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Abstract

Background: Social media marketing (SMM) has revolutionized the digital

world. With social media’s increasing popularity and usage, businesses have

turned to these platforms to reach consumers and promote their products. In­

terestingly, consumers search online for information about products and ser­

vices before making purchase decisions. This paper aims to review the latest

academic literature with a high level of detail on the influence of social media

marketing on consumers’ purchase intention. Moreover, it provides researchers

with an idea of prior studies and guides them for future research, giving busi­

nesses an insight into how SMM activities could influence consumers buying

behavior.

Methods: This review adheres to the Collaboration for Environmental Evi­

dence’s guidelines and complies with the reporting standard ROSES (Reporting

Standards for Systematic Evidence Synthesis). The database Scopus was used

for the study’s article selection process, and the review was limited to articles

published between 2018 ­ 2022. The search terms and strategies have been

developed to identify the impact of SMM on purchase intention.

Findings: The study identified four main themes, which are 1) Types of

social media marketing, 2) Strategic approaches to effective social media ad­

vertising, 3) Social commerce 4) Consumer perspective. The findings allow

marketers and researchers to better understand the current trend in SMM and

consumer behaviour.

Keywords: Social media marketing, e­commerce, online marketing, Pur­

chase decision, E­ WOM, Repurchase intention
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Chapter 1

Introduction

1.1 Booming trend of Social media marketing

Social media platforms have become an indispensable part of human lives these

days. Social media started as a communication channel, gradually becoming a

medium for marketing. These virtual platforms, such as Instagram, Facebook,

LinkedIn, and Twitter, have transformed how humans interact (Alalwan, 2018).

According to recent statistics for January 2023, 59.4 percent of the global pop­

ulation uses social media (Statista, 2023). Another recent study by Statista

(2023) reveals that the most popular social network worldwide is Facebook,

Youtube, WhatsApp, Instagram, and WeChat, of which Facebook has the high­

est number of active users.

As the number of social media users continued to grow, businesses recog­

nized the potential of these platforms and began leveraging them for marketing

purposes. Moreover, this rise in social media usage has led to an increase in indi­

viduals searching for brand and product information online, as noted by (Dwivedi

et al., 2021; Shareef et al., 2019). Social media marketing and conventional

marketing differ in the medium used to convey a message. Traditional market­

ing typically employs print media such as magazines and newspapers, whereas

social media marketing leverages digital platforms.

The global expenditure on advertising had been consistently rising until 2020,

when the COVID­19 pandemic forced many industries to pause. Fortunately, the

1



1.1. Booming trend of Social media marketing 2

advertising market exhibited strong growth in 2021 and is projected to maintain

this trend, exceeding one trillion U.S. dollars by 2026 (Statista, 2023). With

an increase in social network users, the expenditure on social media adver­

tising has reached approximately 230 billion U.S. dollars, projected to exceed

300 billion by 2024 (Statista, 2023). For instance, the U.K. has the highest

advertising spending among the several European countries. Facebook, the

most popular social network worldwide, has a growing number of users reach­

ing the 3 billion threshold. This presents numerous opportunities for businesses

of all sizes to advertise their products and gain exposure, attention, and per­

ception. In 2021, Facebook’s advertising revenue exceeded 114 billion U.S.

dollars (Statista, 2023).

Figure 1.1: Social media platforms used by marketers worldwide
2022 (Statista, 2023)

With the increasing prevalence of social media in everyday life, marketers

can take advantage of this new trend, enabling companies to reach a bigger mar­

ket. Businesses need social influence to connect with their existing and prospec­

tive customers (Mangold and Faulds, 2009). Therefore companies can utilize

various marketing strategies on social media platforms, including advertising,
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electronic word­of­mouth, customer relationship management, and branding.

However, the primary focus of research and practical applications regarding so­

cial media marketing has been advertising (Algharabalwan et al.,2017). This

technique can reach a significantly larger audience than conventional market­

ing methods. Figure 1.1 shows the percentage of marketers using social media

platforms in 2022. It can be seen that the most percentage of marketers use

Facebook for marketing purposes, followed by Instagram, Linkdlin, Youtube,

Twitter, TikTok, and Snapchat. As social media continues to evolve rapidly, it is

vital for marketers to stay updated with the latest trends and best practices to

leverage these platforms successfully.

Companies across the world use social media to attract and let people know

about their products and services in this digital age as highlighted in a study

by Alalwan (2018). Additionally, social media has emerged as a useful tool for

businesses looking to expand their customer base beyond the local market and

increase their reach globally, as noted by (Gao et al., 2018). Similarly, Ting et al.

(2016) mentioned that many organizations have begun using social media to

communicate with potential consumers and boost their likelihood of purchasing.

These platforms allow two­way communication, which will enable companies

to respond to customer inquiries, complaints, and feedback in a timely and

personalized manner. In line with this theory, (Ebrahim, 2020) suggests that

it is essential for companies to understand the unique characteristics of each

social media platform and tailor their approach accordingly. Moreover, the study

emphasizes that social media can be used to enhance brand awareness, increase

customer loyalty and drive sales.

1.2 Introduction to SMM

According to Weinberg (2009), social media marketing (SMM) is a comprehen­

sive approach focusing on advertising products and services through social me­

dia platforms. Chris Shipley, a global research director of Guidewire Group,

coined the term ”social media.” It was first introduced at the BlogOn conference

in June 2004. There are two primary methods typically used for social media

marketing. The first method is creating online communities for interacting with
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their fans using free technologies like brand communities integrated into so­

cial networking sites like Instagram, Facebook, Youtube, and Twitter (Tuten and

Solomon, 2017). The second method is the usage of paid advertisements on

social media platforms such as Instagram, Facebook, and Youtube (Razmerita

et al., 2016). These methods can significantly improve purchase intentions

among consumers.

