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Abstract

This study conducted a bibliometric analysis of e-marketing, digital marketing, social media, social media marketing, business marketing and
marketing performance, by reviewing previous studies in international journals, indexed by the Scopus database from several publishers and
reputable international journals. The focus of the study was only on articles published between 2012 and 2022 using the Google Scholar, Scopus,
Science Direct and Perish and Publishing search engines. The data obtained from 607 articles were analyzed, and the final data reviewed were
111 to provide a representative picture in line with the analysis of bibliometric practicality in assessing the characteristics of topics, organizations,
and authorship. The findings show an increase in interest and the development of studies related to the research topic. Topics and variables are
still evolving, opportunities for related research in the future.
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INTRODUCTION

Marketing performance determines business profits, marketing performance with digital needs to measure company performance in order
to get a picture of company profits (Jarvinen & Karjaluoto, 2015), performance results in marketing are generally conceptualized and
operationalized (Katsikeas et al., 2015). However, there has been no research that has a relationship, correlation between marketing
performance influenced by e-marketing, digital marketing, social media marketing. Social media marketing provides opportunities to carry out
marketing activities, there are several such as Facebook has a positive impact on the non-financial performance of SMEs (Ainin et al., 2015),
business performance and social media (Paniagua & Sapena, 2014), the influence of social media on sales business performance (Rodriguez
et al., 2012) is not free from the challenges of performance itself (Simdes & Marques, 2012), Instagram in promoting travel and hospitality businesses
(Fatanti & Suyadnya, 2015), Instagram social media is used to promote museum management for visitors, as a means of information and promotion (Weilenmann
& Hillman, 2013). Through social media that manages negative consumer comments can improve hotel marketing (Kim et al., 2015), the influence of intellectual
capital on performance (Hsu & Wang, 2012), the use of social media and organizational performance in Malaysia (Parveen et al., 2015), rural communities in
Saudi adopt and diffusion of ICT helps SME business owners or managers (AlBar & Hoque, 2017). Social networks have an impact that social network marketing
has on business development, the importance of the benefits of social networks through innovation processes or any method to stimulate collaboration with
customers, partner companies, suppliers, and academics (loanid et al., 2018), E-marketing, marketing efforts through the power of technology and websites with
the support of internet networks, there is the ability to detect search engines - search engines called strategies in implementing e-marketing (Grzywaczewski et
al., 2010) ensuring better performance, market-based knowledge resources must be configured with the distribution of marketing and innovation capabilities,
organizational innovation improves performance both directly and indirectly by maintaining technological innovation (Azar & Ciabuschi, 2017), SMES
performance innovation (Scuotto et al., 2017), resources and capabilities as drivers of the marketing strategy environment that have implications for competitive
advantage and performance (Leonidou et al., 2013), analytical capabilities and competitive performance (Mikalef et al., 2020), digital marketing is very necessary
today, complex sales processes can take advantage of web analytics to show how digital marketing activities (Jarvinen & Karjaluoto, 2015) Literature support
on e-marketing, digital marketing, social media and social media marketing, business marketing has been done a lot of research, but research
on this keyword does not have a direct relationship or correlation about e-marketing, digital marketing, social media and social media
marketing, business marketing to marketing performance, so this research is still open and very interesting to implement. The key questions in
this bibliometric are made with six questions, to find an in-depth picture of the topic being reviewed.

In this bibliometric research, several key questions were made as follows:

RQ1. Year and number of publications?

RQ2. Who are the most active researchers?

RQ3. What subtopics are discussed in e-marketing, digital marketing, social media and social media marketing, business marketing?

RQ4. What methods are used?

RQ5. Which countries are the most?

