
* Corresponding author.  
E-mail address: aminu.mode@student.aiu.edu.my  (A. M. Mode) 
 
ISSN 3115-8455 (Online) - ISSN 3115-8447 (Print) 
© 2026 by the authors; licensee Growing Science, Canada  
doi: 10.5267/j.sci.2026.5.006 
 
 

 
 

  
 

Scientometrica 2 (2026) 223–234 
 

 

Contents lists available at GrowingScience 
 

Scientometrica 
 

homepage: www.GrowingScience.com/sci 
 
 
 

 
 
 
Exploring the impact of digital marketing for micro-entrepreneurs: A bibliometric analysis 2024-
2025 
 

Aminu Muhammad Modea*, Nor Azilah Husina and Noorasyikin Mohd Noha 
 

aSchool of Business and Social Sciences, Albukhary International University, Malaysia 
C H R O N I C L E                                 A B S T R A C T 

Article history:  
Received: January 10, 2025 
Received in revised format: 
March 14, 2026 
Accepted: May 11, 2026 
Available online:  
May 11, 2026 

 The purpose of this study is to review global research trends in digital marketing as it refers to 
micro-entrepreneurs in a bibliometric methodology. An extensive search of open-access publi-
cations found in the Dimensions AI database during the period 20242025 with Leading authors, 
institutions, countries, and thematic clusters were visualized using VOSviewer performance, co-
citation, and co-occurrence analysis. The results indicate that Asia, especially China, India, Ma-
laysia, and Indonesia have emerged as a major source of this body of literature. The three key 
areas of research were identified as global digital strategies, new social media analytics, and 
influencer marketing to engage consumers. Despite these developments, gaps in the research on 
micro-entrepreneurs in developing nations and in qualitative research perspectives remain. 
Overall, The study draws different articles into rational subject groups and is accompanied by a 
conclusion that the body of existing research offers both theoretical integration and practical 
insight to entrepreneurs and policymakers willing to use digital marketing to promote their small 
businesses growth in the long term. 
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1. Introduction 
 
Bibliometrics is a structured research approach that applies statistical and analytical methods to the study of patterns in 
publications, citations and knowledge structures of a given topic. It's commonly used to illustrate the progression in research 
fields through citation, co-authorship, and co-word networks to assess research influence and to identify key studies and 
authors (Passas, 2024). With the expansion of scholarly production in any given field. Bibliometric analysis is increasingly 
used to investigate isolated literature and detect research opportunities. This study was made possible by the growing role 
of digital marketing for entrepreneurship. The rise of digital platforms, particularly social media, has transformed the inter-
actions between small businesses and micro-entrepreneurs with customers, brand promotion and competitive advantages. 
The significant growth of academic studies on digital marketing, social media marketing and entrepreneurship has resulted 
in a divided and contrasting literature. Bibliometric approaches are particularly suitable for studying this evolving research 
field because it offers a structured overview of the knowledge development process and enables the systematic detection of 
research trends, prominent publishing authors and themes (Torres et al., 2022). Previous research on digital marketing and 
small-business entrepreneurship has consistently demonstrated the effects of social media on consumer behavior, customer 
loyalty, and business growth. Many previous bibliometric studies have outlined research clusters and methods in broader 
fields of marketing and management, also explaining similar topics such as customer interaction, e-commerce, and cross-
cultural perspectives on digital marketing (Mulcahy et al., 2023, Bashar et al., 2024). Nevertheless, the majority of these 
studies take a broad approach to digital marketing or consumer behavior, giving micro-entrepreneurs little analytical atten-
tion as a separate analytical unit. While the body of research increases, there remain some gaps. First, earlier bibliometric 
analyses mainly represent research from developed countries, offering little information about the challenges and opportu-
nities for micro-entrepreneurs in developing countries, in which digital marketing and market conditions are much different 
(Banerji & Singh, 2024). The second gap is that existing bibliometric mappings often prioritise the importance of publication 
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output and citation rates over the correct matching of digital marketing study to micro enterprise sustainability and entre-
preneurial performance. Therefore, there is still a lack of investigation in the theoretical foundation of digital marketing 
study about micro-entrepreneurship. 

