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Abstract—Smartphones and high-speed network connections allow busi-
nesses to deliver information to customers faster and more efficiently than ever
before. This study analyses the most-cited articles on smartphone online market-
ing. A bibliometric mapping analysis was used to search for articles related to
smartphone online marketing between 2010 and 2020, retrieved from the Scopus
database. The title, a number of citations, publishing year, journal, country, sub-
ject area, and authors were all recorded and evaluated. VOSviewer was used for
the bibliometric study. The search yielded a total of 120 articles, with citation
counts ranging from 17 to 225. All of the articles were authored in English. The
United States was the region with the most articles published. The highest publi-
cation source is the Journal of Business Research. Management, accounting, and
business dominated the articles. This study benefits the company and marketers
with the marketing strategies used in online marketing with smartphones. In
terms of marketing activities and research areas, this study suggests future re-
search directions.

Keywords—bibliometric, VOSviewer, smartphone, online marketing, mobile,
Internet

1 Introduction

Smartphones have become essential communication tools. As of 2019, over 5 billion
people use mobile devices, and half of them use smartphones [1](Sikandar et al., 2022).
Smartphones and high-speed network connections allow businesses to deliver infor-
mation to customers faster and more efficiently than ever before, allowing customers
to access a variety of information services regardless of time or location. Mobile de-
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vices (cell phones, PDAs, smartphones) can be used for voice or text messaging, watch-
ing TV, browsing the Internet, banking and shopping, playing multimedia files, and
browsing [2-3]. The targeting of potential customers is easier compared with door-to-
door marketing. This is because marketers can set their target segments and promote
the right products to the right people. Online retailers must rethink their global strategy
as consumers demand richer shopping experiences with a focus on variety, quality,
convenience, and customer satisfaction. [4]. The norm is for consumers to have high
aspirations. Customers can access a variety of brands and products that would otherwise
be unavailable in their city through online shopping sites. Internet shopping platforms
offer better deals and discounts year-round, unlike brick-and-mortar stores. Indeed,
online stores are discounting to gain market share.

Mobile devices allow brick-and-mortar establishments to gain access to the same
level of customer knowledge and sophistication that has given online retailers such an
advantage in recent years [5-6]. However, after one use, many users abandon mobile
apps. In 2019, 25% of mobile apps were downloaded and used once [7-8]. Some con-
sumers are reluctant to buy online for valid reasons, such as concerns about product
quality, privacy, online banking security, etc. Marketers must use proper marketing
strategies to increase app retention, purchase intention, and brand confidence. This
study aims to analyse the most-cited articles on smartphone online marketing and the
activities involved using Bibliometric mapping analysis.

The rest of this paper is structured as follows. The next section reviews a brief de-
scription of bibliometric analysis and past studies. The next section is on the methods
used in this study (the Scopus database and VOSviewer). The third section describes
the results of the content analysis. The fourth section is a discussion on the related
smartphone online marketing based on the research objective and question. The last
section is the conclusion with a summary, the contribution, the limitation of the study,
and future research.

2 Literature review

Bibliometric analyses reveal publication patterns and characteristics that are objec-
tively and quantitatively analysed to reveal the effects and contributions of the infor-
mation being assessed, both from within the field and from adjacent fields [9-11]. Mi-
crosoft Excel and VOSviewer were used to analyse the data. The number of publica-
tions co-authored by at least two countries is shown in a co-authorship study of coun-
tries. Citation networks can group sources that primarily cite one another. The co-cita-
tion of cited sources’ analysis can reveal a research field trend and determine the degree
of proximity. The number of times two keywords are used together is referred to as the
co-occurrence of keywords. The detailed bibliometric analysis is explained in the re-
sults section.

