Review of Managerial Science
https://doi.org/10.1007/511846-025-00891-0

ORIGINAL PAPER |

®

Check for
updates

Social media marketing and performance measurement:
does it take two to tango?

llenia Ascani' - Chiara Ancillai’

Received: 19 June 2024 / Accepted: 24 April 2025
©The Author(s) 2025, corrected publication 2025

Abstract

Social media profoundly influences organizational practices. While being a commu-
nication channel in which companies continue to pivot their investments, top man-
agers are still skeptical about their usefulness. Marketers struggle to assess social
media marketing effectiveness, as traditional measurement methods lack compat-
ibility with social media dynamic, interactive nature. Understanding the challenges
firms encounter in measuring social media marketing performance is essential to
streamlining and enhancing this process. However, a comprehensive view into these
challenges remain limited, as existing research is fragmented and often adopts nar-
row, disconnected perspectives. This study conducts a systematic literature review
to identify the key challenges in measuring social media marketing performance
and to propose solutions. Drawing on the management accounting literature related
to the “development” and “use” of performance measurement systems, we provide
an integrative framework outlining the core activities in the social media marketing
performance measurement process, associated challenges, and potential solutions.
By fostering a holistic, interdisciplinary approach, this study seeks to advance both
academic understanding and practical applications in the field, while laying the
foundations for future research.
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1 Introduction

In the contemporary era of digital connectivity, the spread of social media (SM) has
profoundly influenced organizations. SM can be defined as “a group of Internet-based
applications that build on the ideological and technological foundations of Web 2.0,
and that allow the creation and exchange of User Generated Content” (Kaplan and
Haenlein 2010, p. 61). Examples of SM platforms include blogs and microblogs (e.g.,
Twitter), social networking sites (e.g., Facebook, LinkedIn, Instagram), and content
community platforms (e.g., YouTube).

The rapid growth of such platforms has provided firms with unprecedented oppor-
tunities to engage with extensive audiences (Luo et al. 2021; Martin-Rojas et al.
2020). With an estimated 4.9 billion global users and younger generations adopt-
ing SM as their primary source for information and shopping, these platforms have
become critical for marketing (Segel Hilton and Hatami 2023). Social media market-
ing (SMM) is therefore conceptualized as an “interdisciplinary and cross-functional
concept that leverages social media (often in conjunction with other communication
channels) to achieve organizational objectives by creating value for stakeholders”
(Felix et al. 2017, p. 123). As customers have turned their attention to SM, traditional
advertising lost some of its appeal (Moorman et al. 2022). Consequently, marketers
have shifted investments away from traditional media channels such as television,
radio, newspapers, events, and outdoor advertising, reallocating resources toward SM
platforms (Moorman et al. 2022). Notably, advertising spending on SM is expected
to show an annual growth rate of 3.86%, resulting in a projected market volume of
US$255.8bn by 2028 (Statista 2024).

Despite substantial investments in SMM, executives remain uncertain about its
impact on organizational results (Segel Hilton and Hatami 2023). Hence, measur-
ing SMM performance is essential to ensure that investments in SMM yield desired
results (Bartoloni and Ancillai 2023; Cawsey and Rowley 2016). However, tradi-
tional media measurement appears almost outdated and existing approaches are not
well-suited to the interactive nature of such platforms which are substantially dif-
ferent from traditional media (Hoffman and Fodor 2010). SM platforms are inher-
ently dynamic, interconnected, egalitarian, and interactive, necessitating unique
approaches for performance measurement and analysis (Meenaghan et al. 2013;
Peters et al. 2013). Moreover, these platforms’ technological infrastructures and algo-
rithms facilitate real-time analytics, which should enhance the measurement process
(Meenaghan et al. 2013). Nonetheless, organizations largely face challenges in this
effort, as measurement activities often become ends in themselves, with developed
indicators rarely informing decision-making (Malthouse et al. 2013; Michaelidou et
al. 2011; Silva et al. 2020).

Despite the acknowledged importance of SMM performance measurement,
a comprehensive understanding of the challenges of SM performance assessment
remains absent, with extant knowledge being highly fragmented. Some studies have
focused on the extent to which companies perform SMM performance measurement
and which Key Performance Indicators (KPIs) they use (e.g., McCann and Barlow
2015; Michaelidou et al. 2011; Jarvinen and Karjaluoto 2015; T6llinen and Kar-
jaluoto 2011), while others suggest methodologies for calculating such indicators,
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like brand awareness or customer engagement, or propose novel KPIs (e.g., Azer et
al. 2024; Kumar et al. 2013; Li et al. 2021; Shawky et al. 2020; Swaminathan et al.
2022). Although valuable, these contributions adopts very narrow perspectives and
remain disconnected from each other’s. Extant literature is missing a ‘big picture’
of the overall phenomenon, thus representing a major roadblock to advancing SMM
practice and academic research. Obtaining a clear understanding of the challenges is
essential to activating the levers needed to enhance the effectiveness of the measure-
ment process.

Against this backdrop, this study contributes to the lively debate on SMM per-
formance measurement by answering the following research question: which are the
main challenges companies face in measuring the performance of SMM and how can
they be tackled?

To this end, the present study adopts a Systematic Literature Review (SLR) meth-
odology (Kraus et al. 2022b, 2024; Petticrew and Roberts 2008; Tranfield et al. 2003)
to develop a comprehensive framework about the challenges and potential solutions
within SMM performance measurement. Since this complex activity spans beyond
the organizational boundaries of the marketing department to fall into the domain of
management accounting, which is traditionally in charge of Performance Measure-
ment Systems (PMSs) (e.g. Arnaboldi et al. 2017a, b), we draw on the “development”
and “use” steps of PMSs (Wouters and Wilderom 2008) identified by management
accounting literature to analyse the main challenges related to SMM performance
measurement as well as potential solutions to overcome such difficulties.

This article provides a novel and multidisciplinary perspective in analyzing SMM
performance measurement, thus addressing a critical need recognized among schol-
ars (cf. Kraus et al. 2015; Roslender and Hart 2010). The review shows that prevail-
ing challenges are largely technical, focusing narrowly on quantitative measurement
issues and the development of KPIs. However, the organizational dimensions—often
neglected or underexplored—offer opportunities to address these technical chal-
lenges more effectively. Consequently, we propose that future research should adopt
a holistic approach to this phenomenon. Rather than confining the analysis to the
technical aspects of social media metrics, we advocate for greater interdisciplinary
collaboration between marketing and management accounting to address both tech-
nical and organizational facets of SMM performance comprehensively.

2 Theoretical background
2.1 Social media marketing and performance measurement

The use of SMM has witnessed a remarkable spread in recent years (Hoffman and
Fodor 2010; Martin-Rojas et al. 2020; Peters et al. 2013). Through SM, marketers
have the potential to connect with billions of customers, serving as pivotal conduits
for brand-customer interactions (Hanna et al. 2011; Luo et al. 2021; Wu et al. 2020).

To prove the multifaceted impact of SM tools, contemporary marketing scholar-
ship has increasingly delved into the relationship between their utilization and the
consequential effects on business results (Bartoloni and Ancillai 2023). Empirical
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investigations within this domain have underscored the pivotal role of such platforms
in bolstering various facets of organizational performance. Notably, extant research
has revealed that the adoption and use of SM contribute significantly to augmenting
brand awareness (Eid et al. 2020), elevating levels of customer satisfaction, reten-
tion, and service quality (Garrido-Moreno et al. 2020; Parveen et al. 2016; Qalati et
al. 2020, 2021), and fostering innovation performance (Martin-Rojas et al. 2021).
Furthermore, a subset of studies has shown how differences in message strategies
deployed on SM platforms may affect the levels of customer engagement (de Vries
et al. 2012; Dhaoui and Webster 2021; Tafesse and Wien 2018). Interestingly, recent
literature also posits a tangible link between SMM endeavors and consequential
financial outcomes (Cao et al. 2018; Kim and Jang 2021), highlighting the broader
implications of these initiatives on organizational bottom lines.

The variety of potential results stemming from SMM points out the crucial need of
performance measurement. Indeed, assessing performance is a cornerstone of firms’
strategic SMM efforts (Bartoloni and Ancillai 2023). This encompasses understand-
ing the effectiveness of using SM for marketing purposes and to what extent it con-
tributes to the overall firm’s goals.

However, against the frequent pressure of top management wanting to see num-
bers, assessing the effectiveness of SMM presents a remarkable challenge for many
organizations (Malthouse et al. 2013; Michaelidou et al. 2011; Silva et al. 2020).
The multifaceted nature of SM interactions, spanning various platforms and behav-
iors, makes traditional media measurement almost old-fashioned and complicates the
process of attributing causality and determining meaningful performance indicators
(Michopoulou and Moisa 2019). Consequently, a lack of robust measurement often
leads to ambiguity surrounding the true impact of SMM initiatives and fosters skep-
ticism among stakeholders regarding the efficacy of these tools in driving business
outcomes (McCann and Barlow 2015). The question naturally arises whether the
money and time invested into a SM strategy actually result in a better performance
for the whole business (Silva et al. 2020).

In this context, the existing literature has to some extent shed light on the chal-
lenges that companies face in SMM performance measurement. Some research has
examined the degree to which companies engage in SMM performance measurement
and the specific KPIs they employ (e.g., McCann and Barlow 2015; Michaelidou et
al. 2011; Jarvinen and Karjaluoto 2015; Tollinen and Karjaluoto 2011). Other studies
have focused on methodologies for calculating KPIs, such as brand awareness and
customer engagement, or have introduced novel metrics (e.g., Kumar et al. 2013; Li
et al. 2021; Shawky et al. 2020; Swaminathan et al. 2022). Yet, this body of research
remains somewhat fragmented due to its focus on distinct facets of SMM perfor-
mance measurement, lacking an integrated view of the phenomenon as a whole. This
gap represents a significant barrier to advancing both SMM practice and scholarly
research.

Thus, we employ a SLR to build a a comprehensive framework addressing the key
challenges and potential solutions in SMM performance measurement. Arguably, this
intricate task extends beyond the marketing department to intersect with manage-
ment accounting—traditionally responsible for PMSs (e.g., Arnaboldi et al. 2017a,
b). Hence, we draw on the PMSs literature to identify core challenges and propose
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solutions for enhancing SMM performance assessment. The following section details
the logic behind the development of the integrative framework.

2.2 The management accounting perspective on performance measurement
challenges

During last decades, research on performance measurement has gained traction in
management accounting literature (Bourne et al. 2000; Ferreira and Otley 2009;
Wouters and Wilderom 2008). The renowned aphorism “what gets measured gets
managed”, which is considered the milestone of the performance measurement
(Behn 2003), has guided the development of several integrated PMSs which appear
in the form of tableau, scorecards, dashboards, trees and prism (Kaplan and Norton
1992, 1996, 2007; Neely et al. 2001). Such rich body of literature proposes diverse
approaches and guidelines to successfully develop PMSs, that comprise relevant
KPIs to measure and manage the performance, offering guidance to two overarch-
ing steps, i.e. the “development” and “use” of PMSs (Ferreira and Otley 2009; Otley
1999; Wouters and Wilderom 2008).

The “development process” is a stage encompassing the design and implementa-
tion of PMSs, that comprises the following activities (Wouters and Wilderom 2008,
p- 490): to shape and improve the best fitting definitions of useful KPIs; to find/create
measurement data for determining the actual values of these performance measures;
to build information systems for reporting results; to set performance level targets for
performance measures; and to periodically review, revise and refine measures. The
“use” step, in turn, relates to the application of PMSs and to how they are used within
organizations for decision-making and control processes (Bourne et al. 2000; Ferreira
and Otley 2009; Neely and Bourne 2000).

Notably, the empirical evidence widely shows that the development and use of
PMSs remain a challenge for organizations. Accordingly, scholars have emphasized
the organizational and technical levers and barriers to the development and use of
the KPIs to include in PMSs (Ezzamel and Burns 2005; Merchant 2006; Jordan and
Messner 2012; Goretzki et al. 2018a; Vaivio 1999, 2004). Focusing on such issues
is pivotal since the measurement does not activate managers’ actions if indicators
are not perceived relevant for decision-making and control processes (Otley 2003;
Catasus et al. 2007, 2016).

At the “development” stage, to design measures that are as accurate and reliable
as possible (Merchant 2006), the involvement of organizational actors belonging
to different functions is required (Qu and Cooper 2011; Sundin et al. 2010; Vaivio
2004). On the one side, the presence of key actors, such as management accountants
and managers, the commitment of the top management, and their sponsorship are
acknowledged to be organizational levers to the development process, fostering the
comprehension of the reasons behind the introduction of a measurement system as
well as the creation of a shared language (Chaminade and Roberts 2003; Chiucchi and
Montemari 2016; Qu and Cooper 2011). On the other side, however, it is necessary
to balance participants’ multiple and competing goals (Sundin et al. 2010). Episodes
of professional competition over data and information (Ezzamel and Burns 2005;
Lowe 2001) as well as managers’ unwillingness to share information about their local
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performance with management accountants (Burns and Vaivio 2001; Vaivio 2004)
represent the major organizational barriers to the development process of indicators.
Additionally, from a technical perspective, problems related to data collection and
processing (Catasts and Grojer 2006; Chiucchi 2013), discussions about the different
nature of financial and non-financial measures, and the methods of calculating indica-
tors (Chiucchi and Montemari 2016) represent additional barriers.

Although the actual use of indicators relies on managers (the users), manage-
ment accountants can enable the understanding of the meanings and the relevance of
indicators since they have the proper technical accounting competencies and an in-
depth knowledge of the organizational processes (Catasus et al. 2016; Chiucchi 2013;
Granlund and Lukka 1998; Vaivio 2004). Given that managers often develop cer-
tain expectations about the information that an indicator can provide based on their
own expertise and knowledge (Chiucchi and Montemari 2016; Giuliani et al. 2016),
constructive discussions with management accountants foster their use in decision-
making processes (Catasus et al. 2016; Vaivio 2004).

Against this background, we posit that research on SMM performance measure-
ment would benefit from a systematization of extant literature drawing on the “devel-
opment” and “use” steps of PMSs identified by management accounting literature
to build a comprehensive picture about what literature alrealy knows on the devel-
opment and use of SM KPIs, to disentangle the main challenges related to SMM
performance measurement, and to offer guidance to future research. Given the frag-
mented nature of existing literature, the study adopts a systematic review approach
to comprehensively explore the evolution of research regarding SMM performance
measurement, to identify the key findings, to synthesize the main contributions and
to delineate potential avenues for future inquiry.

3 Methodology

To accomplish the purpose of the study, we conducted a SLR (Petticrew and Roberts
2008; Thorpe et al. 2005; Tranfield et al. 2003; Webster and Watson 2002). The SLR
is a review method to identify and scrutinize the relevant research on a given topic by
ensuring a transparent, replicable and reliable process (Denyer and Tranfield 2006;
Kraus et al. 2024; Tranfield et al. 2003; Thorpe et al. 2005). We followed Tranfield et
al.’s (2003) guidelines, consisting of three main research steps: planning the review,
conducting the review, and reporting and dissemination, which refer to the analysis of
the literature. This approach appears suitable as it follows the standards widely used
by management scholars (Atanasiu et al. 2024; Bartoloni and Ancillai 2023; Kraus
et al. 2022a; Rojon et al. 2021). Employing these guidelines, indeed, increases the
rigor and robustness of review articles, thus enhancing their contributions (Sauer and
Seuring 2023).

3.1 Planning the review: the preparation of the literature review protocol

In the first stage, we identified the need for a literature review due to the high degree
of fragmentation in the extant knowledge. One of the primary roles of a literature
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review article is to synthesize the existing body of knowledge to identify trends, pat-
terns, and gaps which serve as a basis to explore new avenues for research (Kraus et
al. 2024). Subsequently, we developed the review protocol (Petticrew and Roberts
2008; Tranfield et al. 2003), which involves defining the inclusion and exclusion
criteria of publications, the electronic database, search filters and keywords to guide
the review process (Kraus et al. 2022b). We first defined the inclusion and exclusion
criteria. Since we focus on the performance measurement of SMM we decided to
exclude articles discussing the antecedents of SM adoption by companies, as well
as articles aimed at investigating specific business results of SM use or delineating
the specific attributes of companies or SM content that drive outcomes. We decided
to include only papers adopting the firms’ perspective, thus excluding contributions
based on users, consumers or influencers’ standpoint as well as articles focusing on
digital platforms different from SM, such as marketplaces and corporate websites.

