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Abstract

Purpose: The purpose of this study is to explore and compare research trends in Korea and overseas academic papers on social
media marketing, and to present new academic perspectives for the future direction in Korea. Research design, data and
methodology: We used English abstract of research paper (Korea’s: 1,349, overseas’: 5,036) for word frequency analysis, topic
modeling, and trend analysis for each topic. Results: The results of word frequency and co-occurrence frequency analysis showed
that Korea researches focused on the experiential values of users, and overseas researches focused on platforms and content. Next,
13 topics and 12 topics for Korea and overseas researches were derived from topic modeling. And, trend analysis showed that
Korean studies were different from overseas in applying marketing methods to specific industries and they were interested in the
short-term performance of social media marketing. Conclusions: We found that the long-term strategies of social media marketing
and academic interest in the overall industry will necessary in the future researches. AlSO, data mining techniques will necessary
to generate more general results by quantifying various phenomena in reality. Finally, we expected that continuous and various
academic approaches for volatile social media is effective to derive practical implications.

Keywords : Social Media Marketing, Research Trends, Topic Modeling, BERTopic, LDA

JEL Classification Code : C10, C49, C60, L82

1. Introduction
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O 2 2-&5(Bae & Chang, 2021)2 £4A 0|C|0{7} &
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St Ul 7|8t 88 ZTR2IMZ 2|0|5HH(Hays et
al, 2013) & ZEH 7|Hto] FHIX Md 8 &
H ESiZ2 2 HO|=ChKaplan & Haenlein, 2010). £

o 2o Vi, MEAS e E SF HO,
S| 7K E XEH22 JH APl= A2 =8
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(Thackeray et al., 2008).
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2.2.1. BERTopic
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QUCHAbuzayed & Al-Khalifa, 2021; Grootendorst, 2022).

Although BERT is typically
Embed used for embedding
Documents documents, any embeddings
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- l —, P
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\o J . /

Figure 1: Principles of BERTopic

<dg 1>1} Z0] BERTopic?| 7+A|A QI 3 g2
=AM YH| Y (Document Embeddings), &A1 S2{AHE
(Document Clustering), £% H P (Topic Representation)
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40 Woo-Ryeong YANG, Hoe-Chang YANG //Journal of Industrial Disribution & Business Vol 13 No 9 (2022) 37-50

IS AtESHE SBERT(Sentence-BERT)S| Z2 &L
ArgStCt Oh2e2 EM ZZAHZZS
MAPRE WX Xl M Y ZutE A
@ =A%l HDBSCANSZ S2{AEHZ ot 0|,
HDBSCANE= £ZE FEAHTY 7|H22ZM L0|=
HIO[EHE O|MX|Z THESICE OIX|Ue s EX HH
% $I6H TF-IDFE #3510 2} ELo| tix CHOE
ZE3ICt F, BERTopic2 =A17t Ot S2{AH

TIE TF-IDFE AF83t0] 2t Z2{AHYE HHoQ
2¥4e ZEISI0 tha tHojel 2xE = ETIC}

(ATR I
=

i

c

:

A 1

of

2.2.2. LDA (Latent Dirichlet Allocation)
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3. Research Procedure
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Figure 3: Research process
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TEOACE LISt 2E "ol i it &
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Table 1: Number of domestic and overseas academic
papaers by year group
Year group | Domestic % Overseas %
2020~2022 337 25% 1,772 35%
2015~2019 531 39% 2,219 44%
2010~2014 428 32% 789 16%
1991~2009 53 4% 241 4.7%
1973~1990 15 0.3%

Total 1,349 100% 5,036 100%
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4. Research Results
4.1. THo| "= 2 M Aq}
ScienceONO| Al 7| E

CHsl Chof RI=E2MS

=
24

Ct.

