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Abstract

The evolution of information technology, artificial intelligence, and large
volumes of data in web2, led to the formation of a new approach from the
convergence of two scientific fields of business intelligence (BI) and social
media analysis (SMA), which is called social business intelligence (SBI)
with some researchers. Growing the number of studies in Bl and SMA and
the explosion of information, required coherence, integration and summary
to knowledge extraction. The purpose of this paper is to recognize the
capabilities that are the result of the two scientific field convergence. The
bibliometric methods have been used to analyze publications tile 2022 and
map the topics trend, historical graph, co-occurrence network and knowledge
map of social business intelligence capabilities. The results indicate that the
nature of business intelligence studies changes toward the analysis of big
social media data and integration of analytical and managerial capabilities in
Bl with the power of marketing, communication and networking in SM.
Also, five clusters of social marketing capability, data analytic capability,
knowledge capability, communication capability, and transformational
capability have been identified for SBI. About the role of SBI in
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empowering organizations in the digital era, especially in business related to
marketing and innovation goals, it is recommended to equip organizations
with this technology and its capabilities.

1. Introduction

The evolution of information technology, artificial intelligence, and
large volumes of data in web2, led to the formation of a new approach
from the convergence of two scientific fields of business intelligence
(BI) and social media analysis (SMA), which is called social business
intelligence (SBI) with some researchers. Growing the number of
studies in Bl and SMA and the explosion of information, required
coherence, integration and summary to knowledge extraction. One of
the main topics of interest for business intelligence researchers is big
social media data analysis, which brings many capabilities for
organizations in the information age. This research has been used the
bibliometric analysis method to recognize the capabilities of social
business intelligence. Therefore, the social academic network of social
business intelligence capabilities has been analyzed in order to gain
knowledge about the research field, main topics, evolution path of
concepts and a comprehensive view in the expansion of the current
limited knowledges.

Research Question(s)

RQ: What are the capabilities of social business intelligence (SBI)?

To answer this question, the following points are followed:

1) How are the growth and development of studies in social business
intelligence capabilities?

2) In what scientific groups have these abilities been used?

3) What are the most productive countries, publications, and most
cited articles?

4) Who are the influential authors in the research field?

5) What is the evolution of citations and time trends of concepts in
social business intelligence capabilities?

6) What are the most important concepts in social business
intelligence capabilities?
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2. Literature Review

Although business intelligence has developed and grown over the
years, the concept of social media-based business intelligence has
gained a lot of attention in recent years. First, Studies focus on
business intelligence capabilities and dynamic capabilities and the
resource base view has been discussed a lot. In some studies, the
organizational, technological, and innovational capabilities of business
intelligence and the impact of the environment on the success of
business intelligence have been explained (Istk et al., 2013),
(Ramakrishnan et al., 2016), in group of studies, the positive
relationship between dynamic capabilities, managerial capabilities in
business intelligence and analysis (BI&A) has been investigated
(Torres et al.,, 2018), in other group of studies, innovative
infrastructure capabilities, process capabilities have been addressed to
help decision making (Ramakrishnan et al., 2018).

In recent years, the nature of studies in business intelligence
capabilities has changed towards emerging technologies such as big
data analysis, digital businesses, and social media big data. This group
of studies focuses on the ability of social media analysis, the impact of
social media capabilities in achieving knowledge management;
sharing information, communication, facilitating business marketing,
achieving competitive intelligence, and the strategic capability of
social media in the organization's achievement of innovation. Various
researchers have described the analytical aspect of SBI in knowledge
extraction, decision making and marketing capabilities of social media
base Bl that can influence market intelligence, customer needs, and
satisfaction (Ghofrani et al., 2018; Hameed et al., 2022; Pourkhani et
al., 2019). Nevertheless, Social media data is recognized as the best
source of data for business intelligence research (Choi et al., 2020;
Tunowski, 2020) that can be used to achieve various goals such as
data collection and perception, analytical results, and market goals.
However, this research area is still in the early stages of development
and needs more studies to mature.

3. Methodology
In this research, the five-step bibliographic analysis method (Zupic &
Cater, 2015) has been developed to achieve the research objectives
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and extract knowledge about SBI capabilities. despite various studies
on social media in business intelligence, there is little understanding
of the synergy power of business intelligence and social media and
SBI capabilities. thus, to achieve a comprehensive view of the
convergence of two scientific fields and their capabilities, the
bibliographic analysis has been used to extract the most cited articles,
influential authors, most important publications, growth trends, and
Thematic evolution. the co-occurrence network analysis of keywords
has been used to extract topics' trends. to collect the required
metadata, the Web of Science (WOS), the most comprehensive
scientific database has been used, and approved by the Scientific
Information Society (ISI). Also, the research chain explained by Chio
(2020), related to business intelligence and social media analysis, has
been used to extract and collect the required data and summarize part
of the research literature.

4. Conclusion

The results of the research indicate that in line with the growth of
studies in the convergence of the two fields of business intelligence
and social media analysis, the upward growth of studies in the
capabilities of business intelligence centered on social media analysis
is also evident and the increase in the number of studies with the
expansion of the use of social media in businesses and big data
analysis. The most important clusters identified in the word co-
occurrence network are the concepts of social marketing capability,
data analysis capability, communication capability, knowledge
capability, and strategic capability. In other words, Business
intelligence based on social media analysis or social business
intelligence includes both capabilities and positive points of using
business intelligence inside social media analysis capabilities, in other
words, business intelligence capabilities in strategic fields,
management, and analysis, are combined with the ability of
marketing, expansion of communications and networking in social
media. As a result, social business intelligence improves company
performance by using artificial intelligence algorithms and big social
media data analysis.



5 | The Evolution Path of Business Intelligence & Social ... | Mirsharif et al.

Acknowledgments
have been very grateful for the spiritual support of Dr. Eslam Nazemi.

Keywords: Business Intelligence, social media, Social Business
Intelligence, Bibliometrics, Capabilities.



V80N )

. “)U

VYV S e S5

. “)U

Y

\E Y/ A/

EISSN: 2821-0816

ISSN: 2821-0964

Ladgn )55 S o pite Slalllas
V/\U\ Jédf,"’ ﬁ‘g:;f,o O)Lw:ev-ﬁ.)}“’é JL«

ims.atu.ac.ir
DOI: 10.22054/1MS.2023.71110.2256

Fli dley 9 H g wms” wod S SNwilel Jaoui mwo

gy gl oli.ﬁb bl ool