This study is unique because it maps a specific bibliometric review of digital marketing research specific to micro entrepre-
neurs, with an emphasis on developed countries. This study brings both areas together to demonstrate the connection be-
tween academic research, theme development and geographic outputs in relation to micro entrepreneurial activity, compared 
to other bibliometric studies that are focused purely on digital marketing or entrepreneurship (or both), by integrating pre-
vious studies in a more relevant and clear manner it adds value to the field. Therefore, the purpose of this study is to perform 
a systematic review of the digital marketing study about micro-entrepreneurs. The aim of the study is to understand the 
trends and patterns of publications, authors and research themes, thus offering an organised domain mapping and illuminat-
ing the evolution of the existing body of knowledge. 

Significance of the Study 

This research contributes to the body of digital marketing and entrepreneurship literature by bringing together the pieces of 
scholarly work on micro-entrepreneurs together into a coherent conceptual map. The study offers a clearer understanding 
of the progression of digital marketing research in the context of micro-entrepreneurship activity through the mapping of 
the dominant themes, research clusters and knowledge connections. Its emphasis on developing country contexts improves 
understanding of theoretical knowledge on digital marketing as a tool for the creation of micro enterprises in a range of 
socioeconomic environments, which has not been studied previously. In terms of its methodology, the study adds value to 
bibliometric research by proposing a systematic and replicable mapping framework that integrates visualization tools (based 
on VOSviewer) with screening through a PRISMA inspired approach. This approach improves the quality, replicability and 
comparability of current research on digital marketing. The study demonstrates how bibliometric approaches can be ex-
tended to capture more specialized rather than policy relevant topics by drawing on micro-entrepreneurs as a research unit. 
This sets a precedent for future research mapping studies in the areas of entrepreneurship and digital innovation. 

In practical terms, the study offers benefits to micro-entrepreneurs, academics and policymakers by mapping, for example, 
how the digital marketing body of knowledge is structured, and where to find strategic insight. While universities may use 
the findings to align education programs with current digital skills, the aggregate research map may help entrepreneurs in 
making informed business decisions on digital platforms and strategies. This paper will provide policymakers with robust 
guidelines to develop targeted digital literacy and support systems that address the adoption challenges faced by micro-
entrepreneurs in developing countries. 

The following are the study's objectives that are suitable to the current bibliometrics analysis: 

• To evaluate the performance of research in digital marketing and social media in relation to micro-entrepreneurs 
and small businesses. 

• To determine the most influential authors, institutions and countries in the field and investigate the patterns of 
scientific collaboration in this area. 

• To identify the main topics and trends in the literature by identifying links between studies and the most-frequently 
keywords used. 

2. Methodology 

This chapter outlines the comprehensive bibliometric approach used to explore the trends and patterns in digital marketing 
for small businesses and micro-entrepreneurs.. The research approach examines scholarly articles and defines knowledge 
structures through quantitative methods of bibliometric analysis such as co-citation analysis, co-occurrence analysis, and 
performance analysis. 

2.1 Search Strategy 

For the bibliometric analysis, the selection process of articles was guided by clearly defined inclusion criteria to ensure a 
focused comprehensive review. Dimensions AI was selected as the main database due to its broad research coverage, strong 
citation management, and relevance for current research mapping.  

Table 1 
Inclusion Criteria for Bibliometric Analysis 
Dimension AI ALL 
Time Period 2024 - 2025 
Search Field Marketing 
Keywords Search "Digital Marketing" OR “Social Media Marketing” AND "Micro-Entrepreneurs" OR “Small Business Owners” 
Publication Type Article type 
Open Access All open access 
Journal Type PubMed. DOAJ. Norwegian register level 2 
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As illustrated in Table 1 in the dataset, the search for the bibliometric analysis covered the years 2024 to 2025 to get the 
latest studies on digital marketing performance. The search terms "Digital Marketing" OR "Social Media Marketing" AND 
"Micro-Entrepreneurs" OR "Small Business Owners" were searched in the title, abstract, and keywords of the articles to 
ensure all relevant research was captured. The search was limited to the field of Marketing, and only open-access journal 
articles indexed in prestigious databases such as PubMed, DOAJ and the Norwegian Register Level 2 were searched to 
ensure best-quality, peer-reviewed literature. 