We chose Scopus as electronic database to select the relevant literature for our
study since it provides a broad coverage of academic peer-reviewed literature and has
inherent filters which ensure the transparency and replicability of the search process
(Bartoloni and Ancillai 2023; Massaro et al. 2016; Secundo et al. 2020).

According to our research aim, we conducted scoping searches in leading journals
to identify the proper keywords for finding relevant studies. Following Massaro et al.
(2016), keyword searches are paramount to investigate an emerging research strand
for which literature from different fields is published, thus scoping searches repre-
sented a fruitful step for our study. For instance, we found that while management
accounting literature uses the term “indicator” to refer to performance measures, the
marketing literature prefers using the word “metric”. In addition, we found that man-
agement accounting literature often uses the general term “marketing performance”
or “marketing control”, also including the SMM performance. Therefore, to avoid
missing relevant papers, we decided to include the abovementioned words and to
assess the adherence of each publication to our research in a subsequent stage. The
final search strings are presented in Fig. 1.

3.2 Conducting the review: literature search and articles selection

The search in Scopus was performed in September 2024. We limited the search pro-
cess to title, abstract, and keywords of articles written in English, within the “Busi-
ness, Management, and Accounting” area (Kraus et al. 2022b). From this search,
1566 documents resulted. After removing 49 duplicate articles, we decided to select
articles published in journals listed in the Academic Journal Guide (AJG) ranking
to ensure the quality of the results (Bartoloni and Ancillai 2023; Kraus et al. 2022b;
Vinayavekhin et al. 2023). Hence, 961 articles were selected for further screening. We
individually read the title and the abstract of each paper and assessed their relevance
according to the inclusion and exclusion criteria, as outlined above. This process led
to the exclusion of 846 articles. Whether the information included in the abstract
was not sufficient for a decision, the full text was read. As a result of this process, 62
papers were excluded. Excluding a huge number of initially retrieved results is com-
mon when applying exclusion-inclusion criteria to abstracts or articles interpretation
(Kraus et al. 2022b). Most of the excluded studies adopt a user perspective by exam-
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Keywords search strings

Search string 1
(TITLE-ABS-KEY ("social media
marketing” OR "social media
implementation" OR "social media
campaign" OR "social media
strategy” OR "social CRM" OR
"social media message" OR "social
media content") AND TITLE-
ABS-KEY ("analytics" OR
"performance" OR "effectiveness"
OR ‘"evaluation" OR "measure*"
OR "monitoring" OR "dashboard"
OR '"kpi" OR "metric" OR
"indicator")

Search string 2
(TITLE-ABS-KEY ("management
accounting" OR  "management
control*" OR "performance
measur*"  OR  "performance
management” OR  "decision-
making" OR "financial indicator"
OR "non-financial indicator" OR
"non-financial ~ measure”  OR

"financial measure" OR
"nonfinancial indicator"  OR
"nonfinancial measure" OR

"balance scorecard") AND TITLE-
ABS-KEY ("social media" OR
"marketing control" OR "marketing
performance")

Collection of papers
1566

Database: Scopus

Subject area: Business,
Management and Accounting
Language: English

Search limits: title, abstract, and
keywords.

Time period: up to September, 16",
2024.

Selection after duplicate removal
1517

A4

Selection by document type
961

Document type: AJG list.

|

Inclusion and exclusion criteria

Selection by title and abstract
reading
115

)

Selection by full text reading
53

Manual addition
5

Studies included in the review
58

Fig. 1 Database search process

Including papers:
-focusing on the use of SM data for
measurement purposes;
-exploring the performance
measurement of SMM activities
carried out in platforms, such as
Facebook, Instagram, LinkedIn and
Twitter;

-adopting the firm’s perspective.

Excluding papers:
-adopting users, consumers or
influencers’ perspective
-investigating  antecedents and
drivers of SM adoption;
-investigating business results of
SM adoption
-focusing on digital platforms
different from SM.

ining the efficacy of these platforms in emergency situations and their utilization by
individuals. Other articles delve into the factors motivating users to prefer certain
types of SM content types (e.g., pictures, videos, etc.). Articles analyzing online con-
versations to discern users’ opinions on broad topics, such as presidential elections,
were also omitted from the sample. Additionally, other excluded papers focused on
digital technologies in general or digital content marketing. Finally, some excluded
articles focus on the utilization of SM for training purposes or provide descriptions of
study courses on SMM and analytics. Furthermore, we conducted a backward search
of the references of the selected publications (Webster and Watson 2002) and we
added 4 articles that were consistent with our research purpose and inclusion criteria
(cf. Conz and Magnani 2020), namely Agostino and Sidorova (2017), Holsapple et
al. (2018), McCann and Barlow (2015), and Peters et al. (2013). An additional article
by Nowak et al. (2024) was manually included due to its relevance to the topic,
despite not being ranked in the AJG. As a result of this process, and in line with SLRs
(e.g. Atanasiu et al. 2024; Conz and Magnani 2020), 58 papers were identified for the
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review, put in chronological order in an Excel spreadsheet, and downloaded in their
PDF format (see Appendix).

3.3 Analysis of the literature

Once articles were selected, we individually analysed them (Tranfield et al. 2003;
Thorpe et al. 2005). In order to provide a “descriptive analysis” of the research field,
we summarized basic information of the publications, such as year of publication and
source title and we also gathered more detailed information such as author, theoreti-
cal lens, research method and actors involved in the data collection activity, type of
industry, and country of research. Through this information we can make specific
considerations beyond a mere description of the distributions of these single results
to provide more detailed insights (Sauer and Seuring 2023). Then, we conducted an
in-depth thematic analysis (Kraus et al. 2022b; Sauer and Seuring 2023) of the 58
reviewed articles. Such an approach ensures a more elaborate analysis based on top-
ics and content beyond purely descriptive data, thus offering readers valuable insights
and a deeper understanding of the state of knowledge in a specifc research area
(Kraus et al. 2024). After the individual analysis of the articles, we organized several
meetings to discuss the main themes and develop a comprehensive understanding
of available literature which served as a basis for further analysis. Once we became
familiar with the topics at stake, we re-analyzed the articles according to the defini-
tion of the “development” and “use” of PMSs provided by Wouters and Wilderom
(2008) and we identified the main challenges and solutions to the SMM performance
measurement. We found that many papers investigate different interrelated phenom-
ena, hence, we adopted a concept-centric approach wherein articles can fall in more
thematic areas in order to provide an exhaustive understanding of extant literature on
the research topic (Webster and Watson 2002). Sections 4 and 5, respectively, present
the findings derived from the descriptive and the thematic analyses.

4 Findings: descriptive analysis

In this section, we provide a comprehensive overview of the 58 selected publica-
tions, serving as the foundation for a thorough thematic analysis. The overview is
arranged according to publication year, sources (journals), author type, methodology
employed, theoretical underpinnings, type of industry, and country of research (cf.
Appendix).

Initially, the articles were analyzed based on their publication years, enabling an
assessment of the evolution of research over time. While the SM phenomenon began
in the early 2000s, scholarly investigation into the SMM performance measurement
started a decade later and has witnessed substantial development particularly since
2013 (Fig. 2). Nevertheless, despite experiencing a peak of 10 publications in 2017,
there was a subsequent decline in the number of articles published in this domain
per year. This trend likely reflects the inherent complexity associated with the sub-
ject matter, which may still pose challenges for researchers. Recently, scholars have
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6

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Fig. 2 Publication trend by year

shown a renewed interest in contributing to the debate on measuring the performance
of SMM, highlighting the ongoing relevance of this topic.

The selected 58 articles have been published across 47 distinct journals, as shown
in Table 1, highlighting a notable fragmentation of research across various fields
and disciplines. While marketing-focused journals (e.g., Journal of Interactive Mar-
keting, Industrial Marketing Management) and accounting journals (e.g., Account-
ing, Auditing and Accountability Journal) published the highest volume of related
articles, scholars from areas such as information management, general management,
entrepreneurship, organizational studies, and innovation have also contributed sig-
nificantly to the debate. This heterogeneity of publications highlights the need for a
dedicated study to synthesize and clarify the existing body of knowledge.

Assessing the AJG rating provides insights into the quality of the articles ana-
lyzed. The majority (41%) are published in journals recognized for their rigorous,
original research in line with established standards (AJG rating >3), with 21% of
these achieving high to excellent ratings (AJG rating >4). In the past four years, a
substantial number of articles have appeared in prominent journals, including Journal
of Interactive Marketing, Journal of Business Research, Management Science, Euro-
pean Accounting Review, Journal of Service Research, and Technological Forecast-
ing and Social Change. This trend highlights the scholarly commitment to advancing
research quality in this field.

The analysis of the authors who published the 58 articles analyzed reveals that
whilst the majority of articles (83%) are authored by academics, 10 papers (17%)
are co-authored by academics and practitioners, such as consultants. The level of
involvement of practitioners in this research field is valuable considering that the
journals included in the data set are leading academic journals and they are primarily
oriented to academics rather than to practitioners. Nevertheless, this result underlines
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Table 1 Publication outlets

Source Title AlJG AJG Field Number
ranking of articles
Journal of Interactive Marketing 3 MKT 4
Industrial Marketing Management 3 MKT 3
Journal of Marketing Analytics 1 MKT 3
Accounting, Auditing and Accountability Journal 3 ACCOUNT 3
Journal of Small Business and Enterprise 2 ENT-SBM 2
Development
Qualitative Market Research 2 MKT 2
Management Science 4* OR&MANSCI 1
Journal of Nonprofit and Public Sector Marketing 1 MKT 1
Decion Support Systems 3 INFO MAN 1
Business Horizons 2 ETHICS-CSR-MAN 1
European Accounting Review 3 ACCOUNT 1
Information and Management 3 INFO MAN 1
MIT Sloan Management Review 3 ETHICS-CSR-MAN 1
International Journal of Accounting Information 2 ACCOUNT 1
Systems
Journal of Marketing Management 2 MKT 1
International Journal of Advertising 2 MKT 1
Journal of Retailing and Consumer Services 2 MKT 1
International Journal of Contemporary Hospitality 1
Management
Journal of the Academy of Marketing Science 4% MKT 1
International Journal of Engineering Business 1 OPS&TECH 1
Management
Marketing Science 4* MKT 1
International Journal of Hospitality Management 3 SECTOR 1
Foresight 1 STRAT 1
International Journal of Information Management 2 INFO MAN 1
Cogent Business and Management 1 ETHICS-CSR-MAN 1
International Journal of Productivity and Performance 1 OPS&TECH 1
Management
Journal of Modelling in Management 1 ORG&MANSCI 1
International Journal of Services Operations and 1 OPS&TECH 1
Informatics
Journal of Research in Interactive Marketing 1 MKT 1
International Journal of Technology Marketing 1 MKT 1
Journal of Service Research 4 MKT 1
Journal for Global Business Advancement 1 ETHICS-CSR-MAN 1
Journal of Small Business and Entrepreneurship 1 ENT-SBM 1
Journal of Business and Industrial Marketing 2 MKT 1
Management Decision 2 ETHICS-CSR-MAN 1
Journal of Business Research 3 ETHICS-CSR-MAN 1
Marketing Intelligence and Planning 1 MKT 1
Journal of Digital and Social Media Marketing - - 1
Measuring Business Excellence 1 ETHICS-CSR-MAN 1
Journal of Forecasting 2 ORG&MANSCI 1
Psychology and Marketing 3 MKT 1
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Table 1 (continued)

Source Title AJG AJG Field Number
ranking of articles
Public Administration Review 4% PUB SEC 1
Technological Forecasting and Social Change 3 INNOV 1
Asia Pacific Journal of Tourism Research 1 SECTOR 1
Tourism Economics 2 SECTOR 1
Journal of Internet Commerce 1 INFO MAN 1
Journal of Knowledge Management 2 ORG STUD 1
Total 58

conceptual,
14 articles, 24%

quantitative,
23 articles, 40%

mixed,
' 3 articles, 5%

qualitative,
18 articles, 31%

Fig. 3 Methodological choices of the selected articles

the goals of these studies to gain insights from the practice, aiming at offering guid-
ance to managers.

Figure 3 illustrates the methodological choices observed in the reviewed articles.
The continued interest in this topic is reflected in the predominance of empirical
studies, which account for 76% of the articles. Within this group, 40% of studies
employed a quantitative approach, 31% used a qualitative approach, and 5% adopted
mixed methods.

In terms of research methods, quantitative studies frequently rely on case studies,
often using data from social media accounts to conduct regression analyses. Qualita-
tive studies show a balanced use of multiple and single case studies, as well as cross-
sectional field studies. When interviews were the primary data collection method,
participants were primarily professionals in marketing-related roles, such as market-
ing managers, digital marketers, and SMM managers. In contrast, roles such as man-
agement accountants, controllers, and analysts were represented to a lesser degree.

A detailed examination of the theoretical foundations of the selected articles
reveals that 50 out of the 58 articles do not adhere to a specific theoretical framework,
which underscores scholars’ ongoing efforts to identify pertinent theoretical perspec-
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tives to understand this complex topic. The analysis of the remaining articles shows
that the theoretical frameworks employed in the research encompass, for instance,
the exchange-network theory, the expectation violations theory, the M-O-A para-
digm, the interactionist social theory, and the organizational learning theory. Further-
more, upon closer analysis, the majority of articles do not restrict their investigation
to a singular industry (19 articles). Among the scrutinized sectors, retail emerges as
the most prominently featured, with 7 articles, of which 3 delve specifically into the
domain of restaurants. Following closely behind are articles pertaining to entertain-
ment (3), hospitality (3), and public administration and government (2).

Finally, most of the empirical research is conducted in Europe (12 articles) and the
USA (10 articles), which is unsurprising given the high penetration rates of SM plat-
forms in these territories. Within Europe, the UK and Italy have the highest number
of studies, with 5 and 3 respectively.

In summary, through an examination of publication years, journals, author type,
methodologies, theoretical underpinnings, industries, and countries, this section
highlights an increasing interest within the academic community to encourage a more
profound understanding of the issue at stake.

5 Findings: thematic analysis
5.1 Challenges in the development of social media KPIs

Articles thoroughly explore the development of performance indicators, i.e. their
design and implementation, for SMM. Drawing on the literature on PMSs, the devel-
opment process involves the following activities (e.g. Wouters and Wilderom 2008):
(1) identifying and defining KPIs, (ii) data collection for determining the values of
performance measures, (iii) building information systems for reporting performance
measurement results and setting performance level targets, and (iv) periodic revision
of KPIs.

5.1.1 Ildentifying and defiining KPIs

The literature strongly advocates the importance of identifying KPIs that align with
SM objectives, supporting both marketing efforts and overall business goals (Hoff-
man and Fodor 2010; Keegan and Rowley 2017; Malthouse et al. 2013; McCann and
Barlow 2015). This represents a crucial step since the identification of KPIs fosters
individuals’ committement towards objectives and leads to improved outcomes, to
avoid companies measuring only the results they are seeking and SMM performance
measurement being a mere procedural exercise (Jarvinen and Karjaluoto 2015; Tol-
linen and Karjaluoto 2011).