Smartphones for trip management are changing the landscape of the hospitality in-
dustry in terms of marketing strategies [12-13]. Preceding scholars like Xia et al. [14]
found significant relationships between smartphone users' Internet experience and the
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destination image. The perception of negative online word of mouth is the polar oppo-
site of that of traditional marketing literature [15-16]. Social media marketing consists
of consumer—brand engagement and brand knowledge that can influence people
through viral marketing to increase sales and revenues through electronic word of
mouth [17-19]. Consumer-brand engagement is also important for companies using so-
cial media platforms to market their products, as it increases the consumer's purchase
intention [20-21] and allows for more personalised advertising. However, not all cus-
tomers welcome personalised advertisements [22]. Diet applications in smartphones
allow users to order food and beverages from restaurants with a healthier diet menu
[23]. Some people, however, have a negative attitude toward mobile marketing com-
munications [24].

Location-based social networking services are used on social networks such as Geo-
Twitter to allow people in the social structure to communicate information about their
current location [25]. On the other hand, new types of spammers are increasingly tar-
geting unsolicited communications based on location clues. Spammers may put users'
trust in the system at risk [26]. The Intelligent Shopping Aid Sensing System encour-
ages shopping centres to promote their products, inquire about products, and market the
products online [27]. Smart technologies can be used by businesses to transform the
shopping experience and capitalise on strategic opportunities [28]. The Internet of
Things is a fantastic platform for developing new applications and services, as well as
enhancing current applications and services [29].

Smartphones can also be used to care for people’s health and wellness online
[30](Sikandar et al., 2022). For example, running-related apps [31], drug sales through
online pharmacies [32], tobacco control online surveys [33], and eHealth literacy [34].
Smartphone users can take virtual tours of cultural heritage sites [35]. Student’s behav-
iors and attitudes suggest a gradually expanding willingness to use handheld devices to
access e-books(Van et al., 2022)(Vaicondam et al., 2022). Faculty members are also
increasingly using e-books [36]. The marketers also practised broad online advertising
to achieve positive results. Advertising must be promoted through the appropriate chan-
nels and locations [37]. For example, a text-only ad, a display ad, the language chosen,
and the location of the ad (websites) The methods of study are described in the next
section.

3 Methods

A citation search was conducted using the Scopus database. The inclusion criteria
were as follows: (1) smartphone-online-related articles; (2) articles that relate to mar-
keting; and (3) those ranked as one of the top 30 papers according to the number of
citations. The identification process began with the selection of keywords, which were
then searched using the title, abstract, or keywords. The search was not limited to a
particular period (see Figure 1). The following was the exact string used to search the
articles:

TITLE-ABS-KEY ( smartphones AND online AND marketing ) AND ( LIMIT-
TO (DOCTYPE, "ar")).
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There are 233 documents searched using the Scopus database by a
search term as TITLE-ABS-KEY ( smartphones AND online AND
marketing) AND ( LIMIT-TO ( DOCTYPE , "ar")).

Excluded based on literature type
N=113

L

120 articles were listed

Excluded based on citations

v N=76
44 articles were cited at
least 10 times
Excluded based on citation rank
il N=14

30 articles were gathered

Fig. 1. Flowchart illustrating the article allocation process

A bibliometric mapping analysis was carried out in this study. Initially, the results
extracted 233 documents, and then, when limiting the document type to “articles," it
became 120 articles listed, and other document types such as conference papers, book
chapters, reviews, conference reviews, data papers, and notes were excluded from this
study. Finally, the top 30 smartphone online marketing articles written in English were
used for data analysis. The title, authors, source title, year of publication, and number
of citations were listed for all articles. Scopus data is exported to Microsoft Excel for
further analysis.

The VOSviewer was used to do the bibliometric study. The countries were mapped
using VOSViewer. The minimum number of documents for a country is set to 1, and
the minimum number of citations for a country is 15. The citation of sources was set to
1 for the minimum number of documents for a source, and the number of citations for
a source is 15. Next, the co-citation of cited sources uses 12 as the minimum number
of citations for a source. Keyword mapping is also done with VOSviewer. The minimal
number of keyword occurrences was chosen and set at two to include keywords in the
study dataset. As a consequence, each keyword, along with its occurrences and total
link strength, was compiled. The networks that have been developed are made up of
nodes that represent keywords and edges that represent keyword relationships. To vis-
ualise the network, a distance-based technique was chosen; the distance between two
nodes would roughly reflect the nodes' relatedness. Similar keywords were put together
in clusters.
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Table 1 lists the top 10 articles with the most citations. A total of 120 articles were
found in the first phase of the study. By arranging the number of citations by highest
rating, the top 10 articles are chosen, with the highest number of citations being 225.
The articles with the most citations reflect the most influential in their fields. Citation
analysis can find notable research studies, major authors, and key characteristics.

