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PROMOTION TOOLS IN SMALL AND MEDIUM ENTERPRISES:
BIBLIOMETRIC ANALYSIS

IHCTPYMEHTW NMPOCYBAHHA MAJINX TA CEPEOHIX NIANMPNEMCTB:
BIBIIOMETPNYHI AHANI3

Interest in the use of marketing communication tools in small and medium-sized businesses is
growing every year. However, due to the limited financial resources of small and medium enterprises,
most marketing tools cannot be used. This study aims to analyze the content and characteristics of
existing research on marketing communications in small and medium enterprises, identify gaps, and
understand the direction of future research. It was conducted a bibliometric analysis of 137 papers
on marketing communications (published during 1989-2020) in small and medium enterprises. It was
analyzed publications trends in journals, citations analysis of authors, articles, and journals to determine
the most influential. It was analyzed the content, and it was performed a hierarchical cluster analysis
(with the help of the VOSviewer) based on the keywords and the abstracts' content. It was identified
directions of modern and future research.

Key words: marketing communications, marketing tools, small and medium enterprises, small and
medium business, bibliometric analysis, cluster analysis.

IHTEepec O BUKOPUCTAHHA MapKEeTMHIOBMX KOMYHIiKaLi y Manomy Ta cepefHboMy 6i3Heci 3pocTae
3 KOXXHUM pokoM. OnHak yepe3 o6MexxeHiCcTb hiHaAHCOBUX pecypciB Manux Ta cepenHix nianpuemMcTs
6inbWicTb MapKETUHIOBUX IHCTPYMEHTIB BUKOPUCTOBYBATU HeMoXnuneo. MeTolo pocnifkeHHA €
aHani3 3MicTy Ta XxapakTepUCTUK iCHYOUYNX AOCMIAKEHDb LWOA0 MapPKETUHIOBMX KOMYHIKaLUin y Mannx
Ta cepenHix NnignpueMcTBax, BA3HaYE€HHA NporanvH T1a HanpAMiB ManbyTHiX aocnigxeHob. [fpoBeaeHo
6ibniomeTpnyHUn aHani3 137 cTtaTen WOA0 MapKETUHIOBMUX KOMYHIKaLUIi y Manomy Ta cepeaHboMy
6i3Heci, onybnikoBaHnx npoTtArom 1989-2020 pp. lNpoaHanizoBaHO TeHAeHUIi nybnikauini y >xypHa-
nax, BU3HaA4YeHo HanbinbWw UMTOBAHWUX aBTOPIB, CTATTi Ta XXypHanu AnA BM3Ha4YeHHA Hanbinbw Bnnu-
BoBMX. [lpoBeaeHO iepapXiyHWIA KNacTepHUI aHami3 Ha OCHOBI KM4YoBMX cniB. Bigyanizauito tem
HayKOBOI niTepaTypu 3aiincHeHo 3a ponomoroto VOSviewer. BusHaueHo knactepun y AOCNIAXKEHHI
MapKETUHIOBUX KOMYHIKaLIin Manux i cepefHix nianpuMeMcTB: couianbHi Meaia Ta BNAUB; iHHOBAaUIl
Ta NPOAYKTUBHICTb; YNpaBniHHA KIieHTaMW; AKICTb Ta CTiMKiCTb. binblwicTb gocniaXeHb ycix nepioais
posarnagae couianbHi Mepexi. Ui gocnigkeHHA 3'ABNANMCA B Takin NOCNiAOBHOCTI: iIHCTPYMEHTU Map-
KETUHIY B Manux i cepegHix nianpmvemcrBax, lHTepHeT-peknama B Manux i cepefHix nianpvemcraeax,
[eTepMiHaHTU MapKeTUHIOBMX KOMYHIiKaUii Ta ixHii BNNuB, e(eKTUBHICTb couianbHUX Megia.
Y peadynbTaTi NPOBEAEHOro AOCMIAXEHHA BCTAaHOBNEHO OCHOBHI HanpAMW Cy4yaCHUX AOCHIIKEHb:
BUKOPUCTAHHA coUianbHUX MepeX, OuiHKa e(peKTMBHOCTI, opieHTaLliA 6i3Hecy Ha NiaNPUEMHUUTBO,
CMOXMBayiB, PUHOK, eheKTUBHICTb, CTannin po3BMTOK Towo. [Npo HanpAMKN ManbyTHIX AOCHIAXKEHb
CBiAYMTb NoABa Ny6inkauin Woao 3eneHoi Ta iHWOoi peknamm, enekTPOHHOT MapKeTMHIoBOI opieHTaLlil,
MOBINbHOrO MapKeTUHIy, HENPOMAaPKETUHIY, CEHCOPHOro MAapKEeTUHry, BYMWUYHOIO MapKEeTUHrY,
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Bi3yanbHMX Megia Ta BukopuctaHHA YouTube. PeaynbTtaTty naHoro gocniakeHHA MOXYTb BUKOPUCTO-
ByBaTW BNACHMKN Manux i cepeaHix niagnpuemMcTB ANA NPUNHATTA pilleHb NPO BUKOPUCTAHHA Mapke-
TMHIOBMX KOMYHiKaLiln y CBOIN AiANbHOCTI.