The rapidly evolving technologies of the digital era have brought about a

significant transformation in the way consumers make purchase decisions, with

electronic word­of­mouth (e­WOM) playing a pivotal role. Derived from tradi­

tional word­of­mouth, e­WOM has emerged as a new form of marketing. Gold­

smith and Horowitz (2006) defined e­WOM as a type of communication that

occurs on the internet and can be shared through various online applications

such as social networking sites, review sites, blogs, and online platforms.

Belanche et al. (2020) suggests that e­WOM plays a crucial role for con­

sumers by providing valuable feedback on online platforms. In fact, many con­

sumers turn to social media platforms for recommendations and reviews before

making a purchase. The emergence of digital technologies and the Internet has

led to the evolution of word­of­mouth marketing, which has taken on various

new forms such as electronic word­of­mouth (e­WOM), word­of­mouth mar­

keting, viral marketing, email marketing and Internet word­of­mouth, (Goyette

et al., 2010). Reyes­Menendez et al. (2019) did a study on Trip Advisor (an online

travel platform that provides information and reviews about various travel des­

tinations, accommodations, restaurants, and activities) and other social tourism

platforms. The authors concluded that credibility influences the adoption of e­

WOM by users for the decision­making process. In other words, brands are

responsible for engaging their customers positively through social media ads,

thereby leading to positive WOM. Finally, this positive thought from the ads

leads the consumers to repurchase (Belanche et al., 2020).

Although social media ads fall under the category of Internet ads, their clas­

sification as Web 2.0 means that customers may perceive and experience them

differently. This difference in focus can be attributed to the distinctive character­

istics of social media advertising, which allow customers to interact more actively

with targeted ads, as pointed out by Laroche et al. (2013); Tuten and Solomon
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(2017). The processes of evaluating and forming perceptions about products

and developing final attitudes toward them have shifted significantly toward a

new pattern of multidimensional communication. Nowadays, consumers tend to

value and trust peer opinions more than traditional marketing advertisements

Algharabat et al. (2018); Aswani et al. (2018). Overall, the shift towards peer

opinions as a critical factor in consumer decision­making represents a signifi­

cant change in how companies approach marketing and product development.

To stay competitive in today’s market, businesses need to adapt to this new

reality and leverage the power of social media to connect with their customers

and build solid and lasting relationships.

Marketing managers face a formidable challenge when it comes to social

media marketing. However, if utilized adeptly, SMM can become a complex

tool to elicit favorable customer responses, positively impacting their purchase

intentions Chen and Lin (2019). The paper also emphasizes that engaging in

these SMM activities stimulates consumer engagement and consumer experi­

ence, which, in turn, can significantly impact brand equity and subsequent pur­

chase intentions and behaviors. Kaushal and Kumar (2016) suggests that con­

sumers’ attitudes towards an advertisement can affect their attitude towards the

brand being advertised, which in turn can influence their purchase intention. In

line with this theory, Gaber et al. (2019) conducted a study on Instagram ad­

vertising and consumer experiences and found that consumer attitudes were

influenced by perceived entertainment value, usefulness, credibility, and the

absence of annoyance caused by the advertisement.

Numerous studies have been carried out to examine the correlation concern­

ing social media marketing and consumer purchase decisions. According to a

study conducted by Chu and Kim (2011), it is indicated that social media mar­

keting positively influences consumers’ purchase decisions. Similarly, (Balakr­

ishnan et al., 2014)discovered that online marketing communications, includ­

ing electronic word­of­mouth, online communities, and online advertisements,

serve as effective promotional tools for brands and products through company

websites and social media platforms. The findings from these studies collec­

tively demonstrate that social media marketing can enhance brand awareness,

brand equity, and overall purchase intention. This is because online marketing
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helps companies to engage with their customers on a personal level. Moreover,

businesses can attract and retain potential customers by creating and sharing

valuable content such as discounts, promotions, and customer reviews.

1.3 Background of systematic literature review

The systematic literature review was first established in medicine in the 1990s,

which aimed to develop well­informed decision­making to support the medical

field. Originally, the QUOROM criteria were developed to assess the quality of re­

porting. However, ten years later, the QUOROM criteria underwent updates and

extensions, resulting in the development of the PRISMA guidelines. (Preferred

Reporting Items for Systematic reviews and Meta­Analyses)(Haddaway et al.,

2018). However, over time, systematic review methodology has expanded its

reach to various other fields, such as social welfare, public and environmental

health, and software engineering.

Haddaway et al. (2018) identified several issues related to the application

of PRISMA to environmental systematic reviews and maps and hence found

an alternative for PRISMA, which is ROSES (Reporting Standards for System­

atic Evidence Synthesis ). ROSES facilitate full transparency in reporting and

enable reviews to showcase the methodological strengths of the studies being

examined. This is done to enable peer review, ensure sufficient reporting of

systematic reviews, and help raise standards in future reviews. The Collabora­

tion for Environmental Evidence (CEE) serves as the coordinating organization

for reviews in the fields of conservation and environmental management. Its

primary objective is to enhance reviews’ policy and practical relevance while

ensuring reviewers adhere to established standards and procedures.

In a systematic literature review, the reviewer develops the SLR technique

or plan before starting the evaluation process. Following this, several specified

databases are searched using specific keywords (Robinson and Lowe, 2015). In

SLR, grey literature is not mostly included, and it depends on the type of re­

search question(Rothstein and Hopewell, 2009). Grey literature includes elec­

tronic or print information that is created by various entities, including govern­

ment, academic, business, and industry and is not under the control of com­
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mercial publishers (Rothstein and Hopewell, 2009). The next step is the data

extraction process which consists of two methods. Firstly, a data extraction

tool can be used to identify specific data. Secondly, by engaging two or more

reviewers for data extraction (Robinson and Lowe, 2015).