Table 1. The top 10 cited articles in smartphones online marketing

Rank | Title Authors Journal Year of Total
publication | citations
1 “On the go: How mobile “Wang F_T.H., Journal of Retailing 2015 225
shopping affects customer Malthouze EC |
purchase hehavipr” i L.
2 “Mobile banking rollout in “CruzP_, Neto LEF, International Journal 2010 170
emerging markets: Evidence from | Mufioz-Gallego P, of Banl Marketing
Brazil” Lauklanen T.”
3 “Innovative mobile marketing via | “Persaud A Azhar1” Marketing 2012 142
smartphones: Are consumers Imtellizence and
ready?” Planning
4 “5till a hard-to-reach population? | “Martinez O, WuE., Journal of Medical 2014 92
Uszing social media to recruit Shultz A 7., Capote J., Imternet Rezearch
Latino gay couples for an HIV Rios JL., Sandfort. T.,
intervention adaptation study™ MangsorJ., Cuejero H .
Carballo-Digguez A.,
Baray S.C, MoyaE.|
Matos I.L., DelaCruz
11, Remgn R H..
Rhodes 5.0.7
3 “Consumer attitudes towards “Watson C., McCarthy Imternational Joumnal 2013 87
maobile marketing in the smart I, Rowley 1.7 of Information
phone era™ Management
[} “User acceptance of location- “Yul, ZoH., Choi Online Information 2013 71
bazed social networking services: | MK, Ciganek AP Review
An extended perspective of
perceived value™
7 “Understanding mobile shopping | “Shang D., Wu W." Industrial 2017 0
consumers’ continuance Management and
intention” Data Systems
8 “Consumer adoption of smartin- | “KimH-Y_ LeeIY., International Joumal 2017 30
store technology: Asseszing the Mun I M | Johnzon of Fashion Design,
predictive value of attitude versus | KKP.” Technology and
beliefs in the technology Education
acceptance model™
9 “The influence of innovativeness | “Tussyadigh 1P Journal of Travel 2016 43
on ofi-site smartphone use among and Tourism
American frayglers: Implications Marketing
for context-bazed push
marketing™
10 “Asseszing hotel-related “Wang D, Xiang 7., Journal of 2016 43
smartphone apps using online LawR _KiTP. Hospitality
Management
4.1 Number of documents by year of publication

Figure 2 reveals that 2017 ranked first with 6 articles, followed by 2014 with 5 arti-
cles, 2016 and 2018 with 4 articles each, 2015 with 5 articles, and both 2020 and 2013
with 2 articles. There is one article for each of the years 2010, 2011, 2012, and 2019.
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The majority of the top-cited 30 articles on smartphone online marketing were pub-
lished in 2017. This is most likely due to the popularity and ease of use of online mar-
keting via smartphones in 2017. Smartphones are portable and can be connected to the
Internet at any time. So, this makes it easier for marketers to connect with and promote
brands and products to current and future customers.

Documents
ORLPNWH IO

Fig. 2. Number of documents by year of publication

4.2  Country by the number of documents

Figure 3 illustrates that the top 30 papers are published in the United States (15),
Australia (4), China, and South Korea (3). The United Kingdom, Taiwan, Portugal,
Hong Kong, and Brazil recorded two each. The countries that only have one paper are
Spain, the Netherlands, Macao, Japan, Italy, India, Finland, Canada, and Belgium. This
may be because many new countries became interested in online marketing with
smartphones and entered the field. The top country, like the United Kingdom [25, 31],
should have entered this field early. The United States has the most articles published
for marketing online, probably because the United States has a very good marketing
environment. There are multinational corporations (MNCs) that come from the United
States, like Google, Apple, Facebook, and MasterCard. Therefore, many publications
that come from the United States are reasonable.
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Documents