The Bibliometric Analysis Methodology Framework in Fig. 1 below describes a workflow for bibliometric analysis. The 
first step is “selection criteria and sourcing”, in which information is obtained from the Dimensions AI database that meets 
with inclusion criteria. After that, the data is retrieved, exported, and cleaned, and then it becomes ready for analysis. Per-
formance analysis, co-citation, co-word, and co-occurrence mapping are made possible by the framework using VOSviewer. 
To ensure a comprehensive research overview that integrates research findings into meaningful, based on research findings, 
the last step is result mapping, reporting and discussion. 

 

Fig.1. Bibliometric Analysis Methodology Framework 

The PRISMA Flowchart 

The PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) provides a guide for improving the 
reporting of meta-analyses and systematic reviews. It provides a systematic process to enhance the precision, rigor, and 
transparency of study selection, screening and synthesis. The PRISMA allows researchers to follow a consistent and reliable 
approach for collecting and reporting information, which improves the quality and validity of the results (Page et al., 2021). 
An advantage of the PRISMA flowchart is that it demonstrates how researchers have identified and refined the studies 
through each stage of the review. Researchers can reduce bias, encourage clarity, and support evidence-based decision-
making in their field of study through following the PRISMA (Page et al., 2021). The PRISMA (Preferred Reporting Items 
for Systematic Reviews and Meta-Analyses) flowchart in Fig. 2 below, shows the process of screening 9,668 records to 
arrive at 225 records for the sample. The process began with 6,201 studies published before 2024 and 324 non-article 
documents removed. A field-of-research filter then excluded 1,540 non-marketing or multimodal writing development stud-
ies, leaving 2,128. After reviewing the full texts, 504 studies were removed for not being related to language issues, Sus-
tainable Development Goal 4 (Quality Education), or being non-open access. This step-by-step process showcases thor-
oughness, enhancing transparency, replicability, and the quality of evidence for the bibliometric analysis (Passas, 2024). 

Trends Analysis 

The analysis shows the exponential growth of multimodal writing development studies in 2024 and 2025. In the final 225 
open-access articles, we see a continuous growth in the number of publications and their impact, showing an increasing 
research inspired by digital learning. Increasing citations indicate their impact on future studies. The research is published 
in quality journals (PubMed, DOAJ, Norwegian Register Level 2), highlighting the studies' esteem. Keyword analysis 
shows they explore topics like social media, digital storytelling and micro entrepreneurship, highlighting interdisciplinary 
research. In conclusion, this era is a pivotal time for research. 

•Dimension AI database
•Inclusion criteria

Selection criteria and sourcing

•Data retrieval 
•Export data, interation process
•Files preparation for analysis

Data retreival and cleaning

• Import data to VoS viewer
• Analyze data (performance analysis, co-citation Co-word, Co-occurance)
• Maps elaborator
• Result

Analysis

•Reporting results
•Discussion on the analysis
•Research Summary

Conclusion
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Fig. 2. PRISMA Flowchart Fig. 3. Trends Analysis, . Quantity of Publications and Citations be-
tween 2024 and 2025 

Performance Analysis 

Based on the performance analysis (Table 2), 49 documents were selected in VOSviewer as the most important for social 
media performance and digital marketing. Ma and Gu (2024) with 30 citations ranks number one, proposing a new model 
for a marketing strategy of e-commerce in the digital economy. Other key studies include Banerji and Singh (2024) and 
Omeish et al. (2024). both with 20 citations, which examine social media usage and purchase intentions in different cultures. 
Following these with 19 citations are the studies of Gu and Duan (2024) and Keelson et al. (2024) that focus on influencer 
marketing and travel decisions. Other contributions that highlight new developments in social media marketing and data-
driven bibliometric analysis include Mulcahy et al. (2023) and Bashar et al. (2024). These landmark papers reflect the 
growing global interest in building knowledge about the role of social media in shaping brand perceptions, behaviour and 
market dynamics. 