(intention),

(communication), 7tX|(value),

21,

AHE Xt(user),

o HJM FIE0 siEst=s HOoS

BH= (satisfaction) &=

41

mjo

ol

7 0]

o=

LIEtR o O, diel=sel &9 Hols= AM8Xh(user),

& (product), 747 LA O] (communication), =H=

(content), ZHE(platform) 52| =22 LIEFRICH

Table 2: Results of word frequency analysis

Domestic
Rank Word Freq | Rank Word Freq
1 intention 998 11 image 516
2 product 937 12 fashion 488
3 user 846 13 purchase 463
4 communication | 748 14 advertising 460
5 characteristic 706 15 experience 430
6 content 694 16 activity 428
7 value 590 17 business 412
8 market 556 18 method 398
9 satisfaction 522 19 tourism 393
10 type 519 20 survey 386
Overseas
Rank Word Freq | Rank Word Freq

1 user 2,360 11 technology 1,368
2 product 2,279 12 intention 1,328
3 communication | 2,241 13 facebook 1,311
4 business 1,874 14 engagement | 1,233
5 content 1,776 15 value 1,227
6 campaign 1,582 16 market 1,151
7 health 1,551 17 behavior 1,128
8 platform 1,529 18 message 1,105
9 activity 1,454 | 19 twitter 1,080
10 community 1,450 | 20 system 1,040
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T L=F 0| A= ‘user’, ‘characteristic’ ‘survey’ 2} &
4 2FHO| FEBX|H, o|t EEl die=adMe
‘content’, ‘platform’ & 7|® ZFl OAHE 247t
Ch= Zote[RACE.

Table 3: Results of co-occurrence network analysis for
domestic academic papers

techrl)lo{ )
- intdiliion
impli fon_— /7

3 _ﬁ; = »

act'mty&“ - y
g f?,, ~——_ __value
conkent s
devel*me’ﬁf{_g Purchase
/ ,
mad( ot \ expemence

Figure 4: Visualizing results of co-occurrence network
analysis for domestic academic papers

Rank Word Freq | Rank Word Freq Table 4: Results of co-occurrence network analysis for
1 intention 130 11 characteristic 97 overseas academic papers
survey communication Rank Word Freq | Rank Word Freq
2 intention 127 12 product 97 1 content 291 11 communication | 235
user user user user
3 communication | 124 13 communication | 94 2 platform 283 12 communication | 234
user content user platform
4 intention 120 14 survey 93 3 product 278 13 activity 233
purchase user user communication
5 characteristic 114 15 communication | 92 4 business 265 14 content 230
intention development product platform
6 characteristic 113 16 intention 92 5 platform 262 15 business 223
user product product communication
7 market 110 17 questionnaire 90 6 market 248 16 content 222
product survey product product
8 product 106 18 development 90 7 communication | 247 17 business 219
purchase product technology platform
9 communication | 106 19 characteristic 90 8 communication | 240 18 facebook 218
product survey product twitter
10 characteristic 105 20 product 90 9 communication | 239 19 application 207
product survey content user
10 business 239 20 business 204
technology market
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Figure 5: Visualizing results of co-occurrence network
analysis for overseas academic papers
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Table 5: Number of representative papers on each topic for
domestic and overseas

Domestic Overseas

Topic Count % Topic Count %
1 146 11% 1 335 7%
2 140 10% 2 278 6%
3 84 6% 3 245 5%
4 82 6% 4 182 4%
5 76 6% 5 143 3%
6 64 5% 6 132 3%
7 59 4% 7 130 3%
8 53 4% 8 105 2%
9 48 4% 9 102 2%
10 37 3% 10 97 2%
11 142 11% 11 1,701 34%
12 269 20% 12 1,586 31%
13 149 11%

Total 1,349 100% | Total 5,036 100%
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Table 6: Results of trend analysis for domestic academic
papers’ each topic

dits <# 7>1F 20| EH 1(B=.001, p<01), EY
2(B=.001, p<01), ET 3B=001, p<05), EH
4(B=.0004, p<.01)0| Hot EEO|H O] 2|0j= Neutral
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AA AN

Table 7: Results of trend analysis for overseas academic
papers’ each topic

Topic Coef p Trend
T1 SNS shopping service .001 .000 Hot
T2 SNS opinion mining .001 .000 Hot
T3 | SNS tourism marketing .001 .012 Hot
T4 SNS consumer engagement .0004 .000 Hot
T5 | SNS tobacco marketing -.0001 .829 -
T6 | SNS food marketing .0002 .226 -
T7 | SNS word of mouth .002 .054 -
T8 SNS educational application | 8.65e-05 | .827 -
T9 SNS native advertising .0003 139 -
T10 | SNS sports marketing .0002 .260 -
T11 | SNS system quality -.001 .587 -
T12 | SNS community activity .001 .585 -