KniouoBi cnoBa: MapKeTWHroBi KOMYHiKauii, MapKEeTUHroBi IHCTPYMEHTW, Mani
nianpuemcTBa, Manui Ta cepeHin 6isHec, 6i6NiOMeTPUYHNI aHani3, KnacTepHUIA aHania.

[TIPOBAEMH CUCTEMHOI'O TIAXOAY B EKOHOMILII

Ta cepenHi

VHTepec Kk wncnonb3oBaHWIO MapKETUHIOBbIX KOMMYHWKaLMA B Manom W cpedHem OusHece
pacTteT ¢ kaxabiM rogomMm. OaHako M3-3a OrpaHMYeHHbIX (PMHAHCOBBLIX PECYPCOB MarbiX U CPeaHUX
npeanpuATA GOMNbLUMHCTBO MAapPKETUHIOBbIX WMHCTPYMEHTOB WCMOMNb30BaTb HEBO3MOXHO. Llenbio
nccnenoBaHMA ABMAETCA aHanmM3 COAEpXXaHWA U XapaKTepUCTUK CYLLECTBYHOLWNX UccneaoBaHUin
OTHOCUTENbHO MapPKETMHIOBbLIX KOMMYHMUKaLMA B Manom n 6peaHem 6u3Hece, onpeaeneHne npobenos
N HanpaBneHun Oyaywmx mnccrnepoBaHuin. [poseneH 6ubnuomeTtpuyecknin aHanmad 137 crtaten no
MapKeTUHrOBbIM KOMMYHUKauUMAM B ManoMm W cepenHem Ou3Hece, OonybnuMKOBaHHbIX B TeYyeHue
1989-2020 rr. lNpoaHannanpoBaHbl TeEHAEHUUM Ny6nMKauMin B >KypHamax, onpeneneHbl Hanbonee
UMTMPYEMbIE aBTOPbI, CTaTbW U >XypHanbl AnNA onpeaeneHna Hanbonee BnuATenbHbiX. Ha ocHoBe
KIMOYEBbIX CIOB NPOBEAEH NEPAPXNYECKUI KIacTePHbI aHanus (¢ nomowpbto nporpammbl VOSviewer),

NnokKasblBaloLWMN COBPEMEHHbIE N ByaAyLlMe HanpaBneHnA NCCreaoBaHNN.
KnioueBble cnoBa: MapKETUHIOBble KOMMYHMKaUWW, MapKeTUHrOBble WHCTPYMEHTbI, Manble U
cpenHve NpeanpuATUA, Marnblii U cpeaHuin 61u3Hec, 6MGNMOMETPUYECKNI aHann3, KNacTepPHbIA aHanms.

Formulation of the problem. Interest in the
use of marketing communication tools in small
and medium-sized businesses is growing every
year. There is a vast amount of research on the
use of integrated marketing communications,
strategic marketing management, corporate
social responsibility, digital marketing, and more.
However, due to the limited financial resources of
small and medium enterprises, most marketing
tools cannot be used.

Analysis of recent research and publications.
Marketing communications in small and
medium businesses are aimed primarily at using
social networks, digital marketing, advertising,
using website, and analysis of consumer
behavior, brand building through marketing
communications, customer loyalty, integrated
marketing communications, and more [1-6].