Despite the importance of this activity, empirical evidence shows that companies
face significant challenges in identifying KPIs (Hoffman and Fodor 2010; McCann
and Barlow 2015; Michaelidou et al. 2011; Michopoulou and Moisa 2019; Silva et al.
2020). Specifically, the inability to define and prioritize SM objectives, coupled with
a general lack of knowledge regarding relevant metrics, are key reasons why many
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companies struggle to properly identify KPIs to evaluate SM performance (Jarvinen
and Karjaluoto 2015; Mergel 2017; Michaelidou et al. 2011; Silva et al. 2020). Iden-
tifying marketing objectives related to SM is especially challenging for companies,
particularly small businesses, which often have difficulty in understanding how to
use these platforms effectively as marketing channels (Keegan and Rowley 2017,
Michaelidou et al. 2011). In this vein, Cawsey and Rowely (2016) show that com-
panies lagging behind in the development of metrics were primarly hindered by the
absence of clear objectives and/or senior management buy-in.

Moreover, a key challenge in KPIs identification is the involvement of various
organizational actors, such as marketing and communication managers, IT profes-
sionals, and management accountants (Arnaboldi et al. 2017a), who may display
conflicting goals and interests. Accountants are often skeptical regarding SM and
hesitant to be involved in performance measurement as they often perceive SM as a
marketing and communication issue, thus considering such platforms of marginal use
in terms of measurement (Arnaboldi et al. 2017a). Furthermore, some scholars have
emphasized that marketers are often compelled to focus on measuring the financial
results of SMM efforts (e.g., by measuring SM ROI), overlooking the interactive
nature that defines these platforms (Agostino and Sidorova 2016; Hoffman and Fodor
2010; Huang 2012; Nicolau et al. 2024; Vieira et al. 2022; Yoon et al. 2024). Con-
sequently, they tend to focus on measuring the immediate effect of a particular SM
campaign on sales by tracking the revenue generated in relation to the dollars spent,
though establishing a direct connection between SM efforts and sales outcomes can
be challenging (Hoffman and Fodor 2010; Michopoulou and Moisa 2019; Komodro-
mos et al. 2021). For instance, Dolega et al. (2021) demonstrate that SM campaigns
by a retail company are partially effective as they lead to increased web traffic but
only marginally increase product orders and sales. In other instances, the pressure to
demonstrate tangible results leads marketers to rely on basic metrics, such as reach
and awareness (Michopoulou and Moisa 2019; Silva et al. 2020), which, while use-
ful, provide only a partial understanding of performance (Hanna et al. 2011). Con-
sequently, there is a challenge in adopting a balanced perspective and approach
that accounts for both brand exposure and engagement, as well as the conversion
and financial implications downstream (Hanna et al. 2011; Jarvinen and Karjaluoto
2015). Hence, when company professionals with differing perspectives and conflict-
ing interests collaborate on measurement activities, tensions likely arise. Agostino
and Sidorova (2017), for instance, highlight a divergence in the understanding of
customer identity and difficulties in identifying proper KPIs to measure their value
for the company. The digital department advocates for a “fluid” view of customers,
whereby the most valuable customers are those who exert the greatest influence on
SM, even if they are not directly contributing to the company’s revenue. In contrast,
from the perspective of management accountants, the “best customer” is defined by
their direct financial contribution, grounded in tangible transactional data. This clash
of viewpoints creates challenges in reaching a consensus on how to define the most
valuable customers and how SM data should be utilized in both strategic and opera-
tional decision-making processes.
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5.1.2 Data collection for determining the values of performance measures

The process of gathering SM data to get information for measuring performance is
usually referred to as “big data analytics” (He et al. 2017; Miah et al. 2017) or “social
media analytics” (Agnihotri et al. 2023). Contrary to historical data provided by tra-
ditional systems, scholars emphasize the potential of leveraging real-time data and
their use for carrying out forecasts and predictive analyzes (Goebel et al. 2023; Duan
et al. 2023; Fehrenbacher et al. 2023; Pamuksuz et al. 2021). Therefore, managers
should focus on implementing appropriate SM tools and methods for SM data extrac-
tion and analysis (Keegan and Rowley 2017; McCan and Barlow 2015; Sidorova et
al. 2016).

In this area, the challenges highlighted in the literature are predominantly related
to the need to manage both structured and unstructured data (Agnihotri et al. 2023;
Sidorova et al. 2016; Xu et al. 2021). Notably, existing paradigm of managing data
may not be capable of dealing with the growing amount of unstructured data (Mal-
thouse et al. 2013). Addressing this issue requires advanced technical expertise and
tools for tasks, such as machine learning, text mining, Natural Language Processing
(NLP) technologies, sentiment analysis, social network analysis, trend analysis (see
Agnihotri et al. 2023 for a comprehensive list of techniques; Agostino and Sidorova
2016; Godinho et al. 2017; Gross and Desveaud 2024; Holsapple et al. 2018). The
data collection and analysis directly depends on the type of data: statistical and net-
work approaches are applied to structured and quantitative data, and content analysis
to unstructured data (Agostino and Sidorova 2016; Sidorova et al. 2016). Hence,
studies delve into the intricacies of information extraction and processing, proposing
and testing techniques to harness the wealth of data available on SM platforms (Duan
et al. 2023; Goebel et al. 2023; Lamrhari et al. 2022; He et al. 2013; Xu et al. 2021).
In general, using the proposed advanced techniques should allow firms to overcome
outdated measurements and old-fashioned ways of analyzing customer data (Goebel
et al. 2023; Duan et al. 2023; He et al. 2013).

Additionally, while it is widely accepted that KPIs should be supported by rel-
evant metrics able to explaining the performance of the phenomenon to be measured,
there is a tendency in practice to rely on SM platform-generated statistics and free
tools (Cawsey and Roweley 2016; Keegan and Rowley 2017; Silva et al. 2020). This
approach risks focusing solely on surface-level quantitative data, such as follower
counts, likes, comments (without considering their sentiment), clicks, and the num-
ber of customers acquired through social media (Cawsey and Rowley 2016; Huang
2012; McCann and Barlow 2015; Michaelidou et al. 2011; Tollinen and Karjaluoto
2011), without linking these metrics back to meaningful KPIs and broader objectives
(Keegan and Rowley 2017; Michaelidou et al. 2011; T6llinen and Karjaluoto 2011).

However, it is equally important to incorporate qualitative measures, which offer
deeper insights into the nature of customer interactions (Agostino and Sidorova 2016;
McCan and Barlow 2015). These qualitative assessments, such as analyzing the sen-
timent of conversations, help in understanding whether the perception of the brand
is positive or negative, providing a more comprehensive view of SM performance
(Meeneghan et al. 2013; Sidorova et al. 2016; Swaminathan et al. 2022).
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Measuring customer engagement is a critical component of SMM, as it captures
the interactive nature that sets these platforms apart (Arnaboldi et al. 2017b; Micho-
poulou and Moisa 2019; Sidorova et al. 2016). However, companies often face
challenges in accurately measuring this KPI, particularly in identifying metrics that
adequately reflect the multidimensionality of the concept (Azer et al. 2024; Hallock
et al. 2019; Li et al. 2021; Meeneghan et al. 2013; Shawky et al. 2020). This com-
plexity makes it difficult to develop a comprehensive approach that fully captures
the various facets of customer engagement which is often reduced to simple metrics
like the number of likes, comments, and shares (Angeles Oviedo-Garcia et al. 2014;
Juhaidi 2024).

The widespread company practice of limiting the analytical view to readily acces-
sible metrics (Jarvinen and Karjaluoto 2015; Mergel 2017; Michaelidou et al. 2011)
may be attributed to the adoption of cost-effective measurement tools utilized by
companies, such as SM platform insights and Google Analytics (McCan and Barlow
2015; Michopoulou and Moisa 2019; Silva et al. 2020).

Another challenge relates to the need of a SM metric to be accompanied by coun-
terforcing metrics that keep it in balance for a consistent continuing interpretation of
the performance by managers (Peters et al. 2013). In this regard, scholars suggest the
use of hybrid indicators wherein pure SM metrics (such as likes) are correlated with
traditional variables (such as revenues or customer satisfaction) (e.g. ratio between
sentiment on SM/theatre occupation) (Arnaboldi et al. 2017a). This process involves
integrating real-time data from SM with traditional reporting methods, impacting
decision-making through personalized timing and enhanced visualization (Agostino
and Sidorova 2017; Jarvinen and Karjaluoto 2015).

5.1.3 Building information systems for reporting performance masurement results
and setting performance level target

Data gathered and analyzed should be collected into comprehensive reports and dash-
boards, which serves as a basis for decision making and control activities (Jarvinen
and Karjaluoto 2015; Keegan and Rowley 2017; Peters et al. 2013; Sidorova et al.
2016). This activity is pivotal since it directly supports managers’ decision-making
processes and actions (Arnaboldi et al. 2017a).

A challenge companies often face in this activity is becoming overwhelmed by
information details or creating numerous categories that are ultimately useless to
those relying on these indicators for decision-making, as they may not fully under-
stand them (Arnaboldi et al. 2017a; Jarvinen and Karjaluoto 2015). Those respon-
sible for developing indicators may fall into the trap of adding simple metrics, such
as likes, followers, and views due to their apparent simplicity (Peters et al. 2013).
This may lead to metric overload (Keegan and Rowley 2017; Tollinen and Karjaluoto
2011). However, dashboarding should function as a minimization techniques where
aggregated data are converted in small number of significant metrics (Saxena et al.
2022). Moreover, incorporating many simple metrics into dashboards can mislead
marketing efforts, potentially harming the organization’s overall prospects (Peters et
al. 2013).
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Another significant challenge involves the integration of SM data with traditional
systems, such as data from Customer Relationship Management (CRM) platforms
(Agostino and Sidorova 2017; Arnaboldi et al. 2017a, b; Saxena et al. 2022). It is
not solely data from SM that informs customer management; organizations typically
engage with customers through multiple touchpoints, such as CRM systems, tradi-
tional advertising, direct communication, and call centers, often overseen by distinct
departments (Malthouse et al. 2013). Therefore, the development of effective dash-
boards can facilitate the establishment of guidelines and codes of conduct, promoting
consistency in the responses and actions of individuals responsible for managing
customer interfaces. However, although Agostino and Sidorova (2017) demonstrate
that managers attempt to integrate SM data on customers with more traditional data
stored in other organizational systems, such as CRM databases, they found that the
two sets of customer data did not overlap, highlighting a disconnect between the two
sources of information. The challenge of aligning the customer profile derived from
SM with that visualized through traditional data sources created tensions between
organizational units confidently utilizing SM data (e.g., digital marketers) and those
more skeptical of its value (e.g., management accountants). This tension resulted in
varied usage of the SM reports prepared by the digital department, with more skepti-
cal units often dismissing these reports altogether.

Additionally, given the variety of organizations and SM, there is no such thing as
“the” dashboard or metric for SM (Peters et al. 2013). Every organization needs to
choose the appropriate KPIs for its specific dashboard tied to its organizational goals,
structure, social media selection, etc. This variability makes it difficult to develop
a standardized system that accommodates all business needs without extensive
customization.

5.2 Challenges in the use of social media KPls

The use step refers to the application of developed KPIs for decision-making and
control processes, i.e. the practical utilization of the information produced during
the development process of KPIs. In this regard, research emphasizes the importance
of learning from SM data, as no universal methodology exists for translating such
data into actionable business decisions (e.g., Agnihotri et al. 2023; Fehrenbacher et
al. 2023; Holsapple et al. 2018; Parson and Lepkowska-White 2018). This process
enables organizations to shift from a focus on the technical aspects of measurement
to more operational and strategic considerations (Agnihotri et al. 2023; Holsapple et
al. 2018). The studies addressing this topic align with a body of research that views
SM as a valuable data source capable of generating new knowledge and support
decision-making across several domains, including sales, customer management, and
marketing-finance activities (Agnihotri et al. 2023; Fehrenbacher et al. 2023; Sax-
ena et al. 2022). For instance, the use of SM indicators allows to assess the impact
of different plans and to check their coherence with the company’s objectives and
strategies through constant benchmarking with competitors, identification of market
or sector trends on SM, and simulation of acceptance of products or services through
SM channels (Sidorova et al. 2016).
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The utilization of KPIs in decision-making processes can vary substantially. At
a basic level, KPIs may be employed for ad hoc and short-term decisions, such as
promptly responding to negative feedback (Agnihotri et al. 2023; Saxena et al. 2022),
thereby accelerating the revision of actions (Jérvinen and Karjaluoto 2015; Sidorova
et al. 2016). Aggregated customer data from SM is often used by marketers as an
early warning system, enabling immediate corrective action in response to emerging
issues. At a more advanced level, KPIs can inform action-oriented operational deci-
sions, such as adjusting services based on customer feedback (Agnihotri et al. 2023;
Saxena et al. 2022).

Furthermore, empirical evidence suggests that KPIs can be used to assess and act
upon business results such as brand awareness, brand positioning, brand personality,
and sales (Goebel et al. 2023; He et al. 2017; Nowak et al. 2024; Pamuksuz et al.
2021; Swaminathan et al. 2022). Therefore, firms can identify key themes and topics
related to products and brands, which can be analyzed and compared through senti-
ment analysis (He et al. 2017; Lamrhari et al. 2022; Swaminathan et al. 2022). Ana-
lyzing brand-related conversations indeed can provide valuable insights for decisions
regarding product and service improvements, as well as for customer segmentation,
selection of optimal sales channels and selection of partners for strategic initiatives
(Duan et al. 2023; Malthouse et al. 2013; Saxena et al. 2022; Swaminathan et al.
2022).

However, this process remains complex, and utilizing SM data and KPIs as a cor-
nerstone for strategic decision-making is still an aspirational goal. One challenge that
can be identified is the lack of trust in indicators generated from SM data. This stems
from two key concerns. First, managers may be hesitant and cautious on the nature
of SM data. They emphasize that SM data lacks stability (Keegan and Rowley 2017)
and is not the exclusive property of the company (Agostino and Sidorova 2017; Mal-
thouse et al. 2013). This can weaken the value of knowledge accumulation within the
enterprise (Arnaboldi et al. 2017b). Likewise, there is an issue of data representative-
ness, as SM platforms are used by only a subset of the population, potentially leading
to biased or incomplete insights (Malthouse et al. 2013). Furthermore, while SM pro-
viders, like Facebook and Twitter, offer public interfaces for data retrieval (referred
to as Application Public Interface), there is no assurance that the entirety of the data
is accessible (Arnaboldi et al. 2017b). Therefore, when the measurement suggests a
change in course from past or current practices, organizations tend to disregard these
insights and focus on traditional metrics. Conversely, they are more likely to act on
SM KPIs if they recommend maintaining the status quo, reflecting a more cautious,
risk-averse approach (Fehrenbacher et al. 2023). Moreover, the seniority of individu-
als in the workplace seems to influence perceptions, as experienced managers may
still view predictive analytics using SM data as uncharted territory (Fehrenbacher et
al. 2023).

Marketing managers may not only lack confidence in these indicators themselves
but also face challenges in persuading other managers of their value (Arnaboldi et
al. 2017b; Saxena et al. 2022). Each manager tends to form expectations regarding
the insights that an indicator can offer, shaped by their own expertise and functional
focus. Therefore, it is essential for these expectations to be discussed collaboratively
across departments to ensure that the indicators are effectively integrated into deci-
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sion-making processes. Marketing managers, in particular, must translate customer
voice metrics into financial narratives that resonate with financial managers and dem-
onstrate the relevance of these metrics (Saxena et al. 2022). However, establishing
a clear and direct link between customer satisfaction metrics and financial outcomes
can be both complex and time-consuming.

Additional challenges associated with the use phase pertain to the skill sets of
the individuals responsible for understanding and utilizing the KPIs derived from
SM. Specifically, those tasked with applying the indicators often lack the expertise
required to translate the information into actionable marketing strategies (Keegan
and Rowley 2017; Malthouse et al. 2013). As long as this skills gap remains unad-
dressed, the full potential of the insights derived from SM data cannot be realized.