Table 2 
Performance Analysis by Documents 
Rank Authors Title Citation 

1. Ma and Gu (2024) New marketing strategy model of E-commerce enterprises in the era of digital economy 30 
2. Banerji and Singh (2024) Do social media marketing activities promote customer loyalty? A study on the e-commerce industry 20 
3. (Omeish et al., 2024) Social media marketing elements, purchase intentions, and cultural moderators in fast fashion: Evidence 

from Jordan, Morocco, and Spain 
20 

4. (Keelson et al., 2024) Driving forces of social media and its impact on tourists’ destination decisions: a uses and gratification the-
ory 

19 

5. (Gu & Duan, 2024) Exploring the dynamics of consumer engagement in social media influencer marketing: from the self-de-
termination theory perspective 

19 

6. Mulcahy et al. (2023) I’m a believer! Believability of social media marketing 18 
7. Bashar et al. (2024) Emerging trends in social media marketing: a retrospective review using data mining and bibliometric anal-

ysis 
15 

8. Singh (2024) Beyond the basics: Exploring the impact of social media marketing enablers on business success 13 
9. Huang et al. (2024) The moderating effect of environmental gamification on the relationship between social media marketing 

and consumer-brand engagement: A case study of Ant Forest Gen Z users 
13 

10 Hussain et al. (2024) From likes to luggage: The role of social media content in attracting tourists 12 
 

Table 3 shows that the International Review of Management is the primary outlet for papers related to digital marketing, 
with 12 documents and 13 citations. It is noteworthy that Strong Business and Management is well cited (with a total link 
strength of 34 with 10 documents) and ranks second with 12 documents (SHS Web of Conference). Other significant pub-
lications that encourage innovative work on marketing analytics and customer engagement include Innovative Marketing 
(six documents) and International Journal of Data and Networking (eight). The fact that more general academic journals 
like PLOS ONE and Heliyon made the top 10 shows how applicable the area is to a variety of academic readers as well. 
This spread also highlights that social media marketing research isn't just limited to marketing journals, but can be found in 
a range of academic publications, ensuring that it reaches a wide audience and that it's making a growing impact in the fields 
of technology, management and consumer behavior research. 

 



A. M. Mode et al.  / Scientometrica 2 (2026) 
 

227 

Table 3  
Performance Analysis by Sources 

Rank Journal Document Citation Total 
        Strength 

1 International Review Of Manage 12 13 2 
2 Shs web of conference 12 3 0 
3 Cogent Business and Management 10 34 4 
4 International Journal of Data and Networking 8 34 1 
5 Journal of Theoretical and applied elect 6 8 3 
6 Innovative Marketing 6 16 0 
7 Economy and Society 6 14 0 
8 Journal of management small and medium enterprises 

 
5 0 0 

9 Plos One 4 8 1 
10 Heliyon 4 68 0 

 

Table 4 on authors' analysis shows the driving authors who are leading the research on digital marketing effectiveness. 
Omeish Fandi and Alghizzawi Mahmoud lead the pack with 24 citations each for their two publications and are having a 
strong impact and still publishing. With two publications and 19 citations each, Amoah John, Bruce Emmanuel, and Egala 
Sulemana Bankuoru come next, demonstrating their ongoing impact on the conversation around social media marketing. 
There are also significant individual papers in the table such as those by Al Daboub Ruba and Alrousan Mohammad with 
20 citations each. The interconnectivity of authors is still relatively low, despite the high citations, which implies few col-
laborations.  This raises the possibility of increased cooperation and cross-regional coalitions to improve sharing of 
knowledge together, those authors influence important discussions about influencer marketing, consumer engagement, and 
the strategic use of social media, laying the groundwork for further studies that connect technology, marketing strategy, and 
cultural context. 

