). “Estimating deception
in consumer reviews based on extreme terms: Comparison analysis
of open vs. closed hotel reservation platforms”. Journal of Business
Research. 102(September): 83–96.

Moon, S., M.-Y. Kim, and D. Iacobucci (2021). “Content analysis of fake
consumer reviews by survey-based text categorization”. International
Journal of Research in Marketing. 38(2): 343–364.

Moon, S., Y. Park, and Y. S. Kim (2014). “The impact of text product
reviews on sales”. European Journal of Marketing. 48(11/12): 2176–
2197.

Mostafa, M. M. (2013). “More than words: Social networks’ text mining
for consumer brand sentiments”. Expert Systems with Applications.
40(10): 4241–4251.

Mu, J., E. Thomas, J. Qi, and Y. Tan (2018). “Online group influ-
ence and digital product consumption”. Journal of the Academy of
Marketing Science. 46(5): 921–947.

Murphy, K. P. (2012). Machine Learning: A Probabilistic Perspective.
MIT Press.

Full text available at: http://dx.doi.org/10.1561/1700000073



76 References

Nanne, A. J., M. L. Antheunis, C. G. van der Lee, E. O. Postma, S.
Wubben, and G. van Noort (2020). “The use of computer vision to
analyze brand-related user generated image content”. Journal of
Interactive Marketing. 50: 156–167.

Naylor, R. W., C. P. Lamberton, and D. A. Norton (2011). “Seeing
ourselves in others: Reviewer ambiguity, egocentric anchoring, and
persuasion”. Journal of Marketing Research. 48(3): 617–631.

Netzer, O., R. Feldman, J. Goldenberg, and M. Fresko (2012). “Mine
your own business: Market structure surveillance through text min-
ing”. Marketing Science. 31(3): 521–543.

Oh, C., S. Sasser, and S. Almahmoud (2015). “Social media analytics
framework: The case of Twitter and super bowl ads”. Journal of
Information Technology Management. 26(1): 1–18.

Oh, H. J., E. Ozkaya, and R. LaRose (2014). “How does online social
networking enhance life satisfaction? The relationships among online
supportive interaction, affect, perceived social support, sense of
community, and life satisfaction”. Computers in Human Behavior.
30(January): 69–78.

Ordenes, F. V., S. Ludwig, K. De Ruyter, D. Grewal, and M. Wetzels
(2017). “Unveiling what is written in the stars: Analyzing explicit, im-
plicit, and discourse patterns of sentiment in social media”. Journal
of Consumer Research. 43(6): 875–894.

Osborne, P. and D. Ballantyne (2012). “The paradigmatic pitfalls of
customer-centric marketing”. Marketing Theory. 12(2): 155–172.

Oulasvirta, A., T. Suomalainen, J. Hamari, A. Lampinen, and K. Karvo-
nen (2014). “Transparency of intentions decreases privacy concerns
in ubiquitous surveillance”. Cyberpsychology, Behavior, and Social
Networking. 17(10): 633–638.

Paek, H. J., T. Hove, Y. Jung, and R. T. Cole (2013). “Engagement
across three social media platforms: An exploratory study of a
cause-related PR campaign”. Public Relations Review. 39(5): 526–
533.

Pang, B. and L. Lee (2008). “Opinion mining and sentiment analysis”.
Foundations and Trends® in Information Retrieval. 2(1–2): 1–135.

Full text available at: http://dx.doi.org/10.1561/1700000073



References 77

Pauwels, K., Z. Aksehirli, and A. Lackman (2016). “Like the ad or the
brand? Marketing stimulates different electronic word-of-mouth con-
tent to drive online and offline performance”. International Journal
of Research in Marketing. 33(3): 639–655.

Pennebaker, J. W., R. L. Boyd, K. Jordan, and K. Blackburn (2015). The
Development and Psychometric Properties of LIWC2015. University
of Texas at Austin.

Pennycook, G. and D. G. Rand (2019). “Fighting misinformation on
social media using crowdsourced judgments of news source quality”.
Proceedings of the National Academy of Sciences of the United States
of America. 116(7): 2521–2526.

Punj, G. (2017). “Consumer intentions to falsify personal information
online: Unethical or justifiable?” Journal of Marketing Management.
33(15–16): 1402–1412.

Qiu, L., H. Rui, and A. B. Whinston (2014). “Effects of social networks
on prediction markets: Examination in a controlled experiment”.
Journal of Management Information Systems. 30(4): 235–268.

Ribarsky, W., D. X. Wang, and W. Dou (2014). “Social media analytics
for competitive advantage”. Computer and Graphics. 38(February):
328–331.

Riquelme, I. P., S. Román, and D. Iacobucci (2019). “Perceived decep-
tion in online consumer reviews: Antecedents, consequences, and
moderators”. In: Review of Marketing Research: Marketing in a
Digital World. Ed. by A. Rindfleisch and A. Mater. Vol. 16. Emerald.
141–166.

Rocklage, M. D. and R. H. Fazio (2020). “The enhancing versus back-
firing effects of positive emotion in consumer reviews”. Journal of
Marketing Research. 57(2): 332–352.

Rust, R. T., W. Rand, M.-H. Huang, A. T. Stephen, G. Brooks, and
T. Chabuk (2021). “Real-time brand reputation tracking using social
media”. Journal of Marketing. 85(4): 21–43.