5.3 Potential solutions

The literature suggests solutions to address and ultimately overcome the identified
challenges. First, new competencies are needed at the intersection of established
organizational functions (Arnaboldi et al. 2017a, b). In the case of SM, a wide range
of professionals are involved in the field, including those in marketing and com-
munications, information technology, and management accounting. Consequently,
beginning with recruitment and continuing through employee training and retention,
companies must identify, attract, and develop individuals with skill sets aligned to
the SM landscape, with its heavy reliance on data collection and analysis (Agni-
hotri 2023; Malthouse et al. 2013). In this regard, compared to traditional skills, a
complementary array of competencies is essential, including those in SM data collec-
tion, organization, aggregation, and storage. More importantly, it becomes pivotal to
develop analytical skills and knowledge of the business to formulate the right ques-
tions, set up hypotheses, and analyze scenarios to derive business-relevant insights
from data-driven information. This will ensure that no data is left unprocessed due
to the lack of qualified professional involved and misinterpretation is averted (Malt-
house et al. 2013).

Companies often employ specialists in digital roles, such as digital or SMM
managers, who oversee SMM performance measurement (Silva et al. 2020). The
literature suggests, however, that challenges in this area can be addressed through
hybridization processes, which engage multiple actors from different departments in
both the identification of KPIs and the enhancement of visual dashboards used within
measurement systems (Arnaboldi et al. 2017a). Member-checking, team coding, and
peer debriefing are suggested as approaches to ensure data collection and analysis
credibility (Morgan et al. 2024). This collaborative approach, particularly between
marketers and management accountants, ensures that visual dashboards incorporate
insights from various departmental reports and ideas contributed by relevant manag-
ers (Agostino and Sidorova 2017). Such functional hybridization is aimed at creating
more sophisticated and responsive performance control on SM, fostering the devel-
opment of new skills and organizational methodologies.

Moreover, the literature encourages collaboration between internal employees and
external consultants who are mostly valuable to assist firms with with the customiza-
tion process of visualization dashboard (Arnaboldi et al. 2017a; Keegan and Rowley
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2017). These consultants can act as mediators, helping to reconcile the conflicting
interests of the departments involved in the measurement process. Their role is to
identify each department’s specific needs and determine what knowledge must be
translated to meet the measurement requirements.

6 Discussion
6.1 Towards an integrative framework of SMM performance measurement

This SLR aimed to develop a comprehensive understanding of the contemporary
challenges in SMM performance measurement by offering an integrative framework
(Fig. 4). The proposed framework addresses the fragmentation characterizing the
existing literature, which largely focuses on the general use of measurement sys-
tems, evaluations of SM performance based on isolated platform-provided KPlIs, or
methods for KPIs development (e.g., Kumar et al. 2013; Li et al. 2021; McCann
and Barlow 2015; Michaelidou et al. 2011; Jarvinen and Karjaluoto 2015; Téllinen
and Karjaluoto 2011). By offering a holistic perspective, this framework provides
a deeper understanding of the key activities underpinning the SMM performance
measurement process, as well as the associated challenges and solutions identified in
current research. This facilitates a more nuanced knowledge of this multifaceted and
complex phenomenon.

Drawing on Wouters and Wilderom’s (2008) “development” and “use” steps of
PMSs, the framework illustrates that, as regards the SMM performance measurement
process, the first step involves the development of KPIs for SMM (i.e. their design
and implementation), while the second regards the use of the developed indicators
to generate actionable insights for decision-making and control processes within the
organization. A thematic analysis of the reviewed articles revealed a series of chal-
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lenges associated with each phase, which can be grouped into technical and organi-
zational challenges (e.g., Chiucchi 2013; Ezzamel and Burns 2005; Vaivio 2004).

In the development phase, technical challenges include defining and prioritiz-
ing the objectives of SMM activities to which the KPIs should be linked, selecting
appropriate metrics, and managing the vast amount of structured and unstructured
data generated by SM, which ultimately informs the metrics. Additionally, there is
a tendency to rely on simplistic approaches, often using surface-level, pre-existing
and quantitative platform metrics rather than developing bespoke indicators tailored
to specific organizational needs. This leads those involved in measuring SMM per-
formance in experiencing metric overload and the difficulty to identify only the most
relevant indicators for explaining the performance when dealing with the activity of
building information systems for reporting.

These technical difficulties are compounded by significant organizational chal-
lenges, such as the involvement of multiple stakeholders in the measurement process,
each with varying and frequently conflicting objectives as regards what to measure
and how to measure it. Furthermore, those involved in the measurement process
struggle to integrate SM data with more traditional data (e.g. CRM data) and cus-
tomize visual dashboards and reports to be used to communicate the performance of
SMM across the organization. This organizational tension results in the underutiliza-
tion of SM reports, as individuals who are more doubtful about the value of SM data
frequently overlook KPIs and reports prepared by digital professionals.

Interestingly, existing literature appears to omit the periodic revision of KPIs
and the associated challenges. Although the revision of KPIs can be understood as
an operational and technical exercise strongly tied to the specific business context
in which it occurs, this step should not be overlooked since it represents a pivotal
moment in which organizations wonder themselves whether existing KPIs are still
representative of their performance or new ones are required.

The difficulties in developing reliable KPIs directly influence their practical use
in decision-making processes since this information is proven to be seldomly used
to make decisions. Substantial challenges hinder the full integration of SM KPIs into
decision-making processes, including limited trust in SM-derived indicators due to
concerns about data instability, representativeness, and access restrictions. Compa-
nies may disregard insights that diverge from established practices, instead favoring
conventional metrics. Finally, a skills gap in translating SM insights into actionable
strategies further restricts the effective use of these KPIs. Overall, the SLR and related
framework shows that the challenges identified in the literature are predominantly of
a technical nature, specifically concerning the measurement process and the methods
for obtaining accurate data. Technical challenges seems to hinder data collection and
processing as well as the construction of adequate KPIs. Conversely, although the
organizational aspects are addressed to a much lesser extent, existing evidence sug-
gests that they also prevent the development and use of KPIs across the organization.

The literature, however, also hints at possible solutions to these challenges, offer-
ing somewhat insights into how organizations might overcome the difficulties of
SMM performance measurement to enhance the efficacy of this process. Interest-
ingly, a key solution is to hire and develop new competencies that span established
organizational functions, as SM performance measurement requires collaboration
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among marketing, management accounting, and IT. Organizations are also encour-
aged to adopt hybridized roles and developing cross-functional teamworks, particu-
larly between marketing and management accounting departments. The literature
suggests that these teams should also incorporate external consultants or agencies,
which can function as intermediaries between business functions involved in mea-
surement activities to align diverse requirements and translate specialized knowledge
into practical metrics.

However, existing studies tend to insist primarily on collaboration during the build-
ing of information systems for reporting performance masurement results and setting
performance level targets, particularly in the customization of visual dashboards and
reports. In contrast, the proposed framework indicates that this cooperation should
extend throughout the entire process of SM performance measurement —from iden-
tifying relevant KPIs and data collection to report generation and periodic reviews—
and be especially important during the interpretation and use of these insights. Such
interdisciplinary know-how and collaboration can help prevent misinterpretation and
guarantee thorough SM data processing and usage.

6.2 Futureresearch agenda

Bearing in mind the results of the thematic analysis, the paper identifies many unex-
plored research opportunities and outlines several avenues for future research. In this
regard, we strongly encourage future research to be carried out together by manage-
ment accounting and marketing researchers. Hence, the following future research
agenda should be tackled by adopting an interdisciplinary approach (Table 2).

6.2.1 Development of social media marketing KPIs

The literature review illustrates that measuring the effectiveness of SMM and to what
extent it contributes to the overall firm’s business strategy is paramount for organiza-
tions, but still remains a challenge. More in detail, the development of SMM KPIs
is often a random task (Sidorova et al. 2016) carried out by marketing and digital
managers, with little involvement of management accountants. The fact that SMM
performance measurement is an activity predominantly performed within marketing
departments does not represent a new finding per se given that management account-
ing literature offers wide evidence that operational managers undertake traditional
management accounting activities which leads to the enlargement of their skills
towards the management accounting realm (Burns and Vaivio 2001; Caglio 2003;
Ezzamel and Burns 2005; Lambert and Sponem 2012). Although these mentioned
contributions suggest that non-accountants’ interventions on management accoun-
tants’ domain of expertise can be a reason for professional competition and tensions
within organizations (Burns and Vaivio 2001; Ezzamel and Burns 2005), the present
study highlights that in the case of SM, management accountants themselves are
hesitant to be involved in the development of performance measures (Arnaboldi et
al. 2017a, b; Sidorova et al. 2016). Thus, future studies might investigate the reasons
behind this hesitancy given that management accountants can play an important role
in enabling the development of SM KPIs.
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In this regard, the development of SMM KPIs would benefit from the interplay
between SM marketers and management accountants (Arnaboldi et al. 2017a) given
that companies face significant challenges in identifying KPIs due to managers’
inability to define and prioritize SM objectives and identify proper KPIs (Hoffman
and Fodor 2010; McCann and Barlow 2015; Michaelidou et al. 2011; Michopoulou
and Moisa 2019; Silva et al. 2020). On the one hand, marketing and digital managers
possess skills in SM use and knowledge about customers and markets; on the other
hand, management accountants have technical competencies in measurement, a deep
knowledge of the organizational processes as well as the business in which the com-
pany operates. Therefore, it would be valuable to investigate organizational levers
that foster mutual interactions between managers and management accountants that
today is still very limited. Related to this point, in those contexts in which there is
already cooperation between these different functions, research might further explore
the phenomenon of hybridization of professional positions and competencies of man-
agers and management accountants in the use of SM platforms.

Findings also underline that organizations still demonstrate several difficulties in
the identification of adequate metrics to measure SMM performance. Although there
is a plethora of indicators to be adopted, organizations strongly rely on quantitative
metrics provided by SM platforms and Google Analytics, devoting scant attention to
the development and use of different metrics, such as qualitative indicators. Notably,
some studies point out the need of SM metrics to be accompanied by qualitative
measures for a consistent continuing interpretation of the performance by manag-
ers (Peters et al. 2013). This finding is in line with prior literature which shows that
the development of non-financial measures to be added to the traditional financial
measurement can be pivotal to cast light into marketing-specific activities since they
“open new visibility and problematize deeply rooted local practices”, thus playing
an “active role in processes of learning” (Vaivio 2004, p. 40). However, the non-
financial measurement is often perceived as “provocative” and “intrusive” by mar-
keting managers since it requires a stronger involvement of management accountants
into operational activities (Vaivio 1999, 2004). Therefore, future research might
investigate what barriers prevent the identification of qualitative measures and, more
broadly, of metrics different from that provided by SM platforms.

From a technical perspective, studies deeply show the application of several tech-
niques, such as generative artificial intelligence techniques, text mining, sentiment
analysis, social network analysis and trend analysis. Focusing on SM datasets, these
papers are quantitative in nature. This leads to a limited attention to the organizational
aspects linked to the process of gathering and analyzing SM data. In this regard, in
addition to further investigating the technical barriers to the construction of SMM
KPIs, a fruitful research avenue would be to shed light on which actors are involved
in this process, e.g. digital and marketing managers, consultants, data scientists, IT
managers, management accountants, as well as on what competencies are needed,
and which organizational and professional challenges can arise. Furthermore, the
review points out the possibility of enlisting the support of external consultants for
data analysis and interpretation activities (Arnaboldi et al. 2017a). Considering the
important role that consulting firms can play in this context, their involvement repre-
sents a topic which deserves future attention.
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Overall, we encourage empirical research based on qualitative methods, such as
case studies and cross sectional field studies, which can be instrumental for identify-
ing levers and barriers that organizations face when measuring SM performance, both
from an organizational and a technical perspective. As regards the case study meth-
odology, we observed a general lack of longitudinal case studies. Instead, research
would benefit from the adoption of longitudinal case studies as they allow to obtain
an in-depth exploration of the phenomenon over time.

6.2.2 Use of social media marketing KPIs

Findings reveal that SMM indicators are seldomly integrated either with existing
systems used within the marketing department or with corporate integrated perfor-
mance measurement systems (Agostino and Sidorova 2017; Arnaboldi et al. 2017a,
b; Saxena et al. 2022). Therefore, it would be important to investigate the reasons
behind the “isolation” of SMM indicators. In this concern, this recalls the way of
acting of Vernacular Accounting Systems (VASs) (Carlsson-Wall et al. 2019; Gore-
tzki et al. 2018b; Kilfoyle et al. 2013), which are self-developed accounting and
control systems used by local actors within each department to self-monitor their
performances. On the one side, the development of VASs permits to obtain deep
information on specific activities since they contain the expertise and the knowledge
of those local actors who work on these activities. On the other side, such important
knowledge included into VASs often only remains at a functional level, without being
incorporated within formal global control systems. This causes functional depart-
ments to construct their own information, thus avoiding management accountants’
“surveillance” and “escaping” from corporate controls (e.g. Lambert and Sponem
2012; Mack and Goretzki 2017; Pierce and O’Dea 2003). Therefore, future research
might explore in depth whether and how SM information serve the role of VASs
and how the knowledge VASs contain is eventually included into global accounting
information systems.

An important challenge posed by SM is the use of SMM related information in
decision-making processes. The review highlights that organizations mainly use this
type of data for operational decision-making processes whereas using it for strategic
decision-making remains an aspiration. In this regard, future research might inves-
tigate what factors prevent the use of SMM KPIs in strategic decision-making pro-
cesses as well as if and how their use can be fostered. Along these lines, it would be
valuable also shedding light on the role played by SM indicators in the process of
learning and knowledge creation (Chiucchi 2013; Chiucchi and Montemari 2016;
Vaivio 2004).

Besides, although the review highlights that there is a greater use of this infor-
mation for forecasts and predictive analyses (Goebel et al. 2023; Duan et al. 2023;
Fehrenbacher et al. 2023; Pamuksuz et al. 2021), empirical evidence shows that
managers do not trust so much information derived from SM data and prefer not to
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Table 2 Future research directions on SMM performance measurement

Development of social media KPIs * Factors that prevent the identification of metrics
different from that provided by SM platforms;
* Levers and barriers to the use of qualitative indica-
tors to measure SMM performance;
* The hybridization of professional positions in the
development of SMM KPIs;
« The reasons behind management accountants”
hesitancy to be involved in the development of SMM
KPIs;
* The organizational levers that foster mutual
interactions between managers and management ac-
countants in the development of SMM KPlIs;
* The role of external consultants and agencies in the
development of SMM KPIs.

Use of social media KPIs * Reasons for the ‘isolation’ of SMM indicators;
* Whether and how SMM information serve the role
of Vernacular Accounting Systems;
* Generation of trust in SM information within
organizations;
» Competencies and skills for the interpretation of
SMM information and how to solve misinterpreta-
tion issues;
» Factors that prevent the use of SMM KPIs in
strategic decision-making processes;
* Role played by SMM indicators in the process of
learning and knowledge creation.

include it in their decision-making (Fehrenbacher et al. 2023). Therefore, an interest-
ing line of research would investigate what SM data is relevant for decision-making
and how to generate trust in the related information.

In this regard, the synergy between SM marketers and management accountants
can be fruitful also in supporting managerial decision making, since within organiza-
tions management accountants are those who possess the proper skills for “demarcat-
ing what questions to ask” (Bhimani and Willcocks 2014, p. 479) and to contextualize
the data deriving from SM. According to Moll and Yigitbasioglu (2019), manage-
ment accountants could tell the story “behind Big Data to reduce the likelihood of
misinterpretation” (p. 6) and add value to decision-making processes. SM data per
se does not provide answers, but needs to be “tortured enough” (Al-Htaybat and
von Alberti-Alhtaybat 2017, p. 856), i.e. interpreted and contextualized, to enable
informed decision-making processes that guide actions. Therefore, the contribution
that management accountants can provide would undoubtedly foster a “refined” use
of SM information (Sidorova et al. 2016, p. 154), employing it as part of an integrated
process of control (Sidorova et al. 2016).