The structure of a systematic literature review typically follows a well­defined

process. It begins with clearly defined research objectives and research ques­

tions that guide the entire review. The next step involves developing a compre­

hensive search strategy to identify relevant studies from various sources, such

as academic databases, conference proceedings, and grey literature. Once the

studies are identified, they undergo a systematic screening process based on

predefined inclusion and exclusion criteria. This step helps to ensure that only

studies meeting the specific criteria are included in the review.

The selected studies then undergo a thorough assessment of their quality and

relevance, often using established appraisal tools. By extracting and synthesiz­

ing the data from the studies, a comprehensive understanding of the current

knowledge on the research topic is provided. Finally, the findings are ana­

lyzed, interpreted, and presented in a clear and organized manner (Robinson

and Lowe, 2015). The systematic literature review structure ensures a rigorous

and transparent approach to reviewing and summarizing the existing evidence,

providing valuable insights for researchers, practitioners, and decision­makers.

In addition to the steps mentioned earlier, the structure of a systematic lit­

erature review also includes a meta­analysis, if applicable. A meta­analysis

involves a statistical synthesis of data from multiple studies to obtain more ro­

bust and generalizable conclusions. This step requires careful consideration

of the homogeneity of the selected studies in terms of study design, sample

characteristics, and outcome measures. The inclusion of a meta­analysis adds

another layer of rigor and allows for quantifying the effect sizes and assessing

the statistical significance of the results. Finally, a systematic literature review

concludes with a discussion section highlighting the key findings, identifying any

limitations or biases in the review process, and providing recommendations for

future research (Robinson and Lowe, 2015). Overall, the structured approach

of a systematic literature review ensures transparency, replicability, and a com­
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prehensive understanding of the existing evidence base. Figure 1.2 shows the

structure of this review process.

Figure 1.2: Structure of review process

1.4 Research objective

Prior research has identified factors that lead customers to repurchase in an

online setting. These factors are based on the purchase experience of cus­

tomers, the characteristics of social media platforms, and the online retailer’s
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performance. Because of the growing interest in this area, there has been a

steady rise in the annual publication of articles. Figure 1.3 show the number

of articles published from 2018 to 2022 in the database Scopus based on the

inclusion criteria discussed in Chapter 2. Every year, there is an incremental

growth of research in this field. Although numerous review papers are based on

this subject, none do a transparent, systematic review based on the Reporting

Standards for Systematic Evidence Synthesis (ROSES). ROSES reporting stan­

dard enables evidence­informed decision­making and prioritizes using the most

reliable and relevant research evidence available in making decisions Haddaway

et al. (2018). It allows evidence synthesis in systematic reviews and helps col­

late and summarise the results.

Figure 1.3: Number of articles published over the years 2018 to 2022 based
on the inclusion criteria

Therefore the objective of this thesis is to conduct a systematic literature

review on existing literature using the ROSES reporting standard. Additionally,

this paper explores the relationship between social media advertising and pur­

chase decision­making, focusing on identifying the key factors that influence

consumer behavior in this context. Furthermore, this study specifically centers

on the most recent (2018­2022) developments or trends in this area. Hence

this review allows researchers or managers to stay up­to­date with the recent

advancements in SMM and consumer behaviors.
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The primary research question for this study was formulated based on the

PICO framework, a widely accepted framework utilized by researchers to de­

velop practical research questions. PICO stands for the criteria: Population,

Intervention, Comparison, and Outcome. The statistical population or study

group to which the intervention is applied is called the population. The variable

to which the subject population is exposed is the intervention. The comparator is

the alternative intervention. The outcome represents all the relevant outcomes

from the proposed intervention that can be reliably measured. The three criteria

used in this research question are Population( Social media users), Intervention

(Social media advertisement/marketing), and Outcome (Repurchase intention),

as shown in Table 1.1. This led to the formulation of the research question,

“How do social media ads influence consumer’s repurchase decisions?”.

Table 1.1: PICO framework

Population Social media users

Intervention Social media advertisement

Comparator Nil

Outcome Repurchase intention/purchase decision



Chapter 2

Methodology

This section describes the procedures of doing a systematic literature review. A

brief explanation of the ROSES review protocol used in this study is given at the

beginning of the methods section. Subsequently, the inclusion and exclusion

criteria is outlined. This section provides a clear understanding of the inclusion

and exclusion criteria which enabled to reduce the number of articles. The lit­

erature search methodologies are discussed in Section 2.3, which includes the

time period of conducting this review, the database used, and the search crite­

ria. This section also describes the identification, screening, and eligibility steps

in the search procedure. Finally, a ROSES flow diagram is included, ensuring

the review process’s transparency and quality.

2.1 Review protocol ­ ROSES

The methodology for this study followed the Reporting Standards for Systematic

Evidence Synthesis (ROSES) review protocol. This ensures a rigorous and com­

prehensive approach to synthesizing evidence. ROSES emphasizes on the early

and intermediate stages of the review process, such as looking for relevant re­

search, screening them for eligibility, extracting data from the selected studies,

and conducting the critical appraisal. However, it provides limited detail on the

synthesis stage of the review (Haddaway et al., 2018).ROSES enable reliable

synthesis of research papers for evidence­informed decision­making in environ­

mental policy, research, and practice (Haddaway et al., 2018). The research

11
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question for the review was created based on the SLR criteria. A systematic

search strategy was adopted, which consists of three processes: identifying rel­

evant keywords, screening articles, and eligibility. Finally, the selected articles

are subjected to a quality appraisal.

2.2 Inclusion and Exclusion criteria

Setting inclusion and exclusion criteria helps filter articles and select higher­

quality publications. These criteria include factors such as the publication year,

language, type, source, and research question. Firstly, the review is focused

on a five­year timeline, specifically from 2018 to 2022, as these periods give

the latest advancement in this study area. Secondly, only peer­reviewed articles

were included in the study, which means conference papers, books, and reviews

were excluded. Finally, the study only included English articles. Table 2.1 shows

the inclusion and exclusion criteria.