Sacha, D., A. Stoffel, F. Stoffel, B. C. Kwon, G. Ellis, and D. A. Keim
(2014). “Knowledge generation model for visual analytics”. IEEE
Transactions on Visualization and Computer Graphics. 20: 1604–
1613.

Full text available at: http://dx.doi.org/10.1561/1700000073



78 References

Saxton, G. D. and L. Wang (2014). “The social network effect: The de-
terminants of giving through social media”. Nonprofit and Voluntary
Sector Quarterly. 43(5): 850–868.

Schneider, M. J. and D. Iacobucci (2020). “Protecting survey data on a
consumer level”. Journal of Marketing Analytics. 8: 3–17.

Schweidel, D. A. and W. W. Moe (2014). “Listening in on social media:
A joint model of sentiment and venue format choice”. Journal of
Marketing Research. 51(4): 387–402.

Scott, J. (2017). Social Network Analysis. 4th edition. Thousand Oaks,
CA: Sage Publications.

Simon, H. A. (1977). The New Science of Management Decision. Revised
Edition, Prentice-Hall, NJ.

Sinha, V., K. S. Subramanian, S. Bhattacharya, and K. Chaudhuri
(2012). “The contemporary framework on social media analytics as
an emerging tool for behavior informatics, HR analytics and busi-
ness process”. Management: Journal of Contemporary Management
Issues. 17(2): 65–84.

Sivarajah, U., Z. Irani, S. Gupta, and K. Mahroof (2020). “Role of big
data and social media analytics for business to business sustainabil-
ity: A participatory web context”. Industrial Marketing Management.
86(April): 163–179.

Smith, C. N. and H. H. Seitz (2019). “Correcting misinformation about
neuroscience via social media”. Science Communication. 41(6): 790–
819.

Soucek, B. (1991). Neural and Intelligent Systems Integration. New
York: John Wiley and Sons.

Sponder, M. (2012). Social Media Analytics: Effective Tools for Building,
Interpreting, and Using Metrics. Kindle Edition, McGraw Hill.

Stephen, A. T. (2016). “The role of digital and social media marketing
in consumer behavior”. Current Opinion in Psychology. 10: 17–21.

Stephen, A. T. and J. Galak (2012). “The effects of traditional and
social earned media on sales: A study of a microlending marketplace”.
Journal of Marketing Research. 49(5): 624–639.

Sutton, R. S. and A. G. Barto (2018). Reinforcement Learning: An
Introduction. MIT Press.

Full text available at: http://dx.doi.org/10.1561/1700000073



References 79

Thomas, J. and K. Cook (2005). Illuminating the Path: The Research
and Development Agenda for Visual Analytics. Richland, WA, USA:
Pacific Northwest National Laboratory.

Tirunillai, S. and G. J. Tellis (2012). “Does chatter really matter? Dy-
namics of user-generated content and stock performance”. Marketing
Science. 31(2): 198–215.

Tirunillai, S. and G. J. Tellis (2014). “Mining marketing meaning from
online chatter: Strategic brand analysis of big data using latent
dirichlet allocation”. Journal of Marketing Research. 51(4): 463–479.

Toubia, O. and O. Netzer (2017). “Idea generation, creativity, and
prototypicality”. Marketing Science. 36(1): 1–20.

Trusov, M., R. E. Bucklin, and K. Pauwels (2009). “Effects of word-
of-mouth versus traditional marketing: Findings from an internet
social networking site”. Journal of Marketing. 73(5): 90–102.

Tsimonis, G. and S. Dimitriadis (2014). “Brand strategies in social
media”. Marketing Intelligence and Planning. 32(3): 328–344.

van Gerven, M. and S. Bohte (2018). Artificial Neural Networks as
Models of Neural Information Processing. Lausanne, Switzerland:
Frontiers Media.

Verhoef, P., E. Kooge, and N. Walk (2015). Creating Value with Big Data
Analytics: Making Smarter Marketing Decisions. London: Routledge.

Wang, Y., Q. Deng, M. Rod, and S. Ji (2020). “A thematic exploration
of social medial analytics in marketing research and an agenda for
future inquiry”. Journal of Strategic Marketing. (April): 1–21.

Wasserman, S. and K. Faust (1994). Social Network Analysis: Methods
and Applications. Cambridge, UK: Cambridge University Press.

Wu, X., X. Zhu, G.-Q. Wu, and W. Ding (2014). “Data mining with
big data”. IEEE Transactions on Knowledge and Data Engineering.
26(1): 97–107.

Yu, M., Z. Li, Z. Yu, J. He, and J. Zhou (2020). “Communication
related health crisis on social media: A case of COVID-19 outbreak”.
Current Issues in Tourism, ahead-of-print.

Yu, Y., W. Duan, and Q. Cao (2013). “The impact of social and conven-
tional media on firm equity value: A sentiment analysis approach”.
Decision Support Systems. 55(4): 919–926.

Full text available at: http://dx.doi.org/10.1561/1700000073



80 References

Zhong, N. and D. A. Schweidel (2020). “Capturing changes in social me-
dia content: A multiple latent changepoint topic model”. Marketing
Science. 39(4): 827–846.

Full text available at: http://dx.doi.org/10.1561/1700000073