Fig. 3. The country by the number of documents

4.3  Co-authorship map of countries

Figure 4 shows 8 clusters with 16 links, and the total link strength is 18 based on
VOSviewer. In the top-cited 30 articles, there are 17 countries. After the minimum
number of citations for a country was set at 5, 10 countries met the threshold. The big
nodes represent influential countries. Meanwhile, the links between the nodes represent
the cooperative relationships among institutes. The United States has the most cooper-
ation with other countries like South Korea, Taiwan, Japan, China, and Macau, fol-
lowed by Australia’s cooperation with Hong Kong, Brazil, and the United Kingdom.
The Netherlands and Belgium have cooperated. Cooperation among other countries
such as Canada, India, and Italy needs to improve because these three countries are
working independently [3, 19, 35]. Cooperation among countries can generate higher-
quality documents because different countries have distinct viewpoints, ideas, and ex-
periences.
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unitégiffates portgo -
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Fig. 4. VOSviewer's co-authorship map of countries in detail

4.4 Citation of sources

Source citations were generated by VOSviewer. In this study, 27 sources are met
with a minimum of 15 citations, and 25 clusters have 3 links. It has many research
directions because the map is multicoloured. The Journal of Retailing and Consumer
Services has the most citations and link strength with 25 and 2. With 182 citations and
the same link strength as the Journal of Retailing and Consumer Services, Marketing
Intelligence and Planning placed second (see Figure 5). The Journal of Retailing and
Consumer Services is linked to Marketing Intelligence and Planning, the Asia Pacific
Journal of Marketing and Logistics, and the International Journal of Information Man-
agement.
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reference librarian
journal of research in interac
plos one

international journal of fashi
journal of urban technalogy

journal of medical internet re

journal of destination marketi

internationaljaurnal of drug information sciences

online information review

international journal of bank
journal of retailing marketing mt%gence and pla

ieee communications magazine

Jjournal of travel and tourism

multimedia systems population health management
journal of the acaderny of mark

industrial management and data

tobacce control
mis quarterly: management info

computers in luman behavier
journal of hospitality marketi

Fig. 5. VOSviewer’s citation of sources.

Table 2 shows the citations of sources’ results. With 25 citations and 2 total link
strengths, the Journal of Retailing and Consumer Services ranks first. With 182 cita-
tions and the same overall link strength as the Journal of Retailing and Consumer Ser-
vices, Marketing Intelligence and Planning scored second with three articles. The Mar-
keting Intelligence and Planning journal is placed second because it has two clusters
and two links, whereas the Journal of Retailing and Consumer Services only has one
cluster and two links. Therefore, the total link strength of the Journal of Retailing and
Consumer Services is greater than that of Marketing Intelligence and Planning. The
Asia-Pacific Journal of Marketing and Logistics and the International Journal of Infor-
mation Management had a total link strength of one.
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Table 2. The citations of the sources

Sources Documents Citations Total link
strength
Journal of Retailing and Consumer Services 1 25 2
Marketing Intelligence and Planning 3 182 2
Asia Pacific Journal of Marketing and Logistics 1 26 1
International Journal of Information Management 1 87 1

4.5 Co-citation of the cited sources

VOSviewer's co-citation of the cited sources shows there are 21 journals generated.
In the top-cited 30 articles, there are 942 sources. After the minimum number of cita-
tions for a source was set to 12, 21 met the threshold. Figure 6 shows four clusters with
261 links, and the total link strength is 7161. Each node represented a source, and the
size of the node reflected the number of citations received. A link between two items
reflected a co-citation relationship. The nodes were categorised according to similarity;
that is, sources in the same cluster (colour) were more similar to each other, as were
those that were closer together. The highest source is the Journal of Business Research.
Computers in Human Behavior, the Journal of Interactive Marketing, the Journal of
Marketing, and the Journal of Consumer Research were the following most cited
sources: The green cluster was comprised of seven journals. The green cluster was
dominated by research, which is a business area and a big picture of the business, so
they were grouped into the same cluster. The red cluster was comprised of 11 journals.
This cluster was grouped based on marketing research as the main field. The third clus-
ter was in blue with three journals. Advertising was the focus of research in this cluster.