Table 2.1: Inclusion and Exclusion criteria

Criteria Inclusion Exclusion

Year 2018­2022 Papers published before 2018 and published in 2023

Language English Languages other than English

Publication type Article Conference paper, Book chapter, Review

Publication stage Final Article in press

Source type Journal Conference proceedings, Book series, Book, Trade journal

Research question • No relevant keywords in title and abstract

• Articles which are not accessible in full text

2.3 Literature search strategies

The search was conducted during the first week of February 2023. To identify

relevant literature, only the database Scopus was used. Scopus is a powerful
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database that enables complex search strings. The Scopus database’s powerful

search tools and analytical capabilities allow researchers to refine their search

criteria, extract relevant data, and gain insights into research trends and emerg­

ing topics (Burnham, 2006). Additional search options, such as hand­searching

calls for proof or submission of evidence by stakeholders, were not performed.

The search term was developed during the review scoping stage, and it involved

trialing the search strings and recording the results. The search criteria for this

topic is an advanced search function involving Boolean operators, truncation,

and phrase searching. This resulted in extracting relevant articles and filtering

out irrelevant results. The identified relevant articles were then exported into an

Excel file for further analysis. Additionally, there were no updates in the review

during the conduct of the review since it was performed in a short time.

2.3.1 Identification

A comprehensive approach was taken to conduct the identification process for

this study. This included examining synonyms of relevant keywords, review­

ing previous studies’ keywords, and considering alternative spellings and Sco­

pus’s suggestions. The keywords used include “ Social media marketing”,” social

media advertising”,” E­commerce”,” E­WOM”,” Online marketing”, ”Social com­

merce”,” e­ advertising”,” Repurchase intention”,” Purchase intention”,” Purchase

decision”. The current set of keywords was expanded into a comprehensive

search string by using Boolean operators, phrase searching, and truncation with

wildcard symbols in the central database Scopus. This approach led to the dis­

covery of 2088 articles, and the keyword search string is as follows:

TITLE­ABS­KEY ( ( ”Social media marketing” OR ”E­Commerce” OR ”E­

WOM” OR ”Online marketing” OR ”social commerce” OR ”social media advertis­

ing” OR ”e­advertising” ) AND ( ”Repurchase intention” OR ”Purchase intention”

OR ”Purchase decision”) ).

2.3.2 Screening

Considering the large number of articles in the database, it was impractical to

review all of them at a time. Therefore, the 2088 articles were subjected to

a screening process by the database sorting tool. This approach allowed for a
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more targeted and precise scope of articles to be considered. Higgins and Green

(2011) suggest that when research is deemed to have been published over a

specific period, the release of the timeline should be restricted. Okoli (2015) also

proposes that researchers choose a particular time frame within which they can

complete the research. Although the research on social media advertising only

started to increase dramatically in 2017, several related articles were already

published. Hence, the time frame between 2018 to 2022 was selected for this

study, being the first inclusion criterion.

The screening process was conducted in accordance with the ROSES stan­

dard (Haddaway et al., 2018) and involved three distinct stages, namely: Title,

abstract, and full­text screening. The initial stage involved evaluating the titles,

followed by assessing the abstracts, and finally, conducting a thorough review

of the full texts. The final sample of articles for this study was restricted to

peer­reviewed sources only, and all other non­peer­reviewed sources—such as

conference papers, book chapters, not peer­reviewed journal articles, and other

grey literature—were excluded based on the exclusion criterion. This was done

to ensure the high quality of the research. Additionally, only publications writ­

ten in English were taken into consideration because the language was another

crucial inclusion criterion which resulted in 820 publications.

2.3.3 Eligibility

To filter out the articles, the eligibility process involved selecting articles from

the years 2018 to 2022 with high citations and relevance. The top 20 search

results were included in the study, which totaled 100 samples for five years.

For the years 2018 to 2021, the cutoff for the citation is taken as 50. Whereas

for the year 2022, the cutoff taken is 4. The lower cutoff for 2022 papers is

because they are more recent and therefore have had less time to accumulate

citations. The next step was to filter out the articles based on tile screening. This

resulted in the reduction of the number of relevant articles to 64 since it does

not meet the eligibility criteria. The remaining articles were then removed by

abstract screening, which resulted in a total of 47 papers since it does not contain

relevant keywords. Next, the articles were subjected to full­text screening. Nine

articles were excluded in this step since it does not meet the inclusion criteria,
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which are listed with reasons for exclusion in table 2.2. This resulted in 38

papers, of which the full text of 3 papers was not accessible. The retrieved

papers followed a thorough evaluation, and any publications that did not adhere

to the established standards were excluded, which are shown in table 2.2. Hence

a total of 35 samples were subjected to critical appraisal and further synthesis.

Table 2.2: List of excluded papers after full­text screening

List of excluded papers after full­text screening Reason

(Li, 2019),(Koch et al., 2020),(Kong et al., 2020), No relevant population

(Shankar et al., 2020), (Seo and Park, 2018), No relevant intervention

(Li and Ku, 2018),(Sullivan and Kim, 2018), Ambiguous data

(Lin, Wang and Hajli, 2019),(Gu et al., 2021)

The ROSES flow diagram ensures the transparency and quality of the re­

view process. The first block represents screening processes which include the

records identified from the database searched. The subsequent block repre­

sents the search process. The blocks show the different inclusion and exclusion

of articles. Finally, the third block represents the critical appraisal and synthesis

process where the articles included for review are subjected to data extraction

and synthesis. Figure 2.1 below illustrates the stages at which evidence is ex­

cluded during the review and it shows the results of the search strategy. This

enables reviewers to have a clear and transparent overview of the screening

process, which is important for ensuring the reproducibility and rigor of the re­

view.
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Figure 2.1: Roses flow chart



Chapter 3

Critical Appraisal

This chapter focuses on checking the validity and reliability of the included stud­

ies. In systematic literature reviews, critical appraisal plays a crucial role in

determining the eligibility for data synthesis. Petticrew and Roberts (2008) sug­

gests that reviewers must classify selected articles into one of the three cate­

gories: low, medium, and high quality. It involves a systematic evaluation of

scientific studies to assess their trustworthiness, value, and relevance within a

specific context. The critical appraisal guarantees that the studies included in

the review are of excellent quality, valid, and pertinent to the research question

(Haddaway et al., 2018).