Finally, we suggest that involving management accountants in data collection
activities to a larger extent can offer a broad overview about the issue at stake and
would allow to make comparisons among firms of different sizes and belonging to
different sectors.
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6.3 Limitations

The study is not without limitations, primarily associated with the SLR process.
Firstly, we acknowledge the limitation of relying on a single database selection.
While Scopus encompasses a substantial array of peer-reviewed international jour-
nals, the exclusion of publications not included within this database may inadver-
tently lead to omissions of some contributions. Secondly, despite the careful crafting
of search strings, informed by pertinent literature and including alternative keywords
to encompass a wide spectrum of relevant articles, studies utilizing different, yet
related, keywords to explore the same subject matter were inevitably excluded. Addi-
tionally, we excluded publications written in languages other than English which
might have provided additional insights. Yet, nowadays, English is widely acknowl-
edged as the “academic lingua franca” (Kraus et al. 2022b, p. 2585).

Finally, limitations of the study may arise from the thematic analysis and the result-
ing framework. Specifically, we did not categorize the papers exclusively within the
distinct research areas that emerged, but the thematic analysis was conducted draw-
ing on concepts developed in the management accounting literature on PMSs. While
this may be considered a limitation, this approach enabled us to be exhaustive when
interpreting studies’ findings and to provide an integrative view of the challenges of
SMM performance measurement and potential solutions.

Despite these limitations, we believe that the paper presents opportunities for
interesting future research, and the proposed framework can serve as a valuable tool
for both academia and practice.

7 Appendix

@ Springer



does it take...

Social media marketing and performance measurement:

Spolow pue

SoLIOUI 0]
sjuawanboar
MOU BIPAW
[e100s jo
uonnqLuod
oy Anuenb
0] WISAS
QOUR[[OOXF JUSWAINSBAUT
soruop ssoursng oouewl X BAOIOPIS
- - - - - - [emdaouo) - "BV NVIN-ISO-SOIHLA I Suumsedy 9107 -lopdy - qounsosy ¢
BIpoW
Jeroos Sursn
Jo ssado1d
dyy 1 9jo1
JuedyIusIs
& pakerd
(-o10 ‘urp Koy uaym
-oury Sununoooe BIpoW Q0UAPIAD 8D
‘werd urojdoad  [e100s ‘ousqom 1861 -1ndwo awos
-e)suy pue elep 91e10dI00 ‘sjusw moye) [ewmor :SIOWO)ISNO
oNIM, BIPOW [RIOOS  -NOOP [RULIJUT . QOuB)SIp & Anqqe JuBISIp
“jooq Suisn pue ‘UOIBAIISqO 18 UonoR,, -JUN0ooY uo uonoe
-00e,] uonp  SurSeuew juedronaed pue uone[no pue Sur sadeysar
‘80) -eomunw  Jo oSIeyd SMOTATOYUT Apmys -[60JOONUD  SOIAP -ppny ‘Sur BIPOW [BID0S ‘X BAOIODIS
A[el)]  SNOLIBA  -WIOOQ[I], uro[dodd  paInonns-nudS  Ased 9[3uIg aaneyend) o ideouo) -BoYy INNODDV € -unody  L10T MOH ' ounsody z
Sunosyrewr
juaw ssouIsng-o} ‘S ey
K102y Sur -oSeuepy -ssaursng ¢y oo[ysayeq
-UIBd [RUOY  SOIWISP Sunayrey 10§ sonkeue IeysyY Y
- - - - - - [emdoouo)y  -eziweSi)  -eOY LN € [ewsnpul €707 BIPAW [EIOOS moyusy |
uondRI0d (--+“Apmys
uriopyerd ejep u ased ‘Aaaans) (nuenb
eipau sjueuLIOjuy poy /menb ‘remd ) adiy apy
Anuno)  [ewog Ansnpug A9y  wondd[I0d vlEQ Yoaeasay ASojopoyo |\ L109y], Joyny PPRY OLV Supjues Hry unog  Iwdx ML siopny N

sisA[eue aanduoso € ajqel

pringer

As



. Ancillai

I. Ascani,

sawoomQO
pue ‘suLoq
Jo ASojodA],
‘uonezife
-mdoouo)) W
weigesuy sjuawLadxa oISy Juowdgeuy  Iopuexaly ]
“jooq ejRp pue Aydex soruop Q01AI0S Jo Kijepojyl  seory-oose[g
- -o0.,] - - BIPOW [R100S -SomeN POXIIAU - -0y p Jolewmor  470C [ensip “riwzy L
odAy
[ewmnor 10 UONJOADT
Aipqe ‘ejep 51q
-JuN0ooY pue BIpaw
pue Sur [e100s Aifiqe  °S uesauedn)
Sorwsp -npny ‘Sur -Junodoe D 0osng A
- - - - - - Temdeouo)y - -0y ¢ Aunoddy L]0z ‘Sununosoy plogeury 9
66610V
SOATINOIXD BIpoW ‘Ie)g pue
(-o0 ‘urp IOIdS  [BIOOS )ONpU0d 1oMmog
-y pue JO sapod 68610V
‘werd SIO[[ONU0D pue sororjod IOUIASLID) spo0lqo
-eIsuf [eroueuy s1yqnd ‘suon pue 1e)§ [ewmor Arepunoq
oNIMT, pue s)sAjeue -BOTUNUILIOD 010T ‘6861 Anqqe PasIpLIqAY Jo
“yooq ‘s1o3euew pue ‘IB)S 995) -unod0y Q0udZIoWd
-00e] juountedap  syodar Auedwod s100[qo pue Sur ay) rerpow ‘A BAOIOPIS
39) Aimn  ‘sofeuew ‘SMATAIOT Apmys Arepunoq  sonuep -jipny ‘Sut Je100s Jur 0 ou0zZZY
Al snouep 2% MY BIPOW [BIOOS  PAIMONNS-IWAS 5.0 d[dnjnjy oApey[end)  JO UONON -y € Aunoy /10T -UIPAOD SN Ip[Oqeuly G
‘N seifoN
-oyoues
I 0SnpIop
SunoyIeN J00qadBJ Ul -SOUE[[ISE)
dAnoRINUL Juowagesus A onsodxg
ur Iowo)sno  -ZounjA SN
sonuap VRRALERRN | 10§ [esodoid efo1Rn-0pAAQ
- 300qode] - - - - remdaouo)) - -eoYy 1 joreumof 4107 SO sopduy ¢
uondI?[0d (**-“Apnys
uriopyerd ejep ul ased ‘AdAans) (yuenb
eIpauwI sjuguLIOjUT poyy /irenb ‘remyd ) adsy Py
Anuno)  [ewog Anpsnpup £33 uondI0d BIEQ Yoaeasay ASojopoyo\ L100q], Jaoyny PRY DIV Sunjuer Hry ERRUTIINES | 2) § L sopny N

(ponunuod) € 3)qey

-
[
[
g
g
o
)
Gll



does it take...

Social media marketing and performance measurement:

soes pue
SI0pI0 ‘oner)
9)IsqoM [reIdL
SOOIAIG uo Sunoyrewr
JowINsuo)) BIPOU [BI00S
wesgejsuy pue Sur Joedun 7 ueSeuerg
“Jooq ejep Apmys sorwop -Treley A, {[ensip ] omoy
SN -08] ey - BIPOW [BI00S  9SBO 9[3UIg aaneuend) - -8y IIN T Jopewmor 70T Suton “qessog 01
4N
(-o0 ‘urp SOIIdY[RIA
-ouIy Sd'A 018SSOY
‘werd Sunoyrew A 9)9[RANSH
-ejsu[ [ESIP JO  soireg ewingy
oNIMT, I1ouon QOUAPIAD 3P D) BSIOA
“ooq -noexd :suuoperd ep <O rd
-908,] s[euorssajord pue sonAjeuy BIPOW [BIOOS BA[IS B
39) Sunosyrew sonuep Sunosrey Jo sisAjeue ¢y TouSom
- snouep - [ensiq - Koamg aaneuend) - -y IIN [ Jo[ewmof €707 OOUBULIONOJ BAIS®D 6
SJuE)[NSU0d
‘rofeurwt
Sunayrew
[ensip ‘05e sorueduiod
-uew Suruuerq qeg u
Qouer] BIPOW [RI00S SMOTAIOIUT pue 2ouss so13ojens Sur
‘puejaIy ‘Feurwt pamonns sonuap -I[[oug -plinq pueiq [ Komoy
SN - snouep  Sunodrepy - -Iueg aAneyend) - -0y N [ Sunolely 907 BIPAW [BIOOS L Aesme) g
uondR0d (*“Apmys
uLiopyerd e)ep ul ased ‘AaAans) (yuenb
eIpow SjueuLIOyuy poyy menb ‘remd ) adsy ann
Anuno)  [ewog Anpsnpup £33 uondI[0d BIEQ Y21e3say ASojopoyd Al L1004y, aoyny PRY OV Sunjuer Hry ERRUTINES |:2) § L sopny N

(ponunuod) € 3)qey

pringer

As



. Ancillai

I. Ascani,

BIpOW
[eroos ur uon

JuowaSe -uoye pauIed
-UBA UL Surzurxeuwr N 1ueSed
SurepoN 10j unpuoS[e T oyuUNNOIA
- - - - ep pagnuls - QAnEIUENQ) - IDSNVIN® IO [ JO[eumof  /]O7  OWOWRWY g OquIpon [
sa13ojens
Burpass 10y
suonesrydury
1SYI0MIOU
uonepifea [e100S QUI[UO ‘D
Teoundurd K109y 20U2I0§ uruonuope  usgSnig uea
Juowr pue owes JIOMIPU  SOIWIOP Juowr Iojuon vy sueT Iop
- - -ureuoug - - SHOMION aAnemuend)  -aSueyoxy -eoy IDSNVIARUO « -oSeuely 70T -nodwo) uea gredpn ¢
PusLg
INOA SI PudI],
A, :s[00],
MAIARY sonATeuy oAl
K109} Sur -0IpaI WOI] “JA JOUSIOp
SUONE[OIA  SOTWIOP U000y uoneziun oo qd
- - - sIogeueA - Judwedxyg aanemuen)  Aouejoadxyg -BoYy INNODOV ¢ ueadomyg  €70C QVIAPY  IoyoequaIyd] 7|
Sururea|
quryorw pue
Sururu 1x9)
Jo uoneorjdde
uy :uoneut
-IOJUT BIPOUI
SWSAS [eroos Juisn
uorew SWA)ISAS
(sonired -103u] Sur uoneuLIOFul 7 [Iwezpy
121NN sisAjeue -JUNodoY Sununoooe  JA] 0SSAPOD)
uonenst JUWINULS Jo [ewmor JUSWIUIOAOS CVIN AT
joogedoey  -urwpe eRp /SisA[eue sonuap [euon oy Sur -oyIeSeA
VSN oML dnqnd - BIpoW [e100§ JuAuod dAneInuEnd) - By INNODOV T CEUWUL - €T0C -oueyuyg SYHueng [1
uondI0d (*“Apmys
uLiopyerd w)ep ul ased ‘AdAans) (yuenb
eIpauwI sjuguLIOjUT poyy /irenb ‘remyd ) adsy Py
Anuno)  [ewog Anpsnpup £33 uondI0d BIEQ Yoaeasay ASojopoyo\ L100q], Jaoyny PRY DIV Sunjuer Hry ERRUTIINES | 2) § L sopny N

(ponunuod) € 3)qey

-
[
[
g
g
o
)
Gll



does it take...

Social media marketing and performance measurement:

SIUMO

eIENSNY - ShOLTeA STINS

Sunayrew
RIPOW [BID0S
pue ‘Sur
-JosIeu ‘sot
A[eue 4 IN
Ul POAJOAUL
suadxo
Ansnpuyp

Judw

VSN DI -urepoug -

ep
BIPOW [BI00S

SMOIAIOIUI
paonns

-Iueg aAneyEend)

SMOIAIIUL
pamjonns

-y aane[En)

- dAnEIUENY)

saniiqedes
orwreukq

SOIWAP
-eoy

INES-LNA 1

LN I

IDSNVA®IO 4

diysmou
-axdonuyg
pue ssou
-isng
[[ewis jo
[ewmnor

sonAeuy
Sunosrey
Jo [ewmor

Sunseaaio ]
JO [eumof

810¢

¥20t

£20C

SAINS
uo Apmys
aAne)enb

e :(NID)
JuswdFeURW
diysuonejor
JoW0)SNO 0}
BIPOW [BIOOS
Sunjury

‘D) Tenog
¢d ueSuuey
‘seqnd LT
0183831
amny 0}
yred e pue
Sunayrew
RIPOW [BIO0S
ur Surssasoxd
a5enSue|
[eanjeu jo
SIoLLIRq Y [,
:saonoerd
Sunoxrew ur
onsingury e
-uoneyndwoo
SuneSiaeN

3 pneaAsa(q
Crssoln 91
BIpOW
[eroos Juisn
UOTJB)ISIA
yred jeuoneu 3] 1yon3oN
ur sagueyo V'S POOM
juoorad Sur ©yg payoerg
-JSBOQI0) PUB £y Z)[BUIYOS
SulepoN Y [29e0D G

uopIIN[0d
uriopyerd ejep ul
erpow syueuLIOyUI

Anuno) [eog  Anpsnpuy LE) |

uopdI[0d e

(-“kpms
ased ‘AdAans) (yuenb
/irenb q if )

ASo[0poyId N

POYy

oIeasay

K1ody ],

ad£y
Joyny

PPRY OV Supjuer Hey

aph
unog

RU2) ¢

apIL sy N

(ponunuod) € 3)qey

pringer

As



. Ancillai

I. Ascani,

Supyewr
UOISIOAP SSAU
-1snq 10} ejep

s10U01) juow BIPOW [BIOOS
-noexd -o3eue|y 31q woyy
pue a3pa 93pajmouy ‘A
ejRp Apms sorwap -[mouy] pawenxe BV Y-
[eqO[D  IopImM[ ey - BIPOWI [BID0S  9SEO o[SUIg QAneuENd) - -0y anrs odo 7 Joeumor /10T Swdeuely  Suepm ‘M OH 0T
Wo)SAS00
BIPOU [BI00S
g jo TA
Ansnput Jomod oy, uopuaNL)
Suip100a1 soruop SUOZLIOH :Pa30aUU00 Sy wyoy
vsn - RIS A - - Koysiy ese) [emdaouo)) - "BV NVIN-ISO-SOIHLA T sseulsng  [10C 118 21.9M geuvey 61
solow Jur
o3I [T
-31p ‘A3oyens
ayei0dion
‘quowr
-oZeuew
puE Uono9|
-09 e1Ep
‘sonAjeue Apms
901N0Sa1 K1oyeropdxa
uewny ue Juowoged
‘Sunoxrew [VRRLEREN | -Ud BIpOW ‘A UdpuUd)
[ensip ‘s1o SMOTAIOIUT JoNTRIN [e1o0s uo AU CTY
-Seuew pamonns SOIudp RING soAnoadsiod u22A3330Yy
vsn - snouep  SupodIey - -lwes dAneNEnd) - By LN T -enend  610C [PAS-WIL] YA YOOI 81
uondR0d (*“Apmys
uLiopyerd e)ep ul ased ‘AaAans) (yuenb
eIpow SjueuLIOyuy poyy menb ‘remd ) adsy ann
Anuno)  [ewog Anpsnpup £33 uondI0d BIEQ Yoaeasay ASojopoyo\ L1004y, aoyny PRY OV Sunjuer Hry ERRUTINES |:2) § L sopny N

(ponunuod) € 3)qey

-
[
[
g
g
o
)
Gll



Social media marketing and performance measurement: does it take...