Topic Coef p | Trend
T1 SNS film marketing .002 218 -
T2 | SNS shopping service .002 .049 | Hot
T3 | SNS food marketing .001 .006 | Hot
T4 | SNS tourism marketing .002 .002 | Hot
T5 SNS CSR activity -.002 315 -
T6 | SNS fashion marketing -9.45e-05 | .941 -
T7 | SNS native advertising -.0001 930 -
T8 | SNS mobile commerce .001 .002 | Hot
T9 | SNS beauty marketing .002 .000 | Hot
T10 | SNS sports marketing .0002 .838 -
T11 | SNS influencer marketing -.01 247 -
T12 | SNS ease of use -.001 .863 -
T13 | SNS video marketing .009 .000 | Hot
CHgo2 dje=20f i3t £ EHS 24

5. Results and Discussion

= A0 22 DL O o] 2et =Ly
o dtax=Eo YEEES ZESN o Y
ZHof CHol EA4 % BlWSALE =24 ZutE Sl
=Eot QMOIEE O3 2t

AW, THol BieEd A SAEeEEY Zu
=22 249 0 oLt A59 580 =
g2 X0, sfd=E2 240 HFYAH oY =
THel SSHE 2HX FE s EChe X0l
7t AAUCE ol Zu= A4 O|C|of O o 2
o =Uel At ndol EEI V(Yo S =
2510 O|R0X| el Z #F0| 2&F oy
UEs TEES HABZ|O /&3t7] WEol2tn =5
g = QUCE M2t 24 Ojojof oA E el 2




Woo-Ryeong YANG, Hoe-Chang YANG // Journal of Industrial Disribution & Business Vol 13 No 9 (2022) 37-50

46

SNS QIEFAAMOA

L=
[

=== 0 M

o/l
for

&1

ol
KO

r

13

ol M=

3el=E

il

ULt

G

-

oll
o

100
70

Bl

—_

jod
jol
Kr

=M, T2l =20 sl

‘SNS 4T A{H|

O

ol

1/
o3

i

m
7l

—_

ol
[N )

A0

o
—_

gl> ‘SNS

, ‘SNS Al Z0tHA

’, ‘SNS L|O|E[E& 11" ‘SNS

4 ojcjof oA el T

<

Z X0t &0

A

E|
=]

F

AL
O -
O =
M o3

!

k=1
=l

—

—

9| o|E=Q}

ZENTER

Cl(Berthonetal., 2012) 1 &2{X ULt Ol FHES

A
EEREEREE

2 53 MYOo[Lt Ef
o

[ |

t A EIEHEE, 7

4

S
HtS

o

e
[=}

=}

.I

IS
et Hlwsi 23, =20 A

Ap7b ot 7ol MMl L& A

.
o

F
4

—

o

o
24 0o oA Es St g7

Lt &8 24 =271 § §0|5t0(Gautam & Sharma,
MHE BSHESE HigtE &

—

2017), &4 O|C|0{0| A Q]

AS00 =

M
, &4

et A

o A7 mEolgt

I.

=]
[t

=
T

L

=]
Ofe| 44 DICI OHAE Z&

QUet. EPH &4 OJC|o] oA E2 G

tojct. ERE &4 Z0ME L2

A
T
|

4

2

s

e
o
=

3

A
o

of
=E0AM SEXOZ LIEtL Hot EE2 SNS & ¥

MH|A Qb <sNS 2+ Ot E 0| ALt

Be ool B S
ojclofol A X2

EgLts

a

ojru

ol
T

i

8o, <ol orolgat

oY
11
o3

4

—,

Joll

= =&9

b

.
()
—

A O
& ot =

I

1ol

Z0|2t

=l
=

e E

St FMel ELO

ol

2{LA]|

1=

o] == &ALt Ol

oo
T

E

ol
T

K-
o
0

100
10

8l

{oF
j00

= FF0M SE

—
—

2, ‘SNS R E[OHA &,

fMOFA B SNS EHFLF{ T

1

i

Tl

ol
Z0
N

oz UEtH % £

Moz FYSHLE, HS AN E

‘SNS

o

Il
L

oMot et &

]
[

Hel=

QufL|AA0ro|d>, <SNS 1

‘SNS QUEZAAMOMAE", SNS O|EHO|M>, SNS &
[e]