journal of adveftising researc

Jmed internet res
psychology marketing journal ofgevertising

journal of corfggmer research

international journal of adver

journal offfarketing
journal of magkting research
Journal of the dgademy of mark journal of int@active marketi

journal gfretailing

computers in fgman behavior

european jourds! of marketing

mis qgirterly.

journal of busiess research

managengnt science marketing intalligence and pla

journal of retalling and consu

tourism mighagement

Fig. 6. The Co-citation of the cited sources from VOSviewer.
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The highest source is the Journal of Business Research, with 43 citations and a total
link strength of 1600, followed by Computers in Human Behaviour, the Journal of In-
teracting Marketing, the Journal of Marketing, etc. (see Table 3). This outcome is to be
expected, given that the scope of the Journal of Business Research includes business
strategies and activities that cover all business areas.

Table 3. Co-citation of the cited sources

Rank Source Citations | Total
link
strength

1 Journal of Business Research 43 1600

2 Computers in Human Behavior, 36 1300

3 Journal of Interactive Marketing 35 1172

4 Journal of Marketing 32 a74
5 Journal of Consumer Research 30 803

4.6 Keywords co-occurrence

The key occurrence of the terms is depicted in Figure 7. The size of the nodes indi-
cates the frequency of the keywords, with larger nodes indicating a higher frequency.
The thickness and length of the edges represent the relationship between the two nodes'
interactions. The colours of the keyword nodes denote the cluster to which the key-
words belong. There are 308 keywords in these 30 articles. A total of 36 keywords
appeared at least twice. A map of keyword co-occurrences was created. Based on term
occurrence, cluster analysis yielded three clusters with 228 links and a total link
strength of 380. The red cluster represents Internet smartphone marketing and related
activities such as personalization, purchase intention, and many more. The blue cluster
indicates social media with the related keywords such as "consumer behavior," "con-
sumer attitude," "social network," etc. The green cluster is the surveys and question-
naires’ details, which consist of gender, age, mobile application, etc.

The Internet came out on top as the most frequent keyword, with 9 occurrences and
a total link strength of 56. The three top keywords are "Internet" (9) followed by "mar-
keting" (7) and "smartphones" (7). The keyword "Internet" was the highest-ranking of
the keywords because of online trends. The Internet is widely used by most people
around the world, no matter where they live. That is the reason the Internet term ranked
the highest. The Internet allows smartphones to offer real-time interactions between the
central system and end-users. Marketing is crucial for businesses and other sectors like
medical, engineering, and computer science. To conduct marketing activities such as
advertising, retargeting, and online surveys [33], marketing is one of the most important
aspects of business and trade. Accordingly, the term is significant in the articles se-
lected. Smartphones also cannot be separated from marketing because many of the ac-
tivities involve marketing by using smartphones. Smartphones allow users to do various
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other activities online, such as play games, watch videos, and read books through elec-
tronic books [36]. The term ranked third because the topics involved smartphones.

brandgmage  Purchas@ntention
ccccccc elbehaviour
brazil
surveys and questionnaires
higian
- cialined procedures
inggipet e
mobile @arketing
persor@iza tion e female
questignaire
weligites smargghone N
matggtiog e
® apps
smarigones 7 consumep attitude article informatiotechnology
middigaged
social newwafing (online)— conierce
‘‘‘‘‘ Igetwork
Gowerk o consum apbehavior abile 4P
percengd value

