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Abstract

With the aid of visualization software CiteSpace, this paper analyzes the basic status of the re-
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search on the influence of social media on enterprise marketing, including the volume of articles,
authors, research institutions, research hotspots and evolution paths. The study found that in re-
cent years, the rapid development of the information age has driven the renewal of social media,
social media in today is not only a communication platform, knowledge and information required
by many enterprises are presented in it, including market, operation mode, employee knowledge
sharing, etc. It not only affects the whole enterprise, but also affects the marketing of enterprise
products, brands and other aspects. Companies publish marketing information through social me-
dia, a large number of users have learned through social media that marketing is faster and bet-
ter than what companies can do offline, and that when companies post relevant information on
social media, what customers say can influence the path of the company in the future, has the
vital significance regarding the enterprise marketing. The number of papers published in this field
is on the rise, but the cooperation network among scholars and institutions is not close enough,
and there is a lack of good cooperation. The existing research mainly focuses on the analysis and
research of the Internet and the digital economy era, and there is a lack of targeted research on
specific social media and enterprises. In the future, we should consolidate the theoretical basis,
enrich the empirical research, further expand and deepen the research of social media enterprise
marketing.
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Figure 2. Volume of foreign publications
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Figure 3. Atlas of domestic author cooperation network
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Figure 4. Cooperative network atlas of foreign authors
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Figure 5. Co-occurrence visualization atlas of domestic institutions
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Figure 6. Co-occurrence visualization atlas of foreign institutions
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Figure 8. Domestic research on keyword evolution path
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Figure 9. Foreign research keywords visualization atlas
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Table 5. Foreign research on high-frequency keywords (frequency > 2)
= 5. ESMARSMKBIAOIH >2)

s KA A B ERRW Fhr
1 social media marketing 29 0.84 2015
2 Social media 25 0.53 2015
3 corporate social responsibility 3 0.00 2017
4 small and medium enterprises 3 0.01 2018
5 marketing strategies 3 0.00 2018
6 structural equation modelling 3 0.07 2022
7 digital marketing 2 0.01 2020
8 marketing capabilities 2 0.01 2023
9 social networks 2 0.13 2016
10 entrepreneurial marketing 2 0.03 2020
11 perceived usefulness 2 0.00 2022
12 marketing strategy 2 0.03 2015
13 small business 2 0.00 2015
14 perceived ease of use 2 0.00 2021
15 advertising and promotion 2 0.00 2015
16 price promotion 2 0.00 2017
17 online marketing 2 0.06 2016
18 sales performance 2 0.00 2018
19 marketing communication 2 0.00 2017
20 hospitality sector 2 0.00 2017
21 literature review 2 0.01 2020
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6 ANl E 7 0.00 2014
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8 il WS 5 0.00 2016
9 WA E 4 0.04 2017
10 A 4 0.00 2018
11 P 2% 4 4 0.09 2016
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13 HFEH 4 0.04 2016
14 5 45 LR 3 0.05 2017
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16 RSP 3 0.02 2015
17 BEE 3 0.05 2017
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