RQ6. Which journals are the most?.
METHODOLOGY
This study only uses searching google scholar, scopus, elsevier (science direct) and Perish and Publish, from international publications related
to the research field using the keywords "e-marketing", "digital marketing", "social media", "social media marketing", "marketing
performance”, "business performance" and "international marketing” published in 2012 to 2022 (Wahono, 2016), and this study collected 607 articles found
from international sources. To strengthen the research using strategies for bias reduction and dispute resolution, this SLR study with a review of existing
systematic reviews was conducted to identify study selection strategies (Petersen & Ali, 2011). The search technique uses keywords and this study has seven
key questions or research questions (RQ) that discuss which journals contain the most about marketing performance and halal brands, who are the most active
researchers, what subtopics are discussed in Marketing performance and Halal Brands, what methods are used, year and number of publications. The article
data set to be discussed in depth is 111 articles, while data processing with Microsoft Word and Excel 2019 also uses the reference manager
application "Mendeley" and visual data processing uses VVosViewer software.
Clarifying the steps of this bibliometric research is carried out with the following design:

I Digital material selection I I Publication Year I I 2012-2022 I
I Tipe Publikasi I Journal Articles
Proceedings Articles

I Kevwords/definitions I
T I Setting Keywords I “E-marketing. digital

‘ . marketing. social
I Review 607 articles I media, marketing
3 performance’,
First finding according to “marketing

keyword 186 articles

¥
I Final Article 111 I I Final Selection I I 111 Auxticles I

Figure 1. Research flow
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RESULTS

The initial stage of bibliometric activity is to determine keywords, namely using the keywords "e-marketing", "digital marketing", "social
media", "social media marketing", "marketing performance", "business performance" and "international marketing", from the Scopus database search
engine with a focus on Article Title, Abstract, and Keywords (Falagas et al., 2008; Wang et al., 2020). Limited to the year published in 2012 to 2022,
and this study limited and found 607 articles, all of which were set as standards for further examination in the study, namely English-language articles,
from reputable international journals, further filtered to obtain more specific and more concentrated results according to the topics found. Therefore,
this study uses a framework review technique led by a set of inclusion and exclusion criteria to filter out irrelevant studies (Wahono, 2016), furthermore,
bibliometric analysis requires an evaluation of the suitability and consequences of the available databases compared to others (Alryalat et al., 2019;
Petersen & Ali, 2011).

The results of "e-marketing", "digital marketing", "social media", "social media marketing", "marketing performance", "business
performance" and "international marketing" are examined deductively and inductively by tracing the evolution of their trends and patterns in scientific
production in the disciplines studied (Bonilla et al., 2015). Meanwhile, the literature classification section is completed before accurate or actual data
analysis is carried out by combining inductive and deductive methods through triangulation and this allows the use of different data sources from
different authors to analyze a particular concept (Scheffler & Brunzel, 2020).

The data were analyzed using bibliometric methods (Bonilla et al., 2015; Herrera-Franco et al., 2020; Scheffler & Brunzel, 2020), then the
findings were summarized in the results and discussion sections. In addition, VosViewer was applied to classify published literature and extensive
network relationships due to its ability to function effectively with very large data sets, visualizations, analyses, and different breakthrough studies.
The previous bibliometric method has been proven to be efficient for scientific mapping of journal articles due to its ability to apply graphical visuals
and maps to present different perspectives of a concept (Stopar & Bartol, 2019; Wang et al., 2020).

RQ1. Year and Number of Publications
The results of searching and analyzing bibliometric data on journals published and years on e-marketing, digital marketing, social media, social
media marketing, business marketing:
Table 1. Year and number of publications

2012 4 0 1 1 0 6
2013 3 0 1 0 1 5
2014 1 0 0 2 0 3
2015 8 2 1 0 1 12
2016 5 2 1 2 0 10
2017 10 1 6 1 0 18
2018 4 1 2 1 1 9
2019 5 2 1 0 0 8
2020 8 4 4 6 0 22
2021 3 7 2 0 0 12
2022 0 3 0 2 1 6
51 22 19 15 4 111

This can be seen in the following graphic image:

Tahun Tahun Tahun Tahun Tahun Tahun Tahun Tahun Tahun Tahun Tahun
2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

=@=Social media =@=Digital Marketing =@==Social media Marketing
=@=Business Performance ==@==¢ Marketing

Figure 1. Graph of years and number of publications
RQ2. Who are the researchers.
The data of active authors on this topic contains a large number of authors, but those who are active are still very few and those who have
relevance to the topics of e-marketing, digital marketing, social media, social media marketing, business performance, marketing performance
that are analyzed, then the author data is displayed as follows:
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Table 2. Authors from 2012-2022
Digital Marketing
2015”7 2 Araujo, R.FJarvinen, J.
2016”7 2 Taheam, K Watrdbski, J.

2017”7 1 Saura, J.R.

2018”7 2 Pelsmacker, P. De

20197 2 Eremina, Y Hwangbo, H.

2020”7 4 Chinakidzw Low, S. Melovi¢, Wang, F.

2021: 7 Agus, A.A. Erdmann, Djakasapi Goldman, Purba, M Saura, J.FSaura, J.R.

2022° 3 Deb, S.K. Giantari, Tariq, E.
23
Social media
20127 4 Huang, L. Marshall, Neiger, B Rodriguez, M.

20137 3 Malthouse, Peters, K.Rapp, A.

20147 1 Trainor, K.J.

2015”7 8 Ainin, S. Carr,J. Chen, Z\Harrigan, Kim, W. Parveen, Zhang, C.Smith, K.T.

2016 5 Colicev, A. Linné, T. Parveen, Niederme Zhu, Z.

2017710 Araujo, M. Arnabold Charoens Dolan, R. Dolan, R. Kim, W. Odoom, FPérez-Go Ramanatt
2018” 4 Cao, Y.  ChirumallDunn, A.(Lund, N.F.

20197 5 Ancillai, C. Jain, G. More, J.S Pourkhan Wardati, N.K

2020: 8 Aydin, G. Chen, X. Garg, P Harrigan, Jain, S. Lin, H.C. Liu, L. Magno, F Olanrewa

2021 3 Marchand, .Zhan, Y. Zhang, W.
51
Social media Marketing
2012”7 1 Pentina, I.
2013”7 1 Luo, X.

20157 1 Minazzi, R.

2016”7 1 Kasemsap, K.

2017”7 6 Alalwan, A Keegan, EKeegan, EWang, Z. Yadav, V Oberoi, P.
2018”7 2 Miles, S.  Tafesse, W.

2019”7 1 Abbas, J.

2020: 4 Chatterjee, Eid, R. Enyinda, Tarsakoo, P.

2021 2 Wibowo, A Syaifullah, J.
19
Business Performance
2012”7 1 Morgan, N.A.
2014” 2 Nieto, J.  Paniagua, J.

2016 2 Lee, Y. Mahmoud, M.A.
20177 1 Bruskin, S.N
2018”7 1 Sheikh, A.A.
2020”7 6 Garg, P. Maziriri, INuseir, M Octavia, Varadaraj Sihotang, J.
20227 2 Giantari, 1.CObermayer, N.
15
e Marketing

2013”7 1 Eid, R.

2015”7 1 Mazzarol, T.

2018”7 1 Sheikh, A.A.
| 4

2022”7 1 Haudi
4
RQ3. Subtopics and research trends discussed
Relevant topics on e-marketing, digital marketing, social media, social media marketing, business performance, marketing performance,
which are very close in relevance as the first findings from the large amount of literature collected:
Table 3: First findings of e-marketing, digital marketing, social media, marketing performance

Topics Amount
e-marketing 4
Digital Marketin 21
& 1
social media 59
social media marketing 20
Social Networks 21
16
product innovation - / Performance 42
international marketing 2
AMOUNT 186

