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Chapter 8: Digital and social media marketing
Journal Article 1: Lamberton, C., & Stephen, A. T. (2016). A thematic exploration of digital, social media, and mobile marketing: Research evolution from 2000 to 2015 and an agenda for future inquiry. Journal of Marketing, 80(6), 146–172.
Explanation: Brief insight: Digital media platforms have revolutionised marketing, offering new ways to reach, inform, engage, sell to, learn about and provide service to customers. As a means of taking stock of academic work’s ability to contribute to this revolution, this article tracks the changes in scholarly researchers’ perspectives on substantive digital, social media and mobile (DSMM) marketing topics from 2000 to 2015.

Journal Article 2: Micheaux, A., & Bosio, B. (2018). Customer journey mapping as a new way to teach data-driven marketing as a service. Journal of Marketing Education, 0273475318812551.
Explanation: Brief insight: As firms gather increasing amounts of data, the question of how future marketers can use these data to make their marketing more relevant and to make a strategic difference remains. However, students may feel uncomfortable about information systems and database technology, which they may perceive as complex and dry. As a visualization of individual interactions with a product, service or brand, customer journey mapping helps explain the way an interaction occurs in one moment and how it influences all other moments.

Journal Article 3: Hanaysha, J. R. (2017). Impact of social media marketing, price promotion, and corporate social responsibility on customer satisfaction. Jindal Journal of Business Research, 6(2), 132–145.
Explanation: Brief insight: Customer satisfaction is one of the main topics in marketing that received large attentions from several scholars and practitioners. Satisfied customers tend to be the driving force for brand success and building sustainable competitive advantage; therefore, looking at the antecedents of customer satisfaction is deemed to be very important. This article is designed to examine the effects of social media marketing, price promotion and corporate social responsibility on customer satisfaction in the fast-food industry. The findings revealed that social media marketing and price promotion have significant effects on customer satisfaction. Moreover, the findings revealed that corporate social responsibility has a significant positive impact on customer satisfaction.

Journal Article 4: Beig, F. A., & Khan, M. F. (2018). Impact of social media marketing on brand experience: A study of select Apparel Brands on Facebook. Vision, 22(3), 264–275.
Explanation: Brief insight: Social media (SM) is an important and emerging area of research, which is of interest to marketers and academicians. Researchers have been studying the impact of social media marketing (SMM) on dimensions such as consumer-based brand equity, purchase intentions, attitudes and others. In this study, content sharing and interaction have been identified as two important marketing activities carried out by organisations in virtual communities. Therefore, the main objective of this study is to investigate the impact of content sharing and interaction on four dimensions of brand experience (sensory, affective, behavioural and intellectual). The results showed that the content sharing and interaction have a positive significant impact on sensory, affective, behavioural and intellectual experiences.