Fig. 7. Keywords co-occurrence from VOSviewer

4.7  Documents in the subject area

Figure 8 shows the most documents in the study area are in Business, Management,
and Accounting (16), followed by Computer Science (9), Social Science (6), Engineer-
ing (5), Medicine (4), Arts and Humanities (2), Decision Sciences (2), Agricultural and
Biological Sciences (1), Biochemistry, Genetics, and Molecular Biology (1), Econom-
ics, Econometrics, and Finance (1), Mathematics (1), Multidisciplinary (1), Nursing
(1), and Psychology (1). Smartphones and online marketing are widely used in business
and management, as well as in the computer science sector. This is reasonable because
many marketing activities are used in business management and information technol-
ogy. The researchers should do more research on the subject areas that are covered in
the next two documents so that the marketing techniques in certain fields can be dis-
covered. Smartphone online marketing in most subject areas will be discussed in the
next section.
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Fig. 8. Documents in the subject area.

5 Discussion

This study analysed the most-cited articles on smartphone online marketing. A bib-
liometric mapping analysis was used to search for articles related to smartphone online
marketing between 2010 and 2020, retrieved from the Scopus database. This study
found that of the 30 most-cited articles, the majority are from the business, manage-
ment, and accounting areas. In this subject area, there are a variety of activities such as
mobile banking, mobile marketing, mobile shopping, electronic word of mouth
(EWOM), social media marketing (SMM), viral marketing, smartphone applications,
online experience, and purchase intention. The activities are based on the author’s key-
words in the articles related to this area.

Smartphone online marketing allows marketers to have a much greater range of pos-
sibilities for reaching and serving customers, not just through rich media but also
through several pull-based apps, especially with the expanded capabilities of
smartphones. Consumers who engage in flat-fee unlimited social media services have
unlimited access to popular social networking sites. For example, YouTube This opens
up a lot of opportunities for marketers to merge and grow their social media and mobile
marketing strategies. Millennials are well-informed and seek international services [4].
This credit goes to the digital era with conveniences such as food delivery, online shop-
ping, tourism, and other software that is used in business and accounting. Information
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and communication technology (ICT) can be a powerful tool for gaining a competitive
advantage over other market participants. By analysing data, a corporation can gain
useful insights and make more informed decisions. They need to create a platform that
provides a "user-engaged experience," resulting in increased customer satisfaction and
loyalty to the apps and brands.

Mobile shopping allows users to conduct a purchase transaction anytime they want
to purchase a product [2]. Besides, users utilise mobile devices to organise their pre-
shopping activities, such as discovering directions and store hours. The use of
smartphones by travelers emphasises on-site experiences [12]. Tourism destinations
and hospitality firms will benefit from more targeted marketing techniques. Travelers
can book the hotel’s room online before they reach their destinations. This gives con-
venience to travelers, as they can plan their journey. They can use their smartphones to
share their travel experiences with their friends through social media and comment
about their experiences with the hotel they stayed at. So, this helps the hotel's company
gain an advantage through online reviews. Hotel marketing uses mobile apps and web-
sites for a beautiful design webpage, appealing views of the hotels and decorations of
rooms, simplicity of use of the apps and websites to reserve rooms and providing re-
views and rating features.

Smartphone apps have become a major commercial channel for tourism organisa-
tions due to the development of mobile technology [13]. They not only offer a wide
range of options for assisting travelers, but they have also become a valuable source of
revenue for them. This will indirectly affect the travelers’ perceptions of the destination
they want to travel to. As a result, the tourism industry must effectively advertise and
market its position in order to attract tourists for vacations and spending. China's
smartphone apps for tourism information are widely used [14].

Online word of mouth has transformed how consumers evaluate products and make
purchases [15]. In the travel sector, online reviews are especially crucial. It is realistic
to expect that when making hotel reservations on a website that includes reviews, the
majority of people will read at least some of the reviews. This could give travellers
more options to choose their ideal hotel, and at the same time, hotels can increase their
revenues and profits through positive comments, reviews, and ratings. Mobile app fea-
tures and ubiquity boost stickiness and positive word-of-mouth [16]. Smartphone apps
make it easier for users to learn about and share the company's marketing. Smartphones
can also be carried around. This increases their mobile stickiness and direct marketing
exposure.