s3org sar
-uaSy [eAeI]
ueMIE], WOIJ
0uUdPIAY
:£3oreng
oIeosay [ouuey)
wISLINOJ, Sunayre
Koams Jo [eumop e ur Kejg
PUE [o129S01 Soruop sytoed MON B SB
uemIE], Soig  [eAeIL suadxy - ydieg PAXIN - R AOLOAS 1 BISY  TI0T PIPAIN [E100S “T8ueny 4
Spomawel)
Temdaouod
pue uonezt
-1910RIRYD) R
SwAISAS sonkfeue  oyexed CH-S
Sonuap yoddng BIPOW [BI00S  QOBISH “M D
- - - - - - remdaouo)) - -eoy NVIAN OANI € uodg 8107 ssoursng ojddesjoy ¢z
s10U0N) {Sunoeyreur
-noexd MY BIPAU [BIOOS
pue Juow moA Jo [0y
Sonup -oSeuey Q) aInseaw ‘N Jopogq
- - - - - - [emdaouo)) - "BV NVIN-ISO-SOIHLA ¢ UBOI[S LIN  010T nof ue) 7 UEWHPOH  TT
judw Ansnpur
-aSeuepy ezzid oy ur
uon Apmys aseo
-BuLIojup :Sururu 1x9)
onm],  (sureyo Jo [ewmop pue siskjeue
“Jooq ezz1d) e)Rp Apms SOIudp [euon aannadwod 111
vsn 908 ey - BIPOWI [BI00S  2SED O[SuUlg dAneInuEnd) - By NVIA O4NI T -RURW] €07 BIPAW [BLOS SBUZ PMOH 1T
uondI0d (*“Apmys
uLiopyerd w)ep ul ased ‘AdAans) (yuenb
eIpow SjueuLIOyu poyy menb ‘remd ) adsy ann
Anuno)  [ewog Anpsnpup £33 uondI0d BIEQ Yoaeasay ASojopoyo\ L100q], Jaoyny PRY DIV Sunjuer Hry ERRUTIINES | 2) § L sopny N

(ponunuod) € 3)qey

pringer

As



. Ancillai

I. Ascani,

uregejsuy
“ooq
-00]
[GENY)
-uIy
IONIM],
“ooq
-008]
'39)
SNOLIEA

BISOUOpU]

pueulg

SIJIAISS
Kouey
-[nsuo)

uoneINpy

SNOLIEA

saouade

NIAIS Ut
sisiferoadg

SI9)a3Iewr
laltilel

suadxyg

ejep
BIPOW [B190S

sdoysyzom
pue SMIIAIIUL
PaImONNS-Twog

SMOIAIIUI
paionns
-lweg

sisAjeue
U0

Aprus
aseo oA

dnois snoo g

EIN L1

QAnEINEN)

JAneEnd)

EIN L1112

soruop

"BV NVIN-ISO-SOIHLA 4

sorwop

"BV NVIN-ISO-SOIHLA I

soruop
-0y

SOIWAP
-eoy

uorsIoa(q
oW

-o8euelN L1107

Juowade
-UB\ pue
ssoursng

WaB0) 70T

Juaw
-a3eue
Sunayrey
[eLnsnpuy

LN € sloc

IVILS I WS04 170T

Funosrewr
BIPOW [BIOOS
ur Sunjewr
UOISIop pue
uonenfeAsq
oanoadsiad
Xt Sur

-joy IR

® :RISauopuy
ur uonmusur
UonEonpad 1o
-y31y eS|
Jo Sunoyrew
BIPOW [RIO0S

JUSLIDINSBU
soueuniofiod
Sunosrew
[eN31p oy Sof
-JATeUR QoA
Joosnoy]
SIomawely
BLIDJLID-T)[ U
-[euoISUSW
-Ip-hynut

© :A391818
Sunayrew
BIPOW [BIO0S
Jo s10108)
$s000nS Sur
-Jen|eAd pue
Suwopdxyg

‘[ Kopmoy
g ueSeay]

'V ipreyng

*H ojonjelrey|
[ uouIAIR[

‘H Hexpyeiy
pezoowy A
[OpRZUISSOH]
SN Inog 1wep

8T

LT

9C

54

uriopyerd
eIpau

Anuno) [eo0s

Ansnpuy

uopIIN[0d
©B)ep ul
sjueuLIOyul
A

uopdIN0I e

C-kpmys
ased ‘AdAans)

(yuenb
menb ‘remd )

POYy

oIeasay

ASo[0poyId N

K1ody ],

ad£y
Joyny

v

unog

PPY OFV Supjuel Dry £

APLL

sioyny

‘N

(ponunuod) € 3)qey

-
[
[
g
k=
o
)
Gll



does it take...

s109p
Suikrea-owny
oy Surmdes

:so[es puelq
uo Sunasrew

s10U01) Q0URIOS [euonipen
-noexd Sunosrey pue eIpaw
pue Jo Awrd [e1908 JO ‘N QUd21D)
ejRp Apms sorwap -peoy oy s19ge  CEM[ T0YD
VSN 00qooe,] ey - BIPOWI [BID0S  9SEO o[SUIg QAneuENd) - -0y IIN «v Joeumor /107  ousISoukg A Jewmy  J¢
Aajog
KoY Joy
sojqiSue) pue
sa[qISuejur
Jo 10 pue
anfea oy}
Surseazouy
s1ouor) :A8arens
-noexd Sunoyrewr N yeys
oNIm], pue BIPOWI [BIO0S  TURPUEBTIIA
“yooq (weard eIRp Aprus Sorwsp EMIEI6IN d[qeinsedw A ueIeyseygqg
eIpuy -00B,] 901) [IeIY - BIPOW 2100 9sBO J[TUIg aAneuERn) - -0y IIN «v SumoyIelN €107 © Sunear) SATRWINY O
snid£)
ur suSredweo
BIPIW [BIOOS
suone[or
Juowr o1qnd jo uon
-90URAPY -BN[eAd pue
s1ouonnoeld SMOTAIOIUT ssoursngy JUOWAINSEAW "N T[0IN 'Y
uonear pamonns sonuap [eqO[D) 10} B pue Apnis  SeINOSeIN <N
sidAD - - aqnd - -lweg aaneEnd - "BV NVIN-ISO-SOIHLA 1 [ewmop  [g0z eAnen[enby  sowoipowoy 67
uondR0d (*“Apmys
uLiopyerd e)ep ul ased ‘AaAans) (yuenb
eIpow SjueuLIOyuy poyy menb ‘remd ) adsy ann
Anuno)  [ewog Anpsnpup £33 uondI[0d BIEQ Y21e3say ASojopoyd Al L1004y, aoyny PRY OV Sunjuer Hry ENILTINENN D) § apLL siogny N

Social media marketing and performance measurement:

(ponunuod) € 3)qey

pringer

As



. Ancillai

I. Ascani,

Sumoes
JuBINE)SOT
[GEN) Sururp-jenses
-ouIy ® woly
‘wrerd Q0USPIAT
-ejsuy :ooueuIo)Iod
RN Suroueyud
“Jooq uo Sunoyrewr
-08 (JUBIN®)SL BIPAW [B100S ‘WH
‘§9)  Sumup) Aprus SOTuIdp SOIIOU0IT Jo ssau 100D “O'M
VSN snouep ey - - oseoojulg dAnemuend) - ey JOLOES ¢ wsunol - 170T ~9ANOPH Wy eI v
UOISIOAT0D
pue ‘uonisinb
-0B ‘Uonudjax
auey) JowoIsnd Sur
s10U0N) [e00S -aoxdur 1oy
-noexd pue Sur SHomaurely AV 1]
pue -15B0010,] onkfeue SN gouqnQO
wep SoIuap [ea130] YD UHH 1ZeuD
- - - - 'IpoW 2100 JuswLIdXs aAnemuen) - -0y AONNI € -ouyodl  ZT0T [eroosy 'S LeyIwe]  ¢¢
soneuLIOJu[
pue suon sonAJeue
-erodO BIPOW [BIO0S
SOJIAIRG ySnoay)
Jo [ewmor S9I0J Al
sonuap [euon S 10110 Sur ‘d BpuUBN.
- - - - - - remdaouo)) - -eoYy HDOAL¥SdO 1 -ewou] 7oz -yoeoxddy CATewmny g
uondR0d (*“Apmys
uLiopyerd e)ep ul ased ‘AaAans) (yuenb
eIpow SjueuLIOyuy poyy menb ‘remd ) adsy ann
Anuno)  [ewog Anpsnpup £33 uondI0d BIEQ Yoaeasay ASojopoyo\ L1004y, aoyny PRY OV Sunjuer Hry ERRUTINES |:2) § L sopny N

(ponunuod) € 3)qey

-
[
[
g
g
o
)
Gll



does it take...

Social media marketing and performance measurement:

sIsA[euy
moiaeyog
Juow JSUNOT, 10] N [IRIDON
-oSeue POUIOIN [ dorwIwIRD)
elRp soruop pue uon sonAjeuy SO'HNA
elensny PPl WsHnoL - eIpow [e100§  judwrkiadxg aAnEINuENQ - By NVIAN OANI ¢ -ewuojul /107 ERAJGV SISUBIN 6€
yoedwy
MITARY BIPOJA [L100S
uonen uonenst 10} 90UIPIAY
-SIurupe soruap -urpy; onsIoq
- - dqnd - - - [emdoouo) - ey ods dnd «¥ auqand - L10¢ Supjng TSN 8¢
sIxe1q Jo
IXQIUO)) o}
pue ‘eIpa
MIN] ‘S10)0Y
uonenjeAq Y Yoew
Sunayrey diysiosuodg -I0DON A
adomyg sonuop pue £30 ursofue]  UIUSNoIN
pue ysn - - - - K1ojsiy ose) remdaouo) - -BoYy DN € -loyohsd €107 -[eyD MON L UBYSRUNDN L€
(010 Juown
‘s3o1g -dojorag
oNIMT, osudroyug STINS
“ooq pue ssou 10 BIpOW
-908,] -1sng [e1908 Jo
'89) sorwop [rews jo JUOWIDINSEIUT Y mojreg
PUB[OOS  SNOLIBA  SNOLIBA - - Koang QAnRIUENY) - -y NGS-LNA T [eumor 10T pueasn SN UUBDON  9€
asnoy JARD
[e1008 oy}
Suronponuyp
s1ouOn) 1BI0 BIpOW N Sueyz
-noexd [eroos oy ur g oM g
pue SunoyreN sdysuonefor BIOD[S “IN
sonuap dAnORINU] IOWOISNd  UIR[UARH D)H
- - - - - - remdaouo)) - -eoYy LN ¢ Jopeumor €107 SuiSeuey ASNOYRIN  GE
uondI0d (*“Apmys
uLiopyerd w)ep ul ased ‘AdAans) (yuenb
eIpauwI sjuguLIOjUT poyy /irenb ‘remyd ) adsy Py
Anuno)  [ewog Anpsnpup £33 uondI0d BIEQ Yoaeasay ASojopoyo\ L100q], Jaoyny PRY DIV Sunjuer Hry ERRUTIINES | 2) § L sopny N

(ponunuod) € 3)qey

pringer

As



. Ancillai

I. Ascani,

Juowade
-uep AN
-[endsoy
Krexod doueuriojiod
-wauo) 910y pue
Jo [ewmor JUSWIULS ' Suepy
eep sisAeue soruop [euon MOTAQI OUI[UO 7 Suery
BulyD - Anendsoy - BIpaW [e1o0g jusunueg dAaneIuEnd) - -8V YOLOdS € -euRul  $T0T Alle@ ST NROAIN  €F
Sunayrey
101098
SMOTAIIUT orqng pue UOISSIJ\| pue 3 Ko
SI0JBUIPIO0D pamonns sonuop 1goiduoN. BIPIA] [BI00S &) SIISBIN(
VSN OLALL 1yoid-uoN eIpaul [ero0g - -lwes dAneNEnd) - By LN I Jopewmof $goz  ‘siyoiduoN Y ueSloW  7p
Juowade
-uepy A
-[endsoy BUIWL[IP
SMOIAIIUL Jo [ewmor 10 9y, :soLL o'd
pamonns soruop [euon -JowW BIpaWT BSIOIN &
AN - Anendsoy - s1ofeuey - -Twes aanelend) - ey HOLOES € -BUW[  6[O7 [e1OS [0 no[nodoydry [t
spueiq
dcd wnipaw
PUE [[es Jo
uonesnsaAul
Kiojerojdxo
uy :Sunay
-Tew BIPoW
juow [e1908 Jo ‘D) sapInop
-oSeuey JUOWIDINSEAW  -0)SLIYD) ©I'N
sonuap SunoxIeN pue soLIRq  BYFRWeIS N
N - SnOLEeA - - Koamg dAneInuEnd) - By LN € [emsnpur - 110T ‘aBes)  NOPIRRYIIN  (OF
uondI0d (*“Apmys
uLiopyerd w)ep ul ased ‘AdAans) (yuenb
eIpauwI sjuguLIOjUT poyy /irenb ‘remyd ) adsy Py
Anuno)  [ewog Anpsnpup £33  uondI[od BIEQ Yo1easay ASo10poydAl L100q], Jaoyny PRY DIV Sunjuer Hry ERRUTIINES | 2) § L sopny N

(ponunuod) € 3)qey

-
[
[
g
g
o
)
Gll



pringer

As

does it take...

SHOMIWIRL]
Temydoouo) v
Ealeliiliive) JUWAFRURIA “H AMYA
SOTuIdp JouIup Supoyrely  -eysmoddo
- - - - - - [emdoouo) - ey NVIN OdANI I JO[ewInof  8JOT BIPAN [BOS TV SUOSIEd  9f
Sururea|
QUILDBIN thim
SYI0MIIN
BIPIN [BIO0S
ur Kyijeuosiog
puerg Sur
Sunosrey -)91pa1d :nox Y skarydungy
eRp soruop SAnORINU] OO MIN  SLfUNg £
- - - BIPOW [BI00S - aAnemuen) - -0y IIN ¢ Joeumor  170T -puelg v synwed Sy
s1o3euRW
BIPOW [RIO0S
Jo sa13ojens

JuowINS
-eow pue
saAn0a[qo
‘saSuoyeyd jo
uonesnsaAul
Teornduwo uy
‘PIoY [euols W
sIouon Sunosren -sojoxd e se uueueddo
-noexd RIPIN juowegeuew g ISuisuen
pue [e100S pue BIpOW  -ToABWI[PAS
J1o3euRW sonuap [ensiq jo [ewos Jjoonb ) yoopny
- - - BIPOW [RI00S - Koamg aAnemuend) - -0y - - [euwmor  470g sme)s Ay, S NeMON b
uondR0d (*“Apmys
uLiopyerd e)ep ul ased ‘AaAans) (yuenb
eIpow SjueuLIOyuy poyy menb ‘remd ) adsy ann
Anuno)  [ewog Anpsnpup £33 uondI0d BIEQ Yoaeasay ASojopoyo\ L1004y, aoyny PRY OV Sunjuer Hry ERRUTINES |:2) § L sopny N

Social media marketing and performance measurement:

(ponunuod) € 3)qey



. Ancillai

I. Ascani,

(010 ‘ugp
~ury
‘wred BIpIW
-ejsuy [e100s U0
oNIML, Juowogedus
“jooq sIosn pue I0WOoISNO 'S UOABIA
-0.,] s1ouonnoeld SMOTAIIUT [oIeasay SwiSeuewr 10y 1, yoInaIq
89) Sunoeyrewr pamonns soruop ssoursng Jlomowely ¢y IyoeqNY]
- SNOLEA - EIpoW [e1o0g - -lwes dAneNEnd - "BV NVIN-ISO-SOIHLA € Joewmof  (0zoz  OWURUAP Y vs Lmeys 6
Sunyew
-UOISIOdP [eLt
-oSeuewr
(oR sIoZeurw ur 9010A
NIML, Qoueuly pue 19WOISNO JO
“ooq s1o3euew Surmopeys [oI8asaY asn :OPIAIp ‘TN ZU[[o ]
-008] [e1ouad doedsyiom TR doueuly SN ISowe ]
'39) ‘s1ofeuell  pue SMAIAI)UT Aprus SoTuap QAT -Sunoyrew SN Aperg
puefor]  snouep Ajpendsoy  Supoyiely  paImjonns-nuog ases apdnny aAneyEeng) - -0y IIN 7 -enend)  zgog oy SwiSpug ' euoxe§ 8y
wSipered
V-0
K109}
uonnqLny
K1oay) BIPIA [BIO0S
SIomION SuiSeuey
K100y siouon 10 soul| 3 sjomneg
[eroos)st  -noeid -opmo pue g waquiQ
-uonoRIAIU] pue SunoyreN Jlomourer] ‘N 'V uerd
A100)  SOIWIOP dAnORINU] V— SO -BY ‘A WYD
- - - - - - remdaouo) Surures| -0y N ¢ JO[euwmof  €[OZ BIPIIN [BI0OS SIS Ly
uondR0d (*“Apmys
uLiopyerd e)ep ul ased ‘AaAans) (yuenb
eIpow SjueuLIOyuy poyy menb ‘remd ) adsy ann
Anuno)  [ewog Anpsnpup £33 uondI0d BIEQ Yoaeasay ASojopoyo\ L1004y, aoyny PRY OV Sunjuer Hry ERRUTINES |:2) § L sopny N

(ponunuod) € 3)qey

-
[
[
g
g
o
)
Gll



does it take...