The studies that satisfy the eligibility requirements are evaluated effectively

in order to determine internal and external validity. Internal validity measures

how well a study is conducted and how accurately its results reflect the studied

group, which is assessed as the risk of bias. In contrast, external validity mea­

sures the applicability or generalizability of the findings to a given population

(Stone et., al 2023). Once identified as eligible, studies will undergo an appraisal

to determine their level of bias, which will be classified as ”low,” ”moderate,” or

”high” risk of bias. Table 3.1 shows the factors selected for critical appraisal

criteria. Moreover, to assess the quality of the articles, the following questions

were created:

1. Is the study related to consumer buying decisions and social media adver­

tising?

17
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2. Is the research’s information clear and satisfactory?

3. Has the research methodology been applied correctly?

4. Is the data collection process clearly outlined?

5. Is the data analysis procedure clearly explained?

Table 3.1: Risk of bias

Factor Low­risk bias Moderate­risk bias High­risk bias

Data collection Survey research, Observational Case studies

Methods empirical studies

Demographics Online Online Particular group

Relation between Relation between No relation between

Objectives objectives and objectives and objectives and

methodology methodology methodology

Target population Social media users Social media users Others

A clear description of statistical analysis and statistical analysis and

Statistical analysis statistical analysis and results are clear enough results are not clear

results

Social media platforms Choosing one or more Choosing at least one Not choosing any

platforms platform platform

To get the data required for data synthesis, studies with ”low” and ”mod­

erate” risks of bias were used. In contrast, studies with a “high” risk of bias

are excluded from this study. After applying the critical appraisal criteria, three

articles (Liu et al., 2021; Campbell and Farrell, 2020; Li et al., 2021) are ex­

cluded because of high­risk bias and do not satisfy the critical appraisal criteria.

In comparison, all the remaining studies were of “low” or ”moderate” risk of

bias. Hence these studies are used further to extract relevant data for narrative

synthesis since these studies are of high quality, and the results are reliable and

generalizable.
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3.1 Data extraction

The data extraction process involves gathering relevant information from var­

ious studies for further analysis. The data extraction process is documented,

and the details of the included studies are provided in Section 3.3 for increased

transparency. The primary extracted data from primary studies include study

design, population, outcomes, social media platforms, and consumer behavioral

characteristics, which will help answer the research question. These extracted

data were grouped into the following themes 1) types of social media mar­

keting, 2) Strategic approaches to effective social media advertising, 3) social

commerce, and 4) customer’s perspective.

3.2 Data synthesis

The form of evidence synthesis used in this review is narrative synthesis. A

narrative synthesis is done to represent the data of all included studies with

a low and moderate risk of bias. These papers were analyzed for themes by

looking at the titles, abstract and entire contents of the publication. The studies

include quantitative, qualitative, and mixed­method designs. The themes were

identified by detecting the trends among the abstracted data of all reviewed

articles. Then, similar data were put together, resulting in four primary groups.

The themes were re­assessed to confirm their validity and reliability. The themes

were given appropriate names in the following stage. The following sections

elaborate on the key themes identified from these selected papers based on the

studied area.

3.3 Results

3.3.1 Background of selected articles

From the 2088 initial hits from the Scopus database, 31 unique studies were

filtered out after the screening and critical appraisal stage. The 31 included

articles were divided into four themes: types of SMM, strategic approach to

effective social media advertising, social commerce, and consumer perspec­
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tive. These are discussed in detail in subsequent sections. The majority of the

articles reviewed the data through questionnaire surveys. This approach was

chosen due to its affordability, convenience, accessibility, and ability to provide

a large sample size for the research. The majority of the articles included in the

study incorporated data from various social media platforms, including Insta­

gram, Facebook, Twitter, WhatsApp, and YouTube. These platforms served as

sources of information and data for the research analysis. These studies were

conducted in different parts of the world, such as China, India, Egypt, Italy, the

US, Malaysia, Indonesia, Hongkong, Nigeria, and Tunisia.

3.3.2 Types of social media marketing

Many studies report a positive association between influencer marketing and

purchase decisions. Out of the selected articles,(Arora et al., 2019; Jin et al.,

2019; Hwang and Zhang, 2018; Li et al., 2021) focused on influencer marketing.

(Hwang and Zhang, 2018) did an empirical study, and they suggest that paraso­

cial relationships have a significant impact on followers’ purchase decisions to­

wards digital celebrities on social media platforms. The study observed that

parasocial relationships could reduce followers’ persuasion knowledge, thereby

positively affecting their purchase and e­ WOM intentions. Moreover, the study

points out that empathy and low self­esteem positively affect their purchase and

e­WOM intentions.

According to Jin et al. (2019), in alignment with the aforementioned the­

ory, consumers tend to perceive brand posts by Instagram celebrities as more

trustworthy, develop a more positive attitude towards the brand endorsed, ex­

perience a stronger sense of social presence, and sense increased envy towards

the source compared to consumers exposed to traditional advertisements. Fur­

thermore, a study conducted by Zafar et al. (2021) showcases the impact of

social media celebrities on consumers’ impulse­buying tendencies. The findings

of this study indicated that the authenticity of a celebrity’s post has a positive

direct effect on consumers’ urge to buy impulsively.