After deductive and inductive examination and classification of literature, eliminating the topic of social network, product innovation /
performance, the final results that match the topic found 111 literatures, then the literature was analyzed in depth to ensure research trends,
authors, countries and years and places of publication carried out by the authors according to the topic, the findings were made visually. For
the final data that has been examined including topics, e-marketing, digital marketing, digital marketing performance, social media, social
media marketing, business performance and international marketing can be seen in the following table:
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Table 4: Final findings reviewed

Topik Jumlah
E-marketing 4
Digital marketing 22
Social media 51
19
15
AMOUNT 111

The results of the study show that studies on e-marketing, digital marketing, social media, marketing performance currently still have
opportunities to be developed, while e-marketing has great opportunities because only 4 literatures were found that specifically discuss it,
digital marketing, social media get a lot of literature support, the topic of marketing performance is still little discussed, the topic of e-marketing,
digital marketing, social media, marketing performance is an interesting study until 2022. The results of the study from 607 literatures that
show the topic of search, to get an overview of research trends between variables, a search was carried out using the VOS-viewer application
that studies on e-marketing, digital marketing, social media marketing, marketing performance, the results found that what was shown in the
theme between e-marketing and marketing performance see figure 2, the theme between digital marketing, with marketing performance see
figure 3, the theme between social media marketing see figure 4 and the theme of digital marketing, social media, marketing performance see
figure 5 below:
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Figure 2. Research trends on e-marketing and marketing performance
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Figure 5. Research trends in e-marketing, digital marketing and social media marketing

RQ4. What methods are used
To find out that the topics of e-marketing, digital marketing, social media, social media marketing, business performance in the research that
has been carried out, are collected with the type or approach using what method is used in the research, the data from this study are:

Table 5. Commonly used research methods

Kualitatif 13 8 5 2 0 28
Kuantitatif 31 13 14 13 4 75
Mixed 3 1 0 0 0 4
SLR dan Bibliometrik 4 0 0 0 0 4
51 22 19 15 4 111
K 8
8 14 3
13
13
28
== Social media —@-Digital Marketing
=@ Social media Marketing ==@— Business Performance
—@=—¢c Marketing
Figure 9. Commonly used research methods
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RQS. Which countries discuss the most
To find out the trend of selected topics and authors from all data selected from 111 articles, the results are shown from which country the
authors come from, including authors from Indonesia, as an illustration, see the following picture:
Table 6. Names of countries that write the most (8 most countries)
Country Amount

Amerika
Afrika selatan
Thailand
Indonesia
Autralia
Spanyol
Rusia
Cina 11
RQ6. Names of journals that publish a lot
Some findings of the names of journals that publish, which are shown in table 7 are journals that publish more than 2 articles, the most journals
are the International Journal of Data and Network Science, Sustainability (Switzerland), International Journal of Information Management and
Industrial Marketing Management as follows:

Table 7. Names of journals that publish a lot
Nama Jurnal Jumlah

Cogent Business and Management

International Journal of Data and Network Science
Sustainability (Switzerland)

Industrial Marketing Management

International Marketing Review

International Journal of Information Management
Journal of Business and Industrial Marketing
Journal of Interactive Marketing

Management Decision

W s~ W W oo

W wWwwawbh o w

CONCLUSION

The results of the study with a critical analysis of the topics of e-marketing, digital marketing, social media, social media marketing,
business performance and marketing performance through a systematic exploratory analysis found that previous studies were conducted on
this topic from international journal articles. The findings of 111 reviewed articles show that the research trend between 2012 and 2022, with
the topic set there was an increase in 2020, 2021 and there were several authors in 2022, the country and origin of the author's university
expanded and spread their country of origin, because they are evenly distributed and none are monopolized by the country and university, then
none of the most productive observed focused on this variable. Finally, interesting theories were found regarding new developments in this
topic, related to the development and use of variables in research in the last ten years. The findings show that there is an increase in interest
and the development of studies related to the topics reviewed and are always open to future knowledge development.
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