Canziani, B.F. & Welsh, D.H.B. [7] cover
the issues of evaluating the work of websites,
competitive strategies and their consequences,
the impact of state-sponsored activities to
promote exports on the international marketing
efforts of small and medium enterprises. The
authors evaluate the effectiveness of websites as a
communication channel among tourism wineries,
small and medium enterprises. It was found that
wineries and other small business travel firms
could include automated website evaluation
and benchmarking in their Internet strategies.
Danis, W.M. et al. [8] explore the competitive
strategies of SMEs during institutional transforma-
tions and evaluate the effects that contribute to
improving the efficiency of SMEs. It was found
that the effectiveness of networking decreases
over time, and the importance of market strate-
gies increases. Management networking is
essential in the initial stages of a firm's growth,
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and market strategies are not related to the firm's
growth stages. The authors argue that change
occurs under the influence of social norms,
the acquisition of knowledge, and learning.
As a result, there is a greater variety of marketing
tools for implementing strategies. Wilkinson, T. &
Brouthers, L.E. [9] investigated the effectiveness
of export promotion services, particularly
state support for exports of small and medium
enterprises. It has been found that the use of
exhibitions and programs that identify agents and
distributors has a positive effect on the export
performance of SMEs.

Research goals. The study's primary purpose
is to analyze the content and characteristics of
existing research on marketing communications
in small and medium-sized businesses to identify
gaps and directions for future research.

The main direction of this study is the
bibliometric analysis of the scientific literature
on marketing communications in small and
medium businesses. It allow to get a holistic
view of existing research on selected topics,
identifies the most influential journals, articles,
authors, and analyzes the directions of
existing and predicting future research [10].
This study analyzes the impact of journals,
authors and articles, text analysis, and literature
visualization.

Presentation of the main research material.
This study begins with a systematic review of
the literature, describing existing developments
in the chosen field and identifying gaps that
provide opportunities for new research. Only
three reviews of the literature on marketing
communications in  small and medium
enterprises were found. Web of Science data was
used to analyze and cite existing publications on
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marketing communications in small and medium
enterprises. The literature and keywords on
marketing communications in small and medium
enterprises were selected and identified in the first
stage. In particular, the search was carried out by
queries: marketing communication, promotion,
advertisement, sales promotion, AND small and
medium enterprises, SME, small and medium
business, or by areas of activity where the vast
majority of companies are small and medium
businesses, in particular, tourism, Initially, more
than 1,000 publications were selected based on
these queries. They were obtained by searching
the Web of Science database. Abstracts, books,
editorial,and otherswerefiltered. Onlyarticlesand
literature reviews were left. Then the works were
filtered without annotations. The next step is to
select articles related to marketing management
in general and not marketing communications in
particular. The final sample included only those
directly related to marketing communications
(advertising, sales promotion, PR, propaganda,
public relations, direct marketing, personal
selling) in small and medium-sized businesses

35
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to analyze consumer behavior and the use of
marketing communications resulting from this
analysis. A total of 137 articles were included in
the final sample. All articles included in the study
were published during 1989-2020 in more than
25 journals.

Based on the keywords and the content of
the annotations, the content was analyzed, and
a hierarchical cluster analysis was performed.
Visualization of topics of scientific literature
was carried out with the help of the VOSviewer
program. We used hierarchical cluster analysis to
understand marketing clusters better.

Therewereanalyzed137articles (includingthree
reviews) related to marketing communications in
small and medium businesses. All of them were
published during 1989-2020 (Fig. 1).

70% of articles have been published in the
last five years, which indicates a rapidly growing
interest in this topic. Figure 2 shows scientists
from which countries most often conduct research
on selected topics.

Authors from the USA, England and Australia,
Malaysia, Spain, and Italy have the most
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Fig. 1. Number of publications by year
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Fig. 2. Number of publications by countries

Source: developed by the authors
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publications. All published articles related to
different activities (Fig. 3).

60.5% of articles were published in the field of
business economics. This indicates the relevance
of the application of these studies primarily for
business. All articles have been published in more
than 25 editions. Most articles (7 publications)
were published in the journal Sustainability; three
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were published in only three journals. This may
indicate the influence of these publications.

Table 1 presents the most cited articles by the
total number of citations and shows how the age
of the article affects the number of citations.

As can be seen from Table 1, all the most cited
articles were published in 2006-2018. Articles
published in Industrial Marketing Management,