The study by (Arora et al., 2019) identified key factors to determine social

media influencers on Facebook, Instagram, and Twitter, and these factors in­

clude engagement, outreach, sentiment, and growth. Likewise, Jin and Ryu
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(2020) investigated the impacts of Instagram influencers and their branded

content generated by users on consumer behavior outcomes. Moreover, the

study indicated that factors like the type of branded content, influencer gender,

and the distinction between Instagram celebrities and mainstream celebrities

as content generators can play a moderating role in the relationship between

envy, parasocial interaction, consumer characteristics, and consumer behav­

ior outcomes. Notably, these behavior outcomes encompass variables such as

brand trust and purchase intentions. Furthermore, the paper underscores the

effectiveness of influencer marketing as a powerful branding strategy.

The studies by (Sun and Wang, 2020; Li et al., 2021; Ma, 2021; Lu and

Chen, 2021) focused on live­stream shopping. (Sun and Wang, 2020) con­

ducted a study showing that visibility, meta voicing affordance, guidance shop­

ping affordance, and affordance can positively impact customers’ buying deci­

sions. The paper highlights the importance of live­streaming shopping platforms

for businesses to improve sales performance. The authors also emphasize the

importance of enhancing visibility and meta­voicing in live­streaming videos to

improve the clarity and authenticity of the videos. Overall the paper conveys

that customer engagement through live streaming can enhance purchase inten­

tions.

Likewise, (Li et al., 2021) suggests that live streaming services positively

affect user stickiness through emotional attachment to streamers and platform

attachment. Another study by Ma (2021) indicates that influential digital celebri­

ties are essential for the success of live­stream commerce. Finally,(Lu and Chen,

2021) developed a theoretical model that explains how live streaming affects

consumers’ purchase intention through product uncertainty reduction and trust

cultivation in the clothing and cosmetic sectors.

A recent study by Kowalczuk et al. (2021) focused on AR (augmented real­

ity) marketing, and they suggest that to generate favorable cognitive and emo­

tional reactions from consumers and encourage repurchase intentions, compa­

nies should offer AR applications that are highly responsive, informative, inter­

active, and feature authentic product presentations. Another area of study is

personalized advertising. It is the process of advertising in which a customized
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ad of a product or service is developed by a retailer based on prior customer

activities on the internet (Shanahan et al., 2019).

Shanahan et al. (2019) shed light on the influence of personalization on per­

ceived quality and brand loyalty through customer brand engagement and brand

attachment. Their studies suggest that personalization significantly changes

consumers’ attitudes toward advertised brands, primarily resulting in positive

attitudes and repurchase decisions. Cheung et al. (2020) propose that inter­

action, trendiness, and positive electronic word­of­mouth (e­WOM) play piv­

otal roles in influencing consumer brand engagement, brand awareness, and

brand knowledge for high­involvement products, particularly in the context of

smartphones. The study emphasizes the significance of these factors in shap­

ing consumer perceptions and behaviors toward brands in the highly involved

decision­making process of purchasing smartphones.

3.3.3 Strategic Approaches to Effective Social Media

Advertising

Multiple scholarly papers have directed their attention toward advertising on

social media platforms. Previous studies have identified six significant factors,

namely habit, performance expectancy, interactivity, hedonic motivation, per­

ceived relevance, and informativeness, as key determinants influencing con­

sumers’ purchase decisions. These factors play crucial roles in shaping con­

sumer attitudes and behaviors toward making purchases in the context of so­

cial media advertising. These conclusions have received support from (Alal­

wan, 2018) and recommend that marketers involved in social media advertising

should prioritize these factors. By doing so, marketers can effectively increase

customer engagement with ads played on social media platforms. Additionally,

(Alalwan, 2018) highlights the importance of perceived relevance on consumer

purchase intention. This means that customers will be more likely to purchase

the products advertised in social media ads as long as they believe these ads

are relevant to their own preferences and interests.

In a similar vein, (Hamouda, 2018) conducted a survey on Facebook users

in Tunisia and discovered a significant association between factors such as in­
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formativeness, credibility, entertainment, and social media advertising value.

These factors were found to positively influence consumer attitudes towards

social media advertising, as well as their behavioral responses in the service

sector. Furthermore, Tan et al. (2018) conducted a study on mobile social ad­

vertising in the service sector, focusing on consumers’ behavioral intentions.

The study aligns with the theory by emphasizing the importance of interactivity

and personal factors in shaping consumer behavior and intentions in the context

of mobile social advertising.

Shareef et al. (2019) studied the credibility in advertising value and the at­

titude towards an advertisement in social media platforms. According to their

findings, promotional activities for products are highly effective on social media

when they are initiated and shared by regular members of the network. How­

ever, if these activities are artificially generated and come across as a commer­

cial statement, they tend to lose credibility and may even irritate users, leading

to negative opinions about the advertisement’s value. Moreover, they identified

that promotional marketing for the same product and informal source derogation

are crucial factors that drive consumer persuasion. Additionally, they acknowl­

edge that the context in which a message is initiated on a social network is more

significant than the actual content of the message when it comes to persuading

consumers to develop a positive attitude towards the advertisement.

(Hussain et al., 2022) conducted a study examining the effectiveness of so­

cial media ads in driving value co­creation. The study indicates that factors

such as entertainment, aesthetic appeal, interactivity, and trendiness signifi­

cantly impact the advertising value of social media ads, subsequently influenc­

ing consumers’ intention to engage in value co­creation. Additionally, the study

emphasizes that marketers can enhance consumer brand engagement by incor­

porating interesting content that encourages consumer interaction with social

media ads, thus fostering value co­creation behaviors.