Table 4 
Performance Analysis by Authors 

Rank Authors Document Citation Total Link Strength 
1 Alghizzawi, Mahmoud 2 24 0 
2 Amoah, John 2 19 0 
3 Bruce Emmanuel 2 19 0 
4 Egala, Sulemana Bankuoru 2 19 0 
5 Omeish, Fandi 2 24 0 
6 Al,Adwan Ahamd 1 8 0 
7 Al balushi, maha khamis 1 12 0 
8 Al daboub, ruba 1 20 0 
9 Alam, Mirza Mohammad didarul 1 12 0 
10 Alrousan, Mohammad 1 20 0 

 

Table 5: Organizationally contribution, Saudi Electronic University has earned 5 publications and 33 citations to date in the 
field of social media marketing, and has clearly been successful. While their citations are relatively low, Udayana University 
and the University of Jordan have been involved with four publications. Also noteworthy are University Brawijaya and 
Applied Science Private University with three publications and eight and ten citations, respectively. While obtaining lower 
citations, the Arab Academy of Science and Technology, Binus University and Zarqa University also contribute to the 
diversified environment. The total link strength for these organizations is relatively low, suggesting a growing nature of 
cooperative networks among these institutions but the concentration of Middle Eastern and Asian universities highlights 
global interest in digital marketing. These institutions present the international reach of research on consumer interaction, 
e-commerce, and social media. 

Table 5 
Performance Analysis by Organisations 
Rank Organizations Document Citation Total Link Strength 

1. Saudi Electronic University 5 33 0 
2. Udayana University 4 0 0 
3. University Of Jordan 4 0 0 
4. Applied Science Private University 3 8 0 
5. Arab Academic of Science and Technology 3 1 0 
6. Binus University 3 0 0 
7. University Brawijaya 3 10 0 
8. Zarqa University 3 0 0 
9. Chinyohi University of Technology 2 5 0 
10. Duta wasana christian university 2 1 0 
 
Table 6 by country's contributions: Indonesia is the leading contributor with 47 documents and 39 citations, showing its 
strong academics in digital marketing. With 10 documents and the highest overall link strength of 81, China comes in 
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second, demonstrating a strong level of collaboration and citation connectivity. This dominance of Asia in the field is also 
shown by the 10 documents each from Malaysia and India, which are cited 52 and 32 times, respectively. Some of the 
actively engaged countries include Saudi Arabia, Vietnam, Jordan, showing the growing concern for social media marketing 
in emerging economies. South Korea is also part of the Asian dominance, while Europe is also represented by Ukraine. The 
findings confirm that Asian nations involved in digital economy research are rapidly gaining momentum in terms of research 
output and impact, not only confined to Western countries. The strong link strength in China and Malaysia shows strong 
collaborations with other countries, which make these countries important destinations for collaborative research in social 
media use and digital marketing strategies. 
 
Table 6 
Performance Analysis by Countries 

Rank Countries Document Citation Total Link Strength 
1. Indonesia 47 39 3 
2. India 10 32 1 
3. Malaysia 10 52 1 
4. China 10 81 0 
5. Jordan 10 9 0 
6. Vietnam 9 32 2 
7. Saudi Arabia 6 34 1 
8. Egypt 6 7 0 
9. Ukraine 6 9 0 

10. South Korea 4 6 4 
 

Co-Citation Analysis 

The co-citation analysis shows the most commonly co-cited papers that affect the field of digital marketing. Ma and Gu 
(2024) are the most cited authors with their New Marketing Strategy Model of E-Commerce Enterprises in the Era of Digital 
Economy (30 papers) and offer a theoretical model for e-commerce strategies. They are followed by Banerji and Singh 
(2024) with 20 documents and a total link strength of 74, and Omeish et al. (2024) with 20 documents and a link strength 
of 57. Both examine the influence of social media on customer loyalty and purchasing. Other key papers, such as Gu & 
Duan (2024) and Keelson et al. (2024), show the field's many applications, for example in travel choice and influencer 
marketing. Overall, these leading studies illustrate the growing overlap between social media marketing, consumer behavior 
and e-commerce. 

Table 7 
Co-citations (Top 10 Articles) 
Rank Authors Citation Total Link Strength 
1. Xiuli Ma, Xue Gu (2024) 30 0 
2. Banerji and Singh (2024) 20 74 
3. (Omeish et al., 2024) 20 57 
4. (Keelson et al., 2024) 19 32 
5. (Gu & Duan, 2024) 19 29 
6. Mulcahy et al. (2023) 18 12 
7. Bashar et al. (2024) 15 8 
8. Singh (2024) 13 78 
9. Huang et al. (2024) 13 44 
10. Hussain et al. (2024) 12 12 
 

The cluster analysis highlights the ways in which streams of research merge and diverge with the grouping of the related 
papers into three conceptual clusters. 