[opA & 0|

A
o

o

Bl
I/

ojn

Ct
[=}

HE

A 0|x]

ZHO
=1 =

==
=

AN &=

=

>

o[t =
7t F=Mel EH2 44 OjC[of oA EL

A

A

7

>, ‘SNS

e
o
o

(=13

=
ot &

10

4 0jKof

IAOIXIHE, <m|L|o

ZHO
=

SNS 1l

—

Hel=g20AME

.

MOME E



Woo-Ryeong YANG, Hoe-Chang YANG // Journal of Industrial Disribution & Business Vol 13 No 9 (2022) 37-50 47

N

sl
i
of
k>

OICIOf oA

1]
o}
o M
NI J°)
02 dlo
ot

=2

Ol AIAEOE E+5tn
Z2 SHAEEZ A0l AW
ScienceONO|A| EH 7| E &
of st==F HO|HTH ZHEM7| HEOH ¥x: AH

= O A

2 ol 2 MES olgetHLt A 7|
PN

L
o
-
rir
n

M

re

ol

2

2 o
=t

or rr

Hu
D\I
1=
Ot
e
A

|
N

Of
r
n

10

H

i

o

1]

fo

ot

P}

o

ial

mn
=

M
re
N -
o =2
Ot o X O
e ot fr ot rr
=

211 ra

e

iy

I

[

ﬂJ|ﬂJ

H1

I

Of
o 3o zg Mo

[0 1

2 g T
JE 0
o
x
Az
_I-(')_I-
o
N
o
2
o)
=
g
o
S
o

KX, B

—
@)
>
o
Hn
1
Ha
=
oo
mjo
0% 4
o
Of

N
Rl
|0
0 fn
0%
=2
Rl
1o
1=
i

b

HME U =00

m 2
>~
mn 44 4 oA
<2
Rl
©
i
HT
ro
mot J
L]
1)
N
$0
il

|2l
12

F

J

1o
2
HH
al

ox Hm
mo JH
e
ne 1o
e Ho
o >
N oox
o Mo

£0
mn
-

References

Abuzayed, A., & Al-Khalifa, H. (2021). BERT for Arabic topic
modeling: an  experimental study on  BERTopic
technique. Procedia Computer Science, 189, 191-194.

Bae, S.Y., & Chang, P. J. (2021). The effect of coronavirus disease-
19 (COVID-19) risk perception on behavioural intention
towards ‘untact’tourism in South Korea during the first wave
of the pandemic (March 2020). Current Issues in
Tourism, 24(7), 1017-1035.

Barua, A., Thomas, S. W., & Hassan, A. E. (2014). What are
developers talking about? an analysis of topics and trends in
stack overflow. Empirical Sofiware Engineering, 19(3), 619-
654.

Berthon, P. R., Pitt, L. F., Plangger, K., & Shapiro, D. (2012).

Marketing meets Web 2.0, social media, and -creative
consumers: Implications for international marketing
strategy. Business horizons, 55(3), 261-271.

Blei, D. M. (2012). Probabilistic topic models. Communications of’
the ACM, 55(4), 77-84.

Bolat, E., & O’Sullivan, H. (2017). Radicalising the marketing of
higher education: learning from student-generated social
media data. Journal of Marketing Management, 33(9-10), 742-
763.

Boyd, D. M., & Ellison, N. B. (2007). Social network sites:
Definition, history, and scholarship. Journal of computer-
mediated Communication, 13(1), 210-230.

Curty, R. G., & Zhang, P. (2013). Website features that gave rise to
social commerce: a historical analysis. Electronic commerce
research and applications, 12(4), 260-279.

Deng, Q., Hine, M. I, Ji, S., & Wang, Y. (2021). Understanding
consumer engagement with brand posts on social media: The
effects of post linguistic styles. Electronic Commerce Research
and Applications, 48, 101068.