90 -
80 -
70 -
60 -
50 -
40
30 -
20 -
I = o
0 B 8 » 5 o =
e el 2 . & &
p ((\\0 é}é\o@ g Q\o g Q\o é,\@(\@ 00\06\ ‘o;\\oo y Q}\ﬁ\q \OQ\O c‘)\?}\& S ®é
\} .
e;oo(\ &é‘g 6‘6@} O%‘Q} ,bc\% oe,%e @é\ ({/0@(\ 6{,0?} e(,\\e
& & & & & & 006‘ & &
é\Q 00 O\O . Q,oo & \90 (\‘\\ Q’bq
oM 5 & & N4 N &£
B A K s
& P 5° & & K
%é)\e \6@ Q\\\ @)@
\(‘\\o < ,0(\6
Ib\\,.
&
oR
Fig. 3. Number of publications by spheres
Source: developed by the authors
Table 1
The most cited articles on marketing communications in SME
Year of Total number Average
Author Journals N e . Lo
publication | of citations, pcs | citation rate
Michaelidou, N. et al. | Industrial Marketing Management 201 328 82.40
Wilkinson, T. & . . .
Brouthers, L.E. International Business Review 2006 132 32.80
Pauwels, K. & .
Weiss, A. Journal of Marketing 2008 99 7.62
Danis, W.M. et al. Jourpal of International Business 2010 75 6.82
Studies
Ainin, S. et al. Industrial Management & 2015 74 12.33
Data Systems
Taiminen, H. & Journal of Small Business
Karjaluoto, H. And Enterprise Development 2015 41 6.83
Badi, S. et al. Industrial Marketing Management 2017 40 10.00
Odoom, R. et al. \I:/?urnal of Enterprise Information 2017 33 8.95
anagement
Eggers, F. etal. Journal of Small Business 2017 27 6.75
anagement
Papa, A. et al. Baltic Journal of Management 2018 25 8.33

Source: developed by the authors based on [8-9; 11-18]
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International Business Review, and Industrial
Management & Data Systems have the highest
average citations per year.

Table 2 presents the ten journals with the
most significant number of citations regarding the
number of articles published.

As shown in Table 2, except for the journal
Sustainability, all others coincide with the journals
in table 1. Only four journals from the list published
more than 1 article, including Industrial Marke-
ting Management, Journal of Small Business
and Enterprise Development, Journal of Small
Business Management, Sustainability.

This indicates the influence of these publications
on marketing communications in SMEs. Table
3 shows the groups of authors with the most
significant number of citations and the number of
articles that allowed to obtain this indicator.

As shown from table 4, groups of authors
published 1article, which provided a large number
of citations. Furthermore, only two groups of
authors have more than one publication on this
topic. This suggests that although many authors
publish articles on marketing communications
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in small and medium-sized businesses, very few
scholars deal with this issue regularly, on an
ongoing basis.

Table 4 shows which countries have the most
citations from articles on selected topics.

As shown in Table 4, the most significant
number of publications and citations have
scientists from England and the USA. Only six
articles have been published in the Netherlands,
but they have 64 citations, and in Australia, nine
publications, although they have only 20 citations
together.

Hierarchical cluster analysis. One of the study's
objectives is to investigate and identify segments
of marketing communications research in small
and medium-sized businesses.

The keywords of the author's words to the
publications, which are repeated at least two
times, were analyzed, and such keywords as
SME, spheres of activity, countries were removed
(Fig. 4).

The second goal of this study is to study
and identify clusters of research on marketing
management in small and medium enterprises.

Table 2
The most cited journals on marketing communications in SME
Journals N_umper To_tal |_1umber
of publications, pcs of citations, pcs

Industrial Marketing Management 2 368
International Business Review 1 132

Journal of Marketing 1 99

Journal of International Business Studies 1 75
Industrial Management & Data Systems 1 74

Journal of Small Business And Enterprise Development 2 54

Journal of Enterprise Information Management 1 33

Journal of Small Business Management 3 27

Baltic Journal of Management 1 25
Sustainability 7 22
Source: developed by the authors

Table 3
The most cited authors on marketing communications in SME
A Number Number
uthors .
of documents, pcs. | of cites, pcs.

Michaelidou, N., Siamagka, N.T. & Christodoulides, G. 1 327
Wilkinson, T. & Brouthers, L.E. 1 132
Pauwels, K. & Weiss, A. 1 99
Danis, W.M., Chiaburu, D.S. & Lyles, M. 1 75
Ainin, S., Parveen, F., Moghavvemi, S., Jaafar, N.I. & Shuib, N.L.M. 1 74
Taiminen, H.M. & Karjaluoto, H. 1 41
Badi, S., Wang, L. & Pryke, S 1 40
Odoom, R., Anning-Dorson, T. & Acheampong, G. 1 33
Teo, t 2 31
Ahmad, N., Abu Bakar, A.R. & Ahmad S.Z. 2 30