Chen and Lin (2019) investigated factors that influence social media inten­

tion. Firstly, their study confirmed that social media marketing has a consid­

erable impact on social identification and perceived value which subsequently

affects continuance intention, repurchase intention, and satisfaction. Secondly,

the study focuses on the importance of managing a brand community since con­
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sumers’ sources of product information for purchase decisions have shifted from

traditional media to social media. The study’s results validate that if companies

can assist users in identifying with their brand community, it can strengthen

users’ positive relationships with the brands they prefer and may even result in

users ceasing to purchase competitor products.

A recent study by (Sohaib et al., 2022) emphasizes that social media market­

ing activities such as interactivity, informativeness, WOM, personalization, and

trendiness play a considerable role in influencing relationship quality elements

such as trust, commitment, and satisfaction. These elements, in turn, have an

impact on which can affect online repurchase decisions. This is in line with the

study of (Hamouda, 2018), which was discussed in the previous section. Fur­

thermore, the study emphasizes the role of relationship quality elements since

SMMA’s did not directly influence the repurchase decision of the consumers.

A recent study conducted by Yadav et al. (2018) yielded a similar find­

ing, indicating that perceived social media marketing activities (SMMAs) in the

context of e­commerce have a substantial and favorable influence on customer

loyalty towards e­commerce websites. The study further identified five dimen­

sions of perceived SMMA in e­commerce, namely interactivity, informativeness,

word­of­mouth, personalization, and trendiness. The study suggests that e­

commerce managers can enhance customer loyalty towards e­commerce sites

by focusing on perceived SMMA and its dimensions. Despite the abundance of

research on social media marketing (SMM) and e­commerce, there has been

limited research on its impact on small and medium­sized enterprises (SMEs).

However, Chatterjee and Kar (2020) conducted a study on this topic and found

that the adoption of SMM strategies by SMEs can have a positive effect on per­

ceived ease of use, perceived usefulness, and compatibility, which will have

growth in business.

3.3.4 Social commerce

(Liang et al., 2011) defines social commerce as a “subset of e­commerce that

involves using social media to assist in e­commerce transactions and activities”.

It can also be defined as the direct sale of products through social media net­

works. It distinguishes itself from social media marketing by allowing users to
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make purchases within the platform they are currently using rather than redi­

recting them to an online store (Smartinsights, 2023). It enables marketers to

create seamless buying experiences and reach consumers in strategic locations.

Social commerce is poised to revolutionize the retail industry as it offers com­

pelling benefits for brands, social commerce platforms, and consumers alike.

From the brand’s perspective, social commerce provides an opportunity to tap

into a vast user base and engage with consumers in real time, ultimately driv­

ing sales and expanding brand exposure through the power of digital word­of­

mouth. On the other hand, social commerce platforms can distinguish them­

selves by simplifying the shopping process, obtaining valuable data insights

about consumers and their networks, and offering targeted advertising options

to retail companies. Lastly, consumers stand to benefit from social commerce

by saving time through a streamlined shopping experience and gaining access

to a wider range of shopping choices.

It is worth noting that research on social commerce has increased in recent

years as more social media­based enterprises are emerging. Yahia et al. (2018)

suggests that reputation and price advantages are the most important factors

that influence users’ trust in social commerce vendors on social media platforms.

The study also shows that “perceived ease of use of the platform, facilitating con­

ditions, hedonic motives, and habits increase social commerce intent.” Another

study by (Meilatinova, 2021) suggests that trust and satisfaction are the key

factors that positively affect customer’s repurchase and word­of­mouth inten­

tions in social commerce, where reputation and information quality are the other

two key factors that positively influence trust and satisfaction. Therefore they

recommend that firms should focus on building a good reputation and providing

high­quality information to customers to increase their trust and satisfaction,

which can lead to higher repurchase intentions among customers.

Recent research by Akram et al. (2021) emphasizes that hedonic and utilitar­

ian motivations positively affect online purchase intention. Utilitarian motivation

includes convenience, selection, information availability, and lack of sociality.

Whereas hedonic motivations include adventure shopping, idea shopping, so­

cial shopping, and gratification shopping. Furthermore, the study indicates that

electronic word­of­mouth (e­WOM) and social value play a significant and posi­
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tive moderating role in the association between motivation and online purchase

intention. Similarly, (Yusuf et al., 2018) suggests that e­WOM engagement has

a significant positive influence on consumer purchase intention in social com­

merce. Moreover, the study found that information characteristics, consumer

behavior, and technological factors have a positive impact on consumer pur­

chase intention. Hence in order to succeed in social commerce, marketers must

have a clear strategy and utilize the right channels for connecting with their

audience.

3.3.5 Consumer perspective

Ebrahim (2020) emphasized the role of trust and reported that the three at­

tributes of social media marketing which are trendiness, customization, and

word of mouth, will directly influence brand loyalty and indirectly influence

brand equity which in turn affects purchase behaviors. Consumers develop trust

through their various experiences with social media. Creating a positive brand

association and long­term relationships is a key factor for brand trust. (Ebrahim,

2020) also highlights the importance of social media platforms in modern mar­

keting strategies and stresses the significance of companies understanding the

distinct characteristics of each social media platform and customizing their ap­

proach accordingly.

(Zollo et al., 2020) conducted a study that explored the relationship between

social media marketing activities and consumer­based brand equity. The study

revealed that cognitive benefits, personal integrative benefits, and social inte­

grative benefits mediate the relationship between social media marketing activ­

ities and consumer­based brand equity. Additionally, the study found that both

emotional and rational brand experiences have a significant impact on brand

loyalty, brand awareness, and perceived quality, particularly in the context of

luxury fashion brands. Their study suggests that SMMA’s perceived by con­

sumers affect brand equity positively if consumers obtain cognitive, social, and

personal benefits when they browse luxury brands’ social media communities.

This provides insights into customer brand engagement.