Cluster 1 (Red), this cluster consists of 12 articles that focus on the adoption of digital strategies and transformation of 
marketing on a global level. These include the works of Ahuja and Tabeck (2024) and Ismael et al. (2025). Overall, these 
articles examine the use of cross-market and digital strategies by businesses to improve their profitability. 

Cluster 2 (Green), this cluster contains 8 papers that concentrate on new advances in social media marketing analytics, the 
potential reality of marketing advertising, and the usage of data mining techniques to learn about consumer behavior (see 
Bashar et al. (2024) and Mulcahy et al. (2023). This cluster emphasizes the methodological innovations that are shaping 
social media marketing research. This cluster consist of articles that explore developments in methodology that is increasing 
studies on social media marketing. 

Cluster 3 (Blue). This group includes 8 research articles that examine consumer engagement, influencer marketing, and 
decision making related to tourism, with prominent contributions from Gu and Duan (2024), Hussain et al. (2024) and 
Keelson et al. (2024). Together, these clusters provide a comprehensive view of how digital marketing research is evolving 



A. M. Mode et al.  / Scientometrica 2 (2026) 
 

229 

into research on consumer, strategy and analytics topics while also remaining linked through common theories and empirical 
methods. 

 

Fig. 4. Co-Citation Analysis (VOSviewer Visualization) 

The VOSviewer bibliographic coupling network maps display common structures that demonstrate linkages between the 
latest research. A cluster of strong links has surrounded a study by Banerji and Singh (2024), Singh (2024) and Omeish et 
al. (2024), which may indicate that the study uses similar theoretical approaches to digital consumer behavior, cross-cultural 
engagement and customer loyalty. The strong connections show how researchers are building on a shared base of underlying 
research work to offer an interconnected rapidly appearing research area in the domain of e-commerce and social media 
marketing. 

Table 8 
Co-Citation Cluster 

Cluster No & Color Cluster labels No of Article Cluster Representative 
Cluster 1 (Red) Global Digital Strategy 

and Market Adoption 
12 “Ahuja and Tabeck (2024)” “Alnaser et al. (2024)” “Berhanu and Raj (2024)” 

“Islam and Sheikh (2024)” “Ismael et al. (2025)” “Khraiwish and Alsharif 
(2024)” “Ntousi et al. (2025)” “Sandunima and Jayasuriya (2024)” 

Cluster 2 (Green) Emerging Social Media 
Trends and Analytics 

8 “Adwan and Altrjman (2023)” “Apidana and Rusvinasari (2024)” “Bashar et 
al. (2024)” “Begum and Kalpana (2025)” “Irawan and Cheng (2025)” “Mul-
cahy et al. (2023)” 

Cluster 3 (Blue) Consumer Engagement 
and Influencer Marketing 

8 “Gu and Duan (2024)” “Hussain et al. (2024)” “Keelson et al. (2024)” “Long 
et al. (2024)” “Nguyen et al. (2024)” “Nguyen et al. (2025)” 

 

In conclusion, the VOSviewer bibliographic coupling analysis shows key articles and clusters them into three distinct clus-
ters. They are as follows: 1) Global digital strategy adoption, 2) Emerging Social Media Trends and Analytics and 3) Con-
sumer Engagement and Influencer Marketing. This outcome affects following research to set and report study directions. 

Co-Occurrence Analysis Overview 

Table 9 presents the co-occurrence analysis of the most frequent keywords in the digital marketing research data set, thus 
suggesting the main areas that research is focused on. 