Negative online word of mouth occurs for every business and product because eve-
ryone has different preferences and behaviors. Negative word of mouth, on the other
hand, can benefit brand-affiliated customers and assist online retailers in running more
effective promotions [15]. This would help the company strengthen its position. Cus-
tomers who are loyal to the company will try to promote it and provide as much feed-
back as they can through online reviews and blogs. This increases the likelihood that
prospective customers will stick with the positive feedback. Consequently, companies
must continue to study and remarket their strategies in order to increase consumer brand
loyalty.
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Social media marketing allows companies to promote brands and manage customer
relationships [17]. They use social media marketing to learn about customer prefer-
ences. They also promote their new products and promotions on YouTube, Facebook,
Twitter, and Instagram to reach potential customers and to engage and strengthen cus-
tomer loyalty. This platform is free in comparison to other promotion strategies such as
television and radio advertisements, campaigns, rewards, and discounts, which require
a larger investment. The most appealing option for businesses is to use social media to
interact with customers and provide feedback for product improvements. Continuous
improvement increases their repurchase intention.

Viral marketing aids to promote a product primarily on social media platforms [18-
19]. The intention of consumers to co-create brand value increases purchase intentions
[20-21]. Smartphone functionality enables differentiated service, tiered pricing, and the
option for a discount. As a result, it is critical to assess the effectiveness of advertising
to users, particularly personalised advertising [22]. This is due to the fact that a good
advertisement will increase user acceptance of a product and thus increase the compa-
ny's sales. Consider the smartphone diet apps. Restaurants are developing novel mar-
keting strategies to target a specific group of customers who are concerned about health
issues, such as diet apps and specialty menus, to assist people in purchasing healthier
and more specific diet menu items via the restaurants' apps [23].

6 Conclusion

This bibliometric analysis furnishes fresh research pathways and particular insights
into the current situation of smartphone online marketing. The year 2017 had the high-
est number of articles published on the aforementioned topic. The United States is the
country with the most articles published. This country has also been the most coopera-
tive with other countries. With 25 citations and a total link strength of 2, the Journal of
Retailing and Consumer Services ranks first in the citation of sources. In the co-citation
of referenced sources, the “Journal of Business Research” is the highest source. Busi-
ness, management, and accounting are the most involved subject areas. Activities in
this area include mobile banking, mobile marketing, mobile shopping, electronic word
of mouth (EWOM), social media marketing, viral marketing, smartphone applications,
the online experience, and purchase intention. Online marketing with smartphones is
crucial for organisations to gain market coverage and increase sales and revenues.

Smartphone marketing online enables marketers to easily connect with customers
and leads. This enables marketers to more precisely target customers and track purchase
behaviour. Mobile banking is a technological advancement that allows users to conduct
financial transactions without having to visit a bank. Mobile banking also enables busi-
nesses to sell products online through mobile shopping. Users can also learn more about
a newly released product by using social media. Marketers can interact with customers,
build relationships, and generate leads. Customers' online experiences are important
because they will share them on social media, blogs, and websites. Viral word of mouth
are examples of this. As a result, marketers must create a smartphone application that
is easy to use and has an appealing interface in order to increase purchase intent.
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This study benefits the company and marketers with the marketing strategies used
in online marketing with smartphones. The present research findings advance the re-
search on the trends of smartphone online marketing and the existing literature. How-
ever, there are a few limitations to this study. First, this study used keywords to find
articles, which may or may not have included all articles about smartphone online mar-
keting. Second, this study did not take into account self-citation or citations in textbooks
or courses. Finally, this is a cross-sectional study that took place at a specific point in
time. If the survey is done at a later date, the list's 30 most-cited articles may change.
Future research should look into how the current technology is influencing the market-
ing profession in activities like social media, EWOM, and online purchase intention in
further detail. Artificial intelligence (AI) technology could be on the verge of causing
a complete paradigm shift in the field of marketing. The application of Al in the mar-
keting area will enhance marketers’ creative ways of doing business with a smartphone.
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