Social media marketing and performance measurement:

ASaeng
pueIg dAL
0] suon
-BSIOAUO))
BIPIN [BI00S
uo SurjdpoN
aidog, Surisn
RPN [B0 'S TITH Y $9Z
SunoxeN -0S uI spuelg  -QUAN S'V'H
ejep sorwop QATORIONU] jooSenSue]  zueMYOS A
- IoNm - - BIPAW [BI00S aaneuend) - -8y IIN € Joewmor  7z0T UL uByRUILEMS TS
owd
pue gzd
woiy syySisur
:souresgoxd
Sunayrey Sunayrew
[ensnpuy BIPOW [RIO0S
pue ssou JoI0d ey Y'S EplWY
s1o3euRW SMITATOIUI soruop -1sng 9)en|eAd SalU Q"Y' duenq
- - snoueA  SuneyIely peImonys-mueg dsed ofdnny POXIIA - -0y IIN 7 Joreumor (zoz -edwoo moy “)SEBAIS IS
(*919 ‘urp Juswr
-oyuI'] -o3eue|y
‘wesd douew [opowr mau
-g)suf juowaSeuewr (z1020V -10J19d © SpIEMO)
oNIM[ pue £30 “Ie 10 sojues pue A SWOISAS
“jooq -[ouyoa)  syodal [ewiul -oouel]) -ADONPOIJ JUSWAINSBAU
-o0.,] UONBWLIONUT ‘oM “JUSWNOOP Joimowely Jo [ewmor douetiorad [ T[[oRpERY
BISSIY ‘89) ‘Bunoxrew ‘SMIIAIUL 9sn puejuAU  SOIUAP [euon pue BIpAW ‘A IP[OqRUIY
pue A[e)y  snowrey  snouep woly 9[dodd  pammjonns-nudg ases jdnmy aaneyen) -odwoo SN -0y HOAL®SdO 1 -euwlUu]  910T [e100S  “A BAOIOPIS (S
uonIRN[0d
uriopyerd ejep ul (yuenb
eIpaw sjuguLIOjUT /irenb ‘remyd ) adsy Py
Anuno)  [ewog Anpsnpup £33 uondI0d BIEQ ASojopoyo\ L1004y, aoyny PRY OV Sunjuer Hry ERRUTINES |:2) § L sopny N

(ponunuod) € 3)qey

pringer

As



. Ancillai

I. Ascani,

juowr
-dojaraq wrerdejsuy
asudioug uo Auedwoo
pue ssou dn-jejs e Jo
(yoreasax -1sng Sunoyrew g wonsols
puey 'lep uonoe) Apnis soruap [Tews jo :MOT[OJ “d pelg
-I0Z)IMS  WeIeisuy - - BIPOW [LI00S  9sed A[3uIg aAneyeng) - -0y NGS-INA T [eumnor  £]07 oy moO[[of  {H UGUBMIA  9¢
doueuniofiod W
oyqnd 03 ©3S0)) BP SAI
ysnd woy SN BISOD
:ASarens <y 1Suowr
juow BIPOW [BI00S "D 19[qBD)
ejep -oSeuey pue Sunay TN eprowy
dde pue erep sonuop Sunosrey -1ewt [eySIp 9p 019AdS
[1ize1g uwreise)suy [rey - ®Ipow [e100§ - dAnEIIUENQ) - B0y N T Jopewmor ¢zor  Suistundg  CYARIGIA GG
UoNEaId-00
juaw anfea 10y
-oSeuey uuopyerd
ssoursngy Juowges
Suroou -ud s,oouelg
-18ug our[niAl jo *D) QUOTe[\
Jo [ewmor 9sed YL, “ BI0
soruap [euon Jquowegeuewl N 09IV,
Aoy - pooq - - Kioisiy ose) LAneNEnd - ey HOH1%SdO I -euoup o 810C wep Sig BORSI U 4N
Sunayrey
£30 BIpOW
-jouyoay, [e100S 10J
Jo [ewmor SoLIdUI UoT)
sonuap [euon -eoIuNWIWoo  “H ojon[eliey|
- - - - - - [emdasuo) - By LN I -euRup - [10C SupoyIEN UV USUIIQL €S
uondI0d (*“Apmys
uLiopyerd w)ep ul ased ‘AdAans) (yuenb
eIpauwI sjuguLIOjUT poyy /irenb ‘remyd ) adsy Py
Anuno)  [ewog Anpsnpup £33 uondI0d BIEQ Yoaeasay ASojopoyo\ L100q], Jaoyny PRY DIV Sunjuer Hry ERRUTIINES | 2) § L sopny N

(ponunuod) € 3)qey

-
[
[
g
g
o
)
Gll



does it take...

Social media marketing and performance measurement:

J01ARYRq
pue opmme
u20M)2q
Kouo)sisuod
Sur Ay Sunsay
-SILOAPY nuaAdr ) Suoy A
JO [ewmoy Qerodiod  1f “JA YHON
ejep SoIwop [euon pue say| srnrge)
VSN 00qade]  SnOLIeA - BIPAUI [B100S - aAnEuUENQ) - -0y LN T -ewu] 70T j00qede ]  IT D U00K  8G
s
}00qadE,|
Ppaumo-pueIq
® Jo sisA[eue
JUSWINUSS B
suowadedus
IoW0IsSNd pue
sIouon Suruoryisod
-noexd 2100 s puelq
pue sonAeuy & ur saSueyo 'S uipfey,
ejep sis[eue SOIAp Sunayre Surpue)s SV Yoy
VSN 300qade] - - BIpoW [e100g juswnuag aAnEIRUENQ - ey LN [ jJojewnor 70T -Ppun FOIRA SZNX LS
uondI[0d (r“Apmys
uriopyerd ejep ul ased ‘AaAans) (nyuenb
evIpow sjueuLIOjUL poypowr  /ifenb ‘remydaduod) adKy apn
Anuno) [enog  Apsnpuy A3y  uondI0d BIRQ YaIeasay A3oj0poydA L1009y, Joyny PRY OV Supjuel Hey In0g  JIBIX apIL siopny N

(ponunuod) € 3)qey

pringer

As



1. Ascani, C. Ancillai

Funding Open access funding provided by Universita Politecnica delle Marche within the CRUI-CARE
Agreement.

Declarations
Competing interests The author declares that she has no competing interests.

Open Access This article is licensed under a Creative Commons Attribution 4.0 International License,
which permits use, sharing, adaptation, distribution and reproduction in any medium or format, as long
as you give appropriate credit to the original author(s) and the source, provide a link to the Creative
Commons licence, and indicate if changes were made. The images or other third party material in this
article are included in the article’s Creative Commons licence, unless indicated otherwise in a credit line
to the material. If material is not included in the article’s Creative Commons licence and your intended use
is not permitted by statutory regulation or exceeds the permitted use, you will need to obtain permission
directly from the copyright holder. To view a copy of this licence, visit http://creativecommons.org/licen
ses/by/4.0/.

References

Agnihotri R, Bakeshloo KA, Mani S (2023) Social media analytics for business-to-business marketing.
Ind Mark Manage 115:110-126

Agostino D, Sidorova Y (2016) A performance measurement system to quantify the contribution of social
media: new requirements for metrics and methods. Measuring Bus Excellence 20(2):38-51

Agostino D, Sidorova Y (2017) How social media reshapes action on distant customers: some empirical
evidence. Acc Auditing Account J 30(4):777-794

Al-Htaybat K, von Alberti-Alhtaybat L (2017) Big data and corporate reporting: impacts and paradoxes.
Acc Auditing Account J 30(4):850-873

Angeles Oviedo-Garcia M, Mufioz-Exposito M, Castellanos-Verdugo M, Sancho-Mejias M (2014) Metric
proposal for customer engagement in Facebook. J Res Interact Mark 8(4):327-344

Arnaboldi M, Azzone G, Sidorova Y (2017a) Governing social media: the emergence of hybridised bound-
ary objects. Acc Auditing Account J 30(4):821-849

Arnaboldi M, Busco C, Cuganesan S (2017b) Accounting, accountability, social media and big data: revo-
lution or hype? Acc Auditing Account J 30(4):762-776

Atanasiu R, Wickert C, Khapova SN (2024) Towards a heuristic view of managerial heuristics: integrating
divergent perspectives. Int ] Manage Rev 27(1):58-80

Azer J, Blasco-Arcas L, Alexander M (2024) Visual modality of engagement: conceptualization, typology
of forms, and outcomes. J Service Res 27(2):231-249

Bartoloni S, Ancillai C (2023) Twenty years of social media marketing: a systematic review, integrative
framework, and future research agenda. Int ] Manage Rev 26(3):435-457

Behn RD (2003) Why measure performance? Different purposes require different measures. Public Adm
Rev 63(5):586-606

Bhimani A, Willcocks L (2014) Digitisation, Big data’and the transformation of accounting information.
Acc Bus Res 44(4):469-490

Bourne M, Mills J, Wilcox M, Neely A, Platts K (2000) Designing, implementing and updating perfor-
mance measurement systems. Int J Oper Prod Manage 20(7):754-771

Burns J, Vaivio J (2001) Management accounting change. Manage Acc Res 12:389-402

Caglio A (2003) Enterprise resource planning systems and accountants: towards hybridization? Eur Acc
Rev 12(1):123-153

Cao Y, Ajjan H, Hong P, Le T (2018) Using social media for competitive business outcomes: an empirical
study of companies in China. J Adv Manage Res 15(2):211-235

Carlsson-Wall M, Kraus K, Meidell A, Tran P (2019) Managing risk in the public sector—The interaction
between vernacular and formal risk management systems. Financial Account Manage 35(1):3—-19

Catastis B, Grojer JE (2006) Indicators: on visualizing, classifying and dramatizing. J Intellect Capital
7(2):187-203

@ Springer


http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/

Social media marketing and performance measurement: does it take...

Catasuis B, Ersson S, Grojer JE, Yang Wallentin F (2007) What gets measured gets... on indicating, mobi-
lizing and acting. Acc Auditing Account J 20(4):505-521

Catastis B, Ferri P, Von Laskowski S (2016) Accounting and the hope of action. Eur Acc Rev 25(2):403-419

Cawsey T, Rowley J (2016) Social media brand Building strategies in B2B companies. Mark Intell Plann
34(6):754-776

Chaminade C, Roberts H (2003) What it means is what it does: a comparative analysis of implementing
intellectual capital in Norway and Spain. Eur Acc Rev 12(4):733-751

Chiucchi MS (2013) Intellectual capital accounting in action: enhancing learning through interventionist
research. J Intellect Capital 14(1):48-68

Chiucchi MS, Montemari M (2016) Investigating the fate of intellectual capital indicators: a case study. J
Intellect Capital 17(2):238-254

Conz E, Magnani G (2020) A dynamic perspective on the resilience of firms: A systematic literature review
and a framework for future research. Eur Manag J 38(3):400-412

da Silva Wegner R, da Silva DJC, da Veiga CP, Estivalete VDFB, Rossato VP, Malheiros MB (2023) Perfor-
mance analysis of social media platforms: evidence of digital marketing. J Mark Anal 12(3):599-610

de Vries L, Gensler S, Leeflang PS (2012) Popularity of brand posts on brand fan pages: an investigation
of the effects of social media marketing. J Interact Mark 26(2):83-91

Denyer D, Tranfield D (2006) Using qualitative research synthesis to build an actionable knowledge base.
Manag Decis 44(2):213-227

Dhaoui C, Webster CM (2021) Brand and consumer engagement behaviors on Facebook brand pages: let’s
have a (positive) conversation. Int J Res Mark 38(1):155-175

Dolega L, Rowe F, Branagan E (2021) Going digital? The impact of social media marketing on retail
website traffic, orders and sales. J Retailing Consumer Serv 60:102501

Duan HK, Vasarhelyi MA, Codesso M, Alzamil Z (2023) Enhancing the government accounting informa-
tion systems using social media information: an application of text mining and machine learning. Int
J Acc Inform Syst 48:100600

Eid R, Abdelmoety Z, Agag G (2020) Antecedents and consequences of social media marketing use: an
empirical study of the UK exporting B2B SMEs. J Bus Industrial Mark 35(2):284-305

Ezzamel M, Burns J (2005) Professional competition, economic value added and management control
strategies. Organ Stud 26(5):755-777

Fehrenbacher DD, Ghio A, Weisner M (2023) Advice utilization from predictive analytics tools: the trend
is your friend. Eur Acc Rev 32(3):637-662

Felix R, Rauschnabel PA, Hinsch C (2017) Elements of strategic social media marketing: A holistic frame-
work. J Bus Res 70:118-126

Ferreira A, Otley D (2009) The design and use of performance management systems: an extended frame-
work for analysis. Manage Acc Res 20(4):263-282

Garrido-Moreno A, Lockett N, Garcia-Morales VJ, King S (2020) Social media use and value-creation in
the digital landscape: a dynamic-capabilities perspective. J Service Manage 31(3):313-343

Gelper S, van der Lans R, van Bruggen G (2021) Competition for attention in online social networks:
implications for seeding strategies. Manage Sci 67(2):1026-1047

Giuliani M, Chiucchi MS, Marasca S (2016) A history of intellectual capital measurements: from produc-
tion to consumption. J Intellect Capital 17(3):590-606

Godinho P, Moutinho L, Pagani M (2017) A memetic algorithm for maximizing earned attention in social
media. J Modelling Manage 12(3):364-385

Goebel R, Schmaltz A, Brackett BA, Wood SA, Noguchi K (2023) Modeling and forecasting percent
changes in National park visitation using social media. J Forecast 42(6):1502—1518

Goretzki L, Mack S, Messner M, Weber J (2018a) Exploring the persuasiveness of accounting numbers in
the framing of ‘performance’—a micro-level analysis of performance review meetings. Eur Acc Rev
27(3):495-525

Goretzki L, Strauss E, Wiegmann L (2018b) Exploring the roles of vernacular accounting systems in the
development of enabling global accounting and control systems. Contemp Acc Res 35(4):1888-1916

Granlund M, Lukka K (1998) Towards increasing business orientation: Finnish management accountants
in a changing cultural context. Manage Acc Res 9(2):185-211

Gross J, Desveaud K (2024) Navigating computational linguistic in marketing practices: the barriers of
natural Language processing in social media marketing and a path to future research. J Mark Anal.
https://doi.org/10.1057/s41270-024-00337-8

Guha S, Harrigan P, Soutar G (2018) Linking social media to customer relationship management (CRM):
a qualitative study on SMEs. J Small Bus Entrepreneurship 30(3):193-214

@ Springer


https://doi.org/10.1057/s41270-024-00337-8

1. Ascani, C. Ancillai

Hallock W, Roggeveen AL, Crittenden V (2019) Firm-level perspectives on social media engagement: an
exploratory study. Qualitative Market Research: Int J 22(2):217-226

Hanna R, Rohm A, Crittenden VL (2011) We’re all connected: the power of the social media ecosystem.
Bus Horiz 54(3):265-273

He W, Zha S, Li L (2013) Social media competitive analysis and text mining: A case study in the pizza
industry. Int J Inf Manag 33(3):464-472

He W, Wang FK, Akula V (2017) Managing extracted knowledge from big social media data for business
decision making. J Knowl Manage 21(2):275-294

Hoffman DL, Fodor M (2010) Can you measure the ROI of your social media marketing? MIT Sloan
management review