Table 9 
The 15 Most Frequent Keywords in the Co-Occurrence Analysis 

Rank Keywords Co-Occur-
 

Total Link Strength 
1 Study 186 0.49 
2 Strategy 84 0.42 
3 Platform 65 0.23 
4 Questionnaire 60 1.03 
5 Respondent 58 1.17 
6 Marketing Strategy 50 0.84 
7 Business 49 0.28 
8 Variable 44 1.21 
9 Sem 44 0.75 
10 Purchase Intention 43 0.87 
11 Sample 43 0.53 
12 Use 42 1.74 
13 Interaction 42 0.36 
14 Information 36 0.93 
15 Development 35 2.05 
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Methodology is prominent in the field with the leading keyword Study that has 186 instances.. Other key terms that highlight 
the role of technical applications and planning are platform (65) and strategy (84). Keywords that highlight a heavy emphasis 
on empirical data collecting are questionnaire (60), respondent (58), and sample (43). Additionally, the focus on strategic 
participation and purchase decision-making is highlighted in marketing strategy (50) and purchase intention (43). Together, 
these keywords demonstrate how digital marketing research combines powerful research design with valuable research 
methods in order to gain insights into consumer behavior. 

Co-Word Analysis 

In Fig. 5, the co-word analysis reveals the strong relationships between the set of keywords used for methodology and the 
set of keywords used for marketing-related strategies. This web illustrates the complex interaction between marketing strat-
egies and empirical methodologies, underlining the role of empirical methods and the use of data in advancing our 
knowledge of digital marketing. 

 

Fig. 5. Co-occurrences Analysis on Digital marketing by (VOSviewer Visualisation) 

Table 10's cluster analysis breaks this down into two clusters. 

Cluster 1 (Red). Marketing Strategy and Consumer Interaction, this cluster includes 18 keywords, including business, digital 
marketing, interaction, and marketing strategy, which focus on marketing strategy, customer interaction, and the distribution 
of marketing knowledge. 

Cluster 2 (Green). This cluster contains 16 keywords that focus on empirical studies of brand awareness, brand loyalty, and 
the application of quantitative techniques for measuring marketing performance, which includes brand awareness, brand 
loyalty, purchase intention, and questionnaire. The focus on analysis and strategy development is evident in these clusters 
and is a common theme in recent research in digital marketing. 

Table 10 
Digital Marketing keyword clusters 

Cluster No & Colour Cluster Labels Number of keywords Representative keywords 
Cluster 1 (Red) Digital Marketing Strategy and Con-

sumer Interaction 
18 “Business” “challenge” “consumer behavior” “de-

velopment” “digital marketing” “importance” “in-
formation” “interaction” “literature” “marketer” 
“marketing strategy” “need” 

Cluster 2 (Green) Brand Engagement and Quantitative 
Analysis 

16 “Brand awareness” “brand image” “brand image” 
“brand loyalty” “data analysis” “hypothesis” “in-
donesia” “mouth” “purchase intention” “quantita-
tive approach” "questionnaire" 

 
3. Discussion 

This research provides a comprehensive overview of the state of research on micro-entrepreneurs in digital marketing, 
revealing a rapidly developing and highly diverse field. Together, the bibliometric findings show that recent years have led 
to a rise in the field of digital marketing research, with unique topic specialization and strong regional trends reflecting 
broader changes in global digital entrepreneurship. 
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The thematic structure identified through co-citation and clustering analyses suggests that current research is arranged 
around three main streams: Global digital strategy adoption, Emerging social media trends and analytics, and Consumer 
engagement through influencer marketing.. Together , these clusters demonstrate that research is shifting from generic 
conceptualisations of online marketing activities towards platform specific, data driven, and consumer focused research 
goals. The increasing significance of digital platforms as strategic facilities for micro enterprise visibility, consumer en-
gagement, and market interaction is evident in the dominance of analytics, algorithmic manipulation and influencer trends. 
This shift in theme illustrates how digital marketing research is increasingly reflective of the management practices of micro 
entrepreneurs operating in increasingly competitive and tech enabled markets. 

The distribution of research outcomes in geographic areas reveals structural characteristics of the current literature. The 
high percentage of publications from Asian countries, particularly 

Indonesia, China, Malaysia and India, represents a shift towards emerging and developing countries as the sites of 
knowledge production. This indicates that areas with high potential entrepreneurship growth and use of digital platforms 
are a growing source of research in digital marketing. But as micro-entrepreneurial contexts in Africa and Latin America 
are still under-represented, the geographic distribution suggests an ongoing disconnect. This suggests that the current 
knowledge is produced by local digital ecosystems rather than globally representative entrepreneurial contexts and affects 
the generalisation of theoretical notions. 