(Sun and Wang, 2020) conducted an empirical study aimed at understand­

ing consumers’ attitudes and intentions towards green product advertisements
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on social media. The study indicates that consumers’ intention to purchase

green products is positively influenced by their attitudes towards the products,

subjective norms (such as social influence), and perceived behavioral control

(the perceived ability to perform the behavior). On the other hand, the study

found that price consciousness has a negative impact on consumers’ intention

to purchase green products.

A recent study by (Suharto et al., 2022) suggests that in e­commerce, an

increase in social media marketing will encourage consumer satisfaction posi­

tively and that SMM has a significant positive effect on e­commerce consumer

loyalty. Recent research by (Mason et al., 2021) found that consumers are

spending more time on social media platforms since the start of Covid­19, and

consumers’ purchase behavior has changed since then. They also highlight the

importance of social media marketing during the pandemic and how it can be

used to engage with customers and build brand loyalty.

Another interesting trend has emerged, which is gender differences in e­

commerce. Lin, Featherman, Brooks and Hajli (2019) conducted a study explor­

ing gender differences in consumer web­based purchase decisions. The study

reveals that there are indeed gender differences in terms of the relative influ­

ence of factors such as interactivity, vividness, diagnosticity, and perceived risk

on subsequent consumer attitudes and online purchase intentions. The research

suggests that these factors have varying effects on male and female consumers,

highlighting the importance of considering gender as a significant factor in un­

derstanding consumer behavior in the context of web­based purchase decisions.

Specifically, the study by Lin, Featherman, Brooks and Hajli (2019) found that

in the context of web­based purchase decisions, interactivity and perceived risk

had a stronger influence on attitude formation for males compared to females.

Lin, Featherman, Brooks and Hajli (2019) highlights that vividness and diag­

nosticity had a stronger impact on attitude formation for females compared to

males. These gender differences highlight the varying importance of these fac­

tors in shaping attitudes towards online purchases based on individuals’ gender.

Additionally, the study found that attitudes toward online product presentation

had a stronger influence on purchase intention for males compared to females.

This indicates that males are more influenced by the way products are presented
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online when it comes to their intention to make a purchase. It highlights a gen­

der difference in the impact of attitudes towards online product presentation on

purchase intentions. Lin, Featherman, Brooks and Hajli (2019) concludes that

e­commerce website designers and brand managers should be gender aware

when developing their web presence.

Figures 3.1, 3.2, and 3.3 summarise the key characteristics of each study

included in this narrative synthesis. The characteristics of the studies include

reference, subject population, intervention variable, methodological design, and

relevant results.
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Figure 3.1: Articles included in the narrative synthesis
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Figure 3.2: Articles included in narrative synthesis
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Figure 3.3: Articles included in narrative synthesis



Chapter 4

Conclusion

The objective of this systematic review was to collate and synthesize published

articles and to appraise the included studies critically. In recent years, there

has been a surge in research focusing on the correlation between social media

marketing and consumer purchasing behavior. This subject has garnered con­

siderable attention among scholars and researchers, signifying the significance

of understanding how social media marketing strategies impact consumers’ buy­

ing patterns. The included studies searched a variety of topics that are relevant

to SMM and purchase decisions. This study aimed to review the existing ar­

ticles on social media advertising and their influence on consumers’ purchase

decisions. To the best of my knowledge, despite a vast amount of literature on

this topic, a study has yet to conduct a systematic review based on the ROSES

review protocol. The full list of results obtained from each search and source

has been recorded for transparency. Therefore this review gives transparent

reporting of the latest relevant articles in this subject area following the ROSES

protocol.

The present systematic review shed light on several valuable insights into

significant aspects of SMM and consumer purchase behavior. Interestingly,

many articles focused on influencer marketing, indicating its significance as a

research area. This seems to suggest that parasocial relationships from so­

cial media could positively influence purchase intention and e­WOM. Influencers

could achieve this positive influence through engagement, outreach, sentiment,

32
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and growth in social media platforms. This seems to indicate that para­social

relationships allow marketers to establish a sense of connection and engage­

ment with their audience. Through carefully crafted content and interactive

strategies, marketers can create a one­sided relationship where consumers feel

emotionally invested in the brand or the influencer. Consumers are more likely

to be influenced by recommendations from individuals they feel connected to,

which can result in increased brand awareness and purchase decisions. Like­

wise, some articles focused on live stream shopping, AR (augmented reality)

marketing, and personalization, which positively affect consumers’ attitudes to­

wards the advertised brands.

Another insight derived from this study is the research on consumers’ hedo­

nic motivation, habit, interactivity, informativeness, trendiness, and perceived

relevance. Many studies predict these factors could influence consumers’ pur­

chase decisions by enhancing commitment, trust, and satisfaction. By under­

standing and appealing to consumers’ hedonic motivation, marketers can create

products, services that evoke positive emotions and enhance the overall cus­

tomer experiences. However, besides these factors, there are other factors,

such as informativeness, entertainment, credibility, and social media advertis­

ing value from an advertising perspective. These factors can influence customer

loyalty and hence repurchase intention. The fact that this review included pub­

lications with low and moderate risk of bias suggests that the review is reliable.

Limitations: While this systematic review sheds light on several facets of

SMM and consumer behavior, it is essential to acknowledge certain limitations

associated with the current study. First and foremost, the study included ar­

ticles for systematic review only from 2018 to 2022. Secondly, despite the

thorough and continuous review of Scopus, which is one of the most promi­

nent databases, it is still possible that some critical and relevant articles may

have been inadvertently overlooked. The chosen keywords were based on per­

sonal perspective. The search terms included Social media marketing, social

media advertising, e­commerce, e­WOM, Online marketing, social commerce,e­

advertising, Repurchase intention, Purchase intention, and purchase decision.

However, this thorough literature review may have missed some related terms.
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Besides the other risk of bias, publication bias is also a limitation since the study

excluded published and unpublished grey literature.
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