Gautam, V., & Sharma, V. (2017). The mediating role of customer
relationship on the social media marketing and purchase
intention relationship with special reference to luxury fashion
brands. Journal of Promotion Management, 23(6), 872-888.

Griffiths, T. L., & Steyvers, M. (2004). Finding scientific
topics. Proceedings  of the National academy  of
Sciences, 101(suppl 1), 5228-5235.

Grootendorst, M. (2022). BERTopic: Neural topic modeling with a
class-based TF-IDF procedure. arXiv preprint
arXiv:2203.05794.

Hays, S., Page, S. J., & Buhalis, D. (2013). Social media as a
destination marketing tool: its use by national tourism
organisations. Current issues in Tourism, 16(3), 211-239.

Huang, O., & Copeland, L. (2020). GEN Z, INSTAGRAM
INFLUENCERS, AND HASHTAGS'INFLUENCE ON
PURCHASE INTENTION OF APPAREL. Academy of
marketing studies journal, 24(3), 1-14.

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite!
The challenges and opportunities of Social Media. Business
horizons, 53(1), 59-68.

Kennedy, H., Kunkel, T., & Funk, D. C. (2021). Using Predictive
Analytics to Measure Effectiveness of Social Media
Engagement: A Digital Measurement Perspective. Sport
Marketing Quarterly, 30(4), 265-277.

Kim, A. J., & Ko, E. (2012). Do social media marketing activities
enhance customer equity? An empirical study of luxury fashion
brand. Journal of Business research, 65(10), 1480-1486.

Kim, N., Park, J., Kim, K. H., Aiello, G., & Donvito, R. (2012). A
study on measuring and defining customer equity of complex
shopping malls. Journal of Global Fashion Marketing, 3(2),
71-80.

Lee, J.,, & Kwon, K. H. (2022). Mobile shopping beauty live
commerce changes in COVID-19 pandemic focused on fun
contents of MZ generation in Republic of Korea. Journal of
Cosmetic Dermatology. 21(6), 2298-2306.

Li, F., Larimo, J., & Leonidou, L. C. (2021). Social media
marketing strategy: definition, conceptualization, taxonomy,
validation, and future agenda. Journal of the Academy of
Marketing Science, 49(1), 51-70.

Martinez-Lopez, F. J., Anaya-Sanchez, R., Fernandez Giordano,



48 Woo-Ryeong YANG, Hoe-Chang YANG // Journal of Industrial Disribution & Business Vol 13 No 9 (2022) 37-50

M., & Lopez-Lopez, D. (2020). Behind influencer marketing:
key marketing decisions and their effects on followers’
responses. Journal of Marketing Management, 36(7-8), 579-
607.

Nadeem, W., Tan, T. M., Tajvidi, M., & Hajli, N. (2021). How do
experiences enhance brand relationship performance and value
co-creation in social commerce? The role of consumer
engagement and self brand-connection. Technological
Forecasting and Social Change, 171, 120952.

Park, S. B., Cho, K. M., & Byun, H. (2019). The effect of SNS
marketing activity on emotional reaction, dance company

image, consumer behavior. Journal of Korean Association of

Physical Education and Sport for Girls and Women, 33(1), 15-
39.

Saef, R., Woo, S. E., Carpenter, J., & Tay, L. (2018). Fostering
socio-informational behaviors online: The interactive effect of
openness to experience and extraversion. Personality and
Individual Differences, 122, 93-98.

Thackeray, R., Neiger, B. L., Hanson, C. L., & McKenzie, J. F.

(2008). Enhancing promotional strategies within social
marketing programs: use of Web 2.0 social media. Health
promotion practice, 9(4), 338-343.

Voorveld, H. A., Van Noort, G., Muntinga, D. G., & Bronner, F.
(2018). Engagement with social media and social media
advertising: The differentiating role of platform type. Journal
of advertising, 47(1), 38-54.

Yadav, M., & Rahman, Z. (2017). Measuring consumer perception
of social media marketing activities in e-commerce industry:
Scale  development &  validation. Telematics  and
Informatics, 34(7), 1294-1307.