At the institutional and collaboration levels, the relatively low number of connections between authors and institutions 
suggests this field of study is still collapsed with limited cross institutional and cross regional collaboration that can limit 
the integration of multiple perspectives, although private institutions and academics contribute in a positive way. 

Methodologically, In digital marketing study outcomes, surveys as well as model testing techniques are strongly used, as 
seen by the predominance of quantitative focused keywords and models. While these approaches provide valuable insights 
of consumer behaviour and engagement patterns, these approaches do not give much insight to micro-entrepreneurs. Key 
elements of digital marketing, such as learning, informal practices and adaptations may lack representation due to the lack 
of qualitative and process-based studies particularly in developing country contexts that are complex. 

Finally, the short timeframe of the study provides a view of a period of intense innovation of social media platforms and 
methods, but it does not allow the assessment of their long-term influence or theoretical consolidation. Moreover, the use 
of open-access journal articles, while promoting transparency and openness, could have affected the geographic and insti-
tutional representation of the sample. These constraints do not limit the validity of the findings, but they do position them 
as a sample of a dynamic and evolving field of study, rather than a definitive view of long-term trends. 

4. Conclusion 

This research seeks to provide a bibliometric analysis of recent digital marketing studies that have focused on micro entre-
preneurs during 2024-2025. The study has revealed an increasing number of researched publications, a focus on topics such 
as influencer marketing, social media analytics and the global adoption of digital marketing strategies, and a shift in their 
influence towards Asian nations, with China, Malaysia, India and Indonesia emerging as prominent leaders. In general, the 
research offers a holistic view of the structure and growth of digital marketing studies on micro entrepreneurship, and 
therefore provides a targeted ground for further research in this area. It also links scattered research to a logical research 
structure. 

Theoretical Implications 

Theoretically, this research enriches research in digital marketing and entrepreneurship by grouping a wide range of studies 
into clusters. It shows how theories of consumer engagement, digital marketing strategies and new research methods all 
contribute to the field through co-citation and co-occurrence analyses. For example, to explain the effects of digital plat-
forms on consumer behaviour, theories of self-determination (Gu & Duan, 2024) and uses and gratification (Keelson et al., 
2024) are commonly applied. This research opens the door to further integration of theories by showing how the field draws 
on many disciplines, particularly marketing, psychology and communication. 

Furthermore, the results show that the majority of research on digital marketing uses quantitative techniques, which restricts 
the growth of theory in a range of contexts. This specific focus frequently overlooks the entrepreneurial experiences of 
small businesses in developing nations, which decreases the models' usefulness globally. Future investigations should em-
ploy qualitative methods that will incorporate the institutional and sociocultural factors impinging on entrepreneurship to 
enhance theories. This will enable research to be more inclusive and broaden the global scope of digital marketing theories, 
while addressing the specific problems of small businesses. This shift will result in more balanced research, which will 
improve the theories' flexibility for a range of economic environments. 

Practical Implications 

This research has practical implications for entrepreneurs, policy makers and practitioners who are trying to use digital 
marketing to grow their business.The value of leveraging social media platforms for market dominance is demonstrated by 
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the emergence of various trends such as influencer engagement, purchase intention and customer loyalty (Omeish et al., 
2024). Entrepreneurs can apply these findings by using their strategies with consumer-focused models that prioritise trust, 
engagement and data-driven information. 

The results also highlight the value of Asian markets and institutions from a policy perspective and the need for regional 
collaboration to enhance entrepreneurs' skills and knowledge. Governments in developing countries would need to support 
micro-entrepreneurs in addressing adoption barriers by investing in training and resources. Universities can also use the 
findings to develop coursework with analytics and digital strategy. Through these measures, we will close the digital divide 
and build an inclusive digital economy (Ma & Gu, 2024, Torres et al., 2022). 
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