Source: developed by the authors
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Table 4
The most cited researches by countries on marketing communications in SME
Country Number of documents, pcs. Number of cites, pcs.
England 14 423
USA 14 382
Malaysia 9 78
Netherlands 6 64
Italy 8 53
Finland 4 a7
U Arab Emirates 3 36
Saudi Arabia 5 35
Australia 9 20
France 3 16
Source: developed by the authors
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Fig. 4. Keyword co-occurrence network analysis and emerging clusters
Source: developed by the authors

All keywords in duplicate publications were to promotion tools in SMEs: Innovation in
analyzed, and SME and countries queries were communication, customer management by social
excluded. The keyword co-occurrence was media, communication management models by
analyzed to understand an overview of the Internet, business performance.

research fields related to the promotion tools. To understand the basic research on marketing
The keywords were grouped into four main  communications, follow their publication in time.
clusters, which show four main fields related Until 2005: marketing tools for SMEs
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By 2005, only three articles had been
published. Thus, the first published article on this
topic is Marketing Tools For The New Or Small
Accounting Firm by Shenkman, M.M., published
in Journal of Accountancy in 1989 [19].

One article presents one of the first studies
on Internet marketing strategies of B2C firms in
Singapore. It is established that the strategy of
attraction and customer relations has a significant
positive attitude to the brand's equity on the
Internet. This contributes to financial growth.

Another study by the same author identified the
effectiveness of various Internet marketing tools
among B2C firms in Singapore. It was found that
there are some significant differences between
the degree of use of different Internet marketing
tools in promoting the site and the effectiveness
of such tools.

2006-2010: SME advertisement in Internet

In the period 2006-2010, 9 articles were
published (including two reviews).

The role of e-mail and search engines in stimu-
lating new subscribers is investigated. The authors
recommend focusing their price promotions
on stimulating new monthly rather than annual
subscriptions and switching to paid subscriptions
from free ones.

The article aims to use advertising promotional
materials in the long run compared to advertising
used in the 18th century.

The first article on the use of social networks
in small and medium-sized businesses was
published in 2010; it states that social networks are
characterized by the coexistence of personal and
professional relationships. It is established that
the interaction between personal and professional
relationships forms a unique context that changes
the usual dynamics of innovation.

The study analyzed the effect of English in
advertising in Eastern Europe. The assertion in
the literature about the positive consequences of
the use of English in the advertising of goods was
refuted. At the same time, the use of English has led
to some problems with understanding the content
of advertising among non-local target groups.

There were also publications on the impact
of factors on online advertising and the role of
seller's reputation in the information asymmetry
of auctions, the role of website quality, and trust
in them.

2011-2015: determinants of marketing commu-
nication and their impact

During this period, 29 articles were published,
which deal with the determinants of marketing
communications, their impact, social media and
e-commerce, and its adoption.

You can use various tools to support B2B
brands, including the Internet and other interactive

[NIPOBAEMH CUCTEMHOI'O TTIAXOAY B EKOHOMILII

technologies. More than a quarter of B2B SMEs in
the UK currently use SNS to achieve brand goals,
the most popular is attracting new customers.
On the other hand, the most critical barrier is
the lack of perception of compliance for specific
sectors. It is noteworthy that the vast majority of
users do not accept any indicators to assess the
effectiveness of SNS. Almost half of the sample
of SMEs stated their intention to increase their
marketing costs on this channel, emphasizing the
growing importance of SNS in the context of B2B.

The quality of interpersonal communication,
rather than technical quality, has the most
significant impact on clients' perceptions of the
cost of services and, importantly, the likelihood of
re-engaging the audit firm in the future.

It has been studied how small and medium-
sized retailers adopt and implement loyalty card
programs as a marketing management decision-
making tool.

The use of Facebook has a strong positive
impact on SMEs' financial and non-financial
performance (reducing marketing and customer
service costs, improving customer relations, and
improving the availability of information). The use
of Facebook among SMEs is also influenced by
compatibility, cost-effectiveness, and interactivity.

SMEs do not use the full potential of new
digital tools and therefore do not benefit from the
opportunities they provide.

More significant discounts or unsystematic
promotion measures generate sales spikes in
large stores, and a positive relationship has been
established between store size increases and
sales. Large stores receive higher profits from
lower prices than small outlets, only as long as
the retailer retains part of the manufacturer's
discount.