Yang, H. C. (2021). Topic Modeling Analysis of Franchise
Research Trends Using LD A Algorithm. The Korean Journal
of Franchise Management, 12(4), 13-23.

Yang, W. R., & Yang, H. C. (2022). Overseas Research Trends
Related  to'Research ~ Ethics' Using LDA  Topic
Modeling. Journal of Research and Publication Ethics, 3(1),
7-11.

Appendixes
Appendix 1. Results of topic modeling for domestic academic papers
Topic 1 Topic 2 Topic 3 Topic 4 Topic 5
SNS SNS SNS SNS SNS
film marketing shopping service food marketing tourism marketing CSR activity
User(0.05) Intention(0.07) Food(0.12) Tourism(0.23) Identity(0.05)
Movie(0.05) Shopping(0.06) Restaurant(0.11) Tourist(0.12) Society(0.04)
Film(0.04( Purchase(0.05) Satisfaction(0.05) Destination(0.09) Design(0.04)
Communication(0.03) Product(0.05) Coffee(0.04) Travel(0.06) CSR(0.03)
Message(0.03) Mall(0.03) Franchise(0.04) Experience(0.03) Culture(0.03)
Topic 6 Topic 7 Topic 8 Topic 9 Topic 10
SNS SNS SNS SNS SNS
fashion marketing native advertising mobile commerce beauty marketing sports marketing
Fashion(0.26) Advertising(0.23) Ecommerce(0.08) Beauty(0.15) Sport(0.28)
Luxury(0.05) Type(0.05) Application(0.05) Cosmetic(0.14) Team(0.11)
Trend(0.03) Facebook(0.03) Platform(0.05) Color(0.06) Player(0.05)
Value(0.03) Content(0.03) Trademark(0.04) Appearance(0.05) League(0.04)
Clothing(0.03) Attitude (0.03) Smartphone(0.04) Collaboration(0.04) Event(0.04)
Topic 11 Topic 12 Topic 13
SNS SNS SNS
influencer marketing ease of use video marketing
Influencer(0.02) Market(0.03) Performance(0.03)
Message(0.02) Quality(0.03) Design(0.02)
Survey(0.02) Experience(0.01) Application(0.02)
Interaction(0.01) Technology(0.01) Video(0.01)
Design(0.01) System(0.01) Space(0.01)
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Appendix 2. Results of topic modeling for overseas academic papers

Topic 1 Topic 2 Topic 3 Topic 4 Topic 5
SNS SNS SNS SNS SNS
shopping service opinion mining tourism marketing consumer engagement tobacco marketing
Ecommerce(0.08) Sentiment(0.13) Tourism(0.17) Engagement(0.08) Tobacco(0.15)
Trust(0.07) Opinion(0.08) Destination(0.14) Facebook(0.08) Cigarette(0.07)
Purchase(0.07) Review(0.06) Travel(0.06) Page(0.05) Ecigarette(0.06)
Shopping(0.04) Recommendation(0.04) Visitor(0.04) Motivation(0.05) Health(0.04)
Online(0.03) Text(0.04) Management(0.02) Behavior(0.03) Campaign(0.04)
Topic 6 Topic 7 Topic 8 Topic 9 Topic 10
SNS SNS SNS SNS SNS
food marketing word of mouth Educational native advertising sports marketing
application
Food(0.23) Twitter(0.09) Student(0.18) Advertising(0.21) Sport(0.24)
Child(0.06) Diffusion(0.08) University(0.14) Communication(0.03) Fan(0.12)
Adolescent(0.05) Algorithm(0.06) Education(0.08) Attitude (0.03) Athlete(0.06)
Beverage(0.03) Propagation(0.04) Learning(0.05) Advertiser(0.03) Olympic(0.04)
Meat(0.03) Event(0.03) Classroom(0.04) Value(0.03) Player(0.04)
Topic 11 Topic 12
SNS SNS
system quality community activity
System(0.01) Community(0.01)
Site(0.01) Engagement(0.01)
Time(0.01) Behavior(0.01)
Interaction(0.01) Framework(0.01)
Online(0.01) Way(0.01)

Appendix 3. Variation of topics by year with domestic academic papers
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Appendix 4. Variation of topics by year with overseas academic papers
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