Holsapple CW, Hsiao SH, Pakath R (2018) Business social media analytics: characterization and concep-
tual framework. Decis Support Syst 110:32-45

Huang L (2012) Social media as a new play in a marketing channel strategy: evidence from Taiwan travel
agencies’ blogs. Asia Pac J Tourism Res 17(6):615-634

Jami Pour M, Hosseinzadeh M, Amoozad Mahdiraji H (2021) Exploring and evaluating success fac-
tors of social media marketing strategy: a multi-dimensional-multi-criteria framework. Foresight
23(6):655-678

Jarvinen J, Karjaluoto H (2015) The use of web analytics for digital marketing performance measurement.
Ind Mark Manage 50:117-127

Jordan S, Messner M (2012) Enabling control and the problem of incomplete performance indicators. Acc
Organ Soc 37(8):544-564

Juhaidi A (2024) Social media marketing of Islamic higher education institution in Indonesia: a marketing
mix perspective. Cogent Bus Manage 11(1):2374864

Kaplan AM, Haenlein M (2010) Users of the world, unite! The challenges and opportunities of social
media. Bus Horiz 53(1):59-68

Kaplan RS, Norton DP (1992) The balanced Scorecard—Measures that drive performance. Harvard Busi-
ness School Press

Kaplan RS, Norton DP (1996) The balanced Scorecard— translating strategy into action. Harvard Business
School Press

Kaplan RS, Norton DP (2007) Using the balanced scorecard as a strategic management system. Harvard
Business Review

Keegan BJ, Rowley J (2017) Evaluation and decision making in social media marketing. Manag Decis
55(1):15-31

Kilfoyle E, Richardson AJ, MacDonald LD (2013) Vernacular accountings: bridging the cognitive and
the social in the analysis of employee-generated accounting systems. Acc Organ Soc 38(5):382-396

Kim Y, Jang A (2021) A longitudinal study of sales promotion on social networking sites (SNS) in the
lodging industry. J Hospitality Tourism Manage 48:256-263

Komodromos M, Masouras A, Nicoli N (2021) A qualitative study and a measurement and evaluation of
public relations social media campaigns in Cyprus. J Global Bus Advancement 14(4):479-499

Kraus K, Hékansson H, Lind J (2015) The marketing-accounting interface—problems and opportunities.
Ind Mark Manage 46:3-10

Kraus S, Durst S, Ferreira JJ, Veiga P, Kailer N, Weinmann A (2022a) Digital transformation in business
and management research: an overview of the current status quo. Int J Inf Manag 63:102466

Kraus S, Breier M, Lim WM, Dabi¢ M, Kumar S, Kanbach D, Ferreira JJ (2022b) Literature reviews as
independent studies: guidelines for academic practice. RMS 16(8):2577-2595

Kraus S, Bouncken RB, Yela Aranega A (2024) The burgeoning role of literature review articles in man-
agement research: an introduction and outlook. RMS 18(2):299-314

Kumar V, Nanda P (2022) Approaching Porter’s five forces through social media analytics. Int J Serv Oper
Inf 12(2):184-200

Kumar V, Bhaskaran V, Mirchandani R, Shah M (2013) Creating a measurable social media market-
ing strategy: increasing the value and ROI of intangibles and tangibles for hokey pokey. Mark Sci
32(2):194-212

Kumar V, Choi JB, Greene M (2017) Synergistic effects of social media and traditional marketing on brand
sales: capturing the time-varying effects. J Acad Mark Sci 45:268-288

Lambert C, Sponem S (2012) Roles, authority and involvement of the management accounting function: a
multiple case-study perspective. Eur Acc Rev 21(3):565-589

Lamrhari S, Ghazi E, Oubrich H, M., Faker E, A (2022) A social CRM analytic framework for improving
customer retention, acquisition, and conversion. Technol Forecast Soc Chang 174:121275

@ Springer



Social media marketing and performance measurement: does it take...

Li J, Kim WG, Choi HM (2021) Effectiveness of social media marketing on enhancing performance:
evidence from a casual-dining restaurant setting. Tour Econ 27(1):3-22

Lowe A (2001) Accounting information systems as knowledge-objects: some effects of objectualization.
Manage Acc Res 12(1):75-100

Luo J, Toth Z, Liu MJ, Yuan R (2021) Social media-related tensions on business-to-business markets—Evi-
dence from China. Ind Mark Manage 93:293-306

Mack S, Goretzki L (2017) How management accountants exert influence on managers—a micro-level
analysis of management accountants’ influence tactics in budgetary control meetings. Qualitative Res
Acc Manage 14(3):328-362

Malthouse EC, Haenlein M, Skiera B, Wege E, Zhang M (2013) Managing customer relationships in the
social media era: introducing the social CRM house. J Interact Mark 27(4):270-280

Martin-Rojas R, Garrido-Moreno A, Garcia-Morales VJ (2020) Fostering Corporate Entrepreneurship
with the use of social media tools. J Bus Res 112:396-412

Martin-Rojas R, Garcia-Morales VJ, Garrido-Moreno A, Salmador-Sanchez MP (2021) Social media use
and the challenge of complexity: evidence from the technology sector. J Bus Res 129:621-640

Massaro M, Dumay J, Guthrie J (2016) On the shoulders of giants: undertaking a structured literature
review in accounting. Acc Auditing Account J 29(5):767-801

McCann M, Barlow A (2015) Use and measurement of social media for SMEs. J Small Bus Enterp Dev
22(2):273-287

Meenaghan T, McLoughlin D, McCormack A (2013) New challenges in sponsorship evaluation actors,
new media, and the context of praxis. Psychol Mark 30(5):444—460

Merchant KA (2006) Measuring general managers’ performances: market, accounting and combination-
of-measures systems. Acc Auditing Account J 19(6):893-917

Mergel 1 (2017) Building holistic evidence for social media impact. Public Adm Rev 77(4):489-495

Miah SJ, Vu HQ, Gammack J, McGrath M (2017) A big data analytics method for tourist behaviour analy-
sis. Inf Manag 54(6):771-785

Michaelidou N, Siamagka NT, Christodoulides G (2011) Usage, barriers and measurement of social
media marketing: an exploratory investigation of small and medium B2B brands. Ind Mark Manage
40(7):1153-1159

Michopoulou E, Moisa DG (2019) Hotel social media metrics: the ROI dilemma. Int J Hospitality Manage
76:308-315

Moll J, Yigitbasioglu O (2019) The role of internet-related technologies in shaping the work of accoun-
tants: new directions for accounting research. Br Acc Rev 51(6):100833

Moorman C, Ryan M, Tavassoli N (2022) Why marketers are returning to traditional advertising. Harvard
Bus Rev (April 29, 2022)

Morgan K, DeMasters C, Wiley K (2024) Nonprofits, social media, and mission. J Nonprofit Public Sect
Mark 37(2):163—188

Neely A, Bourne M (2000) Why measurement initiatives fail. Measuring Bus Excellence 4(4):3—7

Neely A, Adams C, Crowe P (2001) The performance Prism in practice. Measuring Bus Excellence
5(2):6-13

Nicolau JL, Xiang Z, Wang D (2024) Daily online review sentiment and hotel performance. Int J Contemp
Hospitality Manage 36(3):790-811

Nowak R, Rudeloff C, Sedlmayer-Gansinger B, Oppermann M (2024) The status quo of social media man-
agement as a professional field: an empirical investigation of challenges, objectives and measurement
strategies of social media managers. J Digit Social Media Mark 11(4):379-390

Otley D (1999) Performance management: a framework for management control systems research. Man-
age Acc Res 10(4):363-382

Otley D (2003) Management control and performance management: whence and whither? Br Acc Rev
35(4):309-326

Pamuksuz U, Yun JT, Humphreys A (2021) A brand-new look at you: predicting brand personality in social
media networks with machine learning. J Interact Mark 56(1):1-15

Parsons AL, Lepkowska-White E (2018) Social media marketing management: A conceptual framework.
J Internet Commer 17(2):81-95

Parveen F, Jaafar NI, Ainin S (2016) Social media’s impact on organizational performance and entrepre-
neurial orientation in organizations. Manag Decis 54(9):2208-2234

Peters K, Chen Y, Kaplan AM, Ognibeni B, Pauwels K (2013) Social media metrics—A framework and
guidelines for managing social media. J Interact Mark 27(4):281-298

Petticrew M, Roberts H (2008) Systematic reviews in the social sciences: A practical guide. Wiley

@ Springer



1. Ascani, C. Ancillai

Pierce B, O’Dea T (2003) Management accounting information and the needs of managers: perceptions of
managers and accountants compared. Br Acc Rev 35(3):257-290

Qalati AS, Li W, Vela EG, Bux A, Barbosa B, Herzallah AM (2020) Effects of technological, organiza-
tional, and environmental factors on social media adoption. J Asian Finance Econ Bus 7(10):989-998

Qalati SA, Yuan LW, Khan MAS, Anwar F (2021) A mediated model on the adoption of social media and
SMESs’ performance in developing countries. Technol Soc 64:1-12

Qu SQ, Cooper DJ (2011) The role of inscriptions in producing a balanced scorecard. Acc Organ Soc
36(6):344-362

Rojon C, Okupe A, McDowall A (2021) Utilization and development of systematic reviews in management
research: what do we know and where do we go from here? Int J Manage Reviews 23(2):191-223

Roslender R, Hart SJ (2010) Taking the customer into account: transcending the construction of the cus-
tomer through the promotion of self-accounting. Crit Perspect Acc 21(8):739-753

Sauer PC, Seuring S (2023) How to conduct systematic literature reviews in management research: a guide
in 6 steps and 14 decisions. RMS 17(5):1899-1933

Saxena D, Brady M, Lamest M, Fellenz M (2022) Bridging the marketing-finance divide: use of customer
voice in managerial decision-making. Qualitative Market Research: Int J 25(3):361-382

Secundo G, Ndou V, Del Vecchio P, De Pascale G (2020) Sustainable development, intellectual capital and
technology policies: A structured literature review and future research agenda. Technol Forecast Soc
Chang 153:119917

Segel Hilton L, Hatami H (2023) Taking the pulse of social media marketing: A leader’s guide. Available
at: https://www.mckinsey.com/~/media/mckinsey/email/leadingoff/2023/08/07/2023-08-07b.html

Shawky S, Kubacki K, Dietrich T, Weaven S (2020) A dynamic framework for managing customer
engagement on social media. J Bus Res 121:567-577

Sidorova Y, Arnaboldi M, Radaelli J (2016) Social media and performance measurement systems: towards
a new model? Int J Productivity Perform Manage 65(2):139-161

Silva SC, Duarte PAO, Almeida SR (2020) How companies evaluate the ROI of social media marketing
programmes: insights from B2B and B2C. J Bus Industrial Mark 35(12):2097-2110

Statista (2024) Social Media Advertising Wordwide. Available at: https://www.statista.com/outlook/dmo/
digital-advertising/social-media-advertising/worldwide#ad-spending

Sundin H, Granlund M, Brown DA (2010) Balancing multiple competing objectives with a balanced
scorecard. Eur Acc Rev 19(2):203-246

Swaminathan V, Schwartz HA, Menezes R, Hill S (2022) The Language of brands in social media: using
topic modeling on social media conversations to drive brand strategy. J Interact Mark 57(2):255-277

Tafesse W, Wien A (2018) Using message strategy to drive consumer behavioral engagement on social
media. J] Consumer Mark 35(3):241-253

Thorpe R, Holt R, Macpherson A, Pittaway L (2005) Using knowledge within small and medium-sized
firms: A systematic review of the evidence. Int J Manage Reviews 7(4):257-281

Tollinen A, Karjaluoto H (2011) Marketing communication metrics for social media. Int J Technol Mark
4(4):316-3306

Tranfield D, Denyer D, Smart P (2003) Towards a methodology for developing evidence-informed man-
agement knowledge by means of systematic review. Br J Manag 14(3):207-222

Troisi O, D’Arco M, Loia F, Maione G (2018) Big data management: the case of Mulino Bianco’s engage-
ment platform for value co-creation. Int J Eng Bus Manage 10:1847979018767776

Vaivio J (1999) Examining the quantified customer. Acc Organ Soc 24(8):689-715

Vaivio J (2004) Mobilizing local knowledge with ‘provocative’non-financial measures. Eur Acc Rev
13(1):39-71

Vieira VA, Severo de Almeida MI, Gabler CB, Limongi R, Costa M, Pires da Costa M (2022) Optimis-
ing digital marketing and social media strategy: from push to pull to performance. ] Mark Manage
38(7-8):709-739

Vinayavekhin S, Li F, Banerjee A, Caputo A (2023) The academic landscape of sustainability in man-
agement literature: towards a more interdisciplinary research agenda. Bus Strategy Environ
32(8):5748-5784

Virtanen H, Bjork P, Sjostrom E (2017) Follow for follow: marketing of a start-up company on Instagram.
J Small Bus Enterp Dev 24(3):468-484

Webster J, Watson RT (2002) Analyzing the past to prepare for the future: Writing a literature review. MIS
quarterly, xiii-xxiii

Wouters M, Wilderom C (2008) Developing performance-measurement systems as enabling formaliza-
tion: A longitudinal field study of a logistics department. Acc Organ Soc 33(4-5):488-516

@ Springer


https://www.mckinsey.com/~/media/mckinsey/email/leadingoff/2023/08/07/2023-08-07b.html
https://www.statista.com/outlook/dmo/digital-advertising/social-media-advertising/worldwide#ad-spending
https://www.statista.com/outlook/dmo/digital-advertising/social-media-advertising/worldwide#ad-spending

Social media marketing and performance measurement: does it take...

Wu CW, Martinez G, J. M. and, Martin Martin JM (2020) An analysis of social media marketing strategy
and performance in the context of fashion brands: the case of Taiwan. Psychol Mark 37(9):1185-1193

Xu Z, Vail C, Kohli AS, Tajdini S (2021) Understanding changes in a brand’s core positioning and cus-
tomer engagement: A sentiment analysis of a brand-owned Facebook site. ] Mark Analytics 9:3—16

Yoon G, Li C, Liu J, North M, Ji Y, Hong C (2024) Facebook likes and corporate revenue: testing the
consistency between attitude and behavior. Int J Advertising 43(8):1392-1415

Publisher’s Note Springer Nature remains neutral with regard to jurisdictional claims in published maps
and institutional affiliations.

@ Springer



	﻿Social media marketing and performance measurement: does it take two to tango?
	﻿Abstract
	﻿1﻿ ﻿ Introduction
	﻿2﻿ ﻿ Theoretical background
	﻿2.1﻿ ﻿Social media marketing and performance measurement
	﻿2.2﻿ ﻿ The management accounting perspective on performance measurement challenges

	﻿3﻿ ﻿ Methodology
	﻿3.1﻿ ﻿Planning the review: the preparation of the literature review protocol
	﻿3.2﻿ ﻿Conducting the review: literature search and articles selection
	﻿3.3﻿ ﻿ Analysis of the literature

	﻿﻿4﻿ ﻿ Findings: descriptive analysis
	﻿﻿5﻿ ﻿ Findings: thematic analysis
	﻿5.1﻿ ﻿ Challenges in the development of social media KPIs
	﻿5.1.1﻿ ﻿Identifying and defiining KPIs
	﻿5.1.2﻿ ﻿Data collection for determining the values of performance measures
	﻿5.1.3﻿ ﻿ Building information systems for reporting performance masurement results and setting performance level target


	﻿5.2﻿ ﻿ Challenges in the use of social media KPIs
	﻿5.3﻿ ﻿ Potential solutions
	﻿6﻿ ﻿ Discussion
	﻿6.1﻿ ﻿ Towards an integrative framework of SMM performance measurement
	﻿6.2﻿ ﻿Future research agenda
	﻿6.2.1﻿ ﻿Development of social media marketing KPIs
	﻿6.2.2﻿ ﻿ Use of social media marketing KPIs


	﻿6.3﻿ ﻿ Limitations
	﻿7﻿ ﻿Appendix
	﻿References