Also, during this period, there are publications
on the impact of social networks, website design,
distribution channels, branding and advertising,
packaging for promotion, the use of Sheng in
advertising, methodologies for choosing a method
of promoting small businesses, the content of
advertising messages, stakeholder relationship
descriptions in website CSR communications, the
relationship between employees' performance
and social network structure, Internal Marketing,
and Internal Customer Motivation Model,
Utilize e-Commerce, Social Media, and New 3D
Technological Practices, using online marketing
techniques, techniques Most Used During
Times of Crisis, The Web 2.0 as Marketing Tool,
e-CRM in SME Marketing Practice, the impact
of digital marketing, Internet marketing basics,
Branding through advertising, Advertisement
and Sponsorship, Analysis of the Variables which
Determine a Good E-Marketing Strategy.

BUITYCK Ne 5(85), 2021
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2016-2020: social media performance

During this period, 96 articles were published.
Most research concerns digital marketing, the
promotion of SMEs on social networks, through
the site, the impact of their use on the economic
performance of businesses, and more (Fig. 5).

One study focuses on the role of social
networks in the marketing of small and medium-
sized construction companies.

The paper explored issue of motivation and
benefits of social media for SMEs. It has been
found that SMEs that offer physical goods are more
likely to use social media based on cost-effective
motives, and SMEs that provide services are more
likely to view interactivity as a key motivation.
The advantage of Facebook over Twitter among
SME users has been confirmed.

Entrepreneurship is positively associated with
using social networks in SMEs while responding
to the market has no effect. The use of social
networks is not directly related to the growth of
SMEs; however, this mediates the relationship

between entrepreneurship orientation and SME
growth.

Social media has a positive impact on three
of the four knowledge creation processes
(socialization, externalization, combination, and
internalization), and that they help promote the
innovation process.

Entrepreneurial orientation and consumer
orientation have a positive effect on sales and
business development, which, in turn, has a
positive effect on the effectiveness of work in
social networks. Entrepreneurial orientation has a
positive effect on visibility and indirectly affects the
effectiveness of work in social networks. Thus, the
effectiveness of work in social networks directly
depends on sales and business development and
indirectly — on visibility.

The study indicates that the introduction of
social networks has not affected the performance
of SMEs.

Akey factorinimproving asite's conversionrate
is a strategy that focuses on quality or promotion

loyalty
customer
madel
marketing communication
equity tech@@logy co-crgation
consumer @ngagement digital marketing :
consigmer integnet
facebook ir".'fFfa':t adaption
strategies trust
engagement
strategy . -
word-gffmouth performance internatighalization
orientation . i _
consimers SUCIﬁEdla @ social networks
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knowledge
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business performance

market afientation
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Fig. 5. Research areas in 2016-2020

Source: developed by the authors
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and avoids mixing such attributes within the site's
offering.

Brand attitudes and corporate trust have a
more significant impact on procurement intent
for SMEs than large firms. This means that SMEs
almost non-existent in the market need to pay
more attention to building corporate trust and
brand attitudes for their sustainable growth.

It was analyzed the adoption phenomena
through word of mouth, viral marketing, and social
presence theory using in-depth semi-structured
personal interviews with entrepreneurs of SMEs.

There is also a small amount of research
on green and other advertising, brand image
formation through marketing communications,
analysis of consumer behavior, Electronic marke-
ting orientation, Integrated Marketing Communi-
cation, customer retention and loyalty, marketing
techniques, mobile marketing, neuromarketing,
sensory marketing, street marketing, visual media,
and the use of YouTube.

Conclusions. Most of the articles were publi-
shed in 2015-2019. They reflect the directions of
modern research. We can identify the following
main areas of modern research: the use of social
networks in promoting SMEs, assessing the
effectiveness of various marketing tools, business
focus on entrepreneurship, consumers, market,
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efficiency, sustainable development, and more.
Most research on these topics.

Compared to previous periods, there have
been articles on green advertising, mobile
marketing, neuromarketing, sensory marketing,
street marketing, visual media, and the use of
Youtube.

The number of studies on consumer behavior
analysis in the Internet environment, the formation
and development of the brand through marketing
communications, Internet marketing, the use of
integrated marketing communications, and video
marketing has increased significantly.

However, some topics are almost unexplored,
including the use of virtual and augmented
reality as marketing tools, public relations and
event marketing, Google Plus, and Pinterest as
marketing tools.

Unfortunately, the study took into account
only WOS publications and did not include
Scopus and Google Scholar. This is due to the
different formats of downloadable data from
these databases, technical limitations on the part
of VosViewer programs. This could be a topic for
future research.

The results of this study may be helpful to
SME owners in making decisions about the use of
marketing communications in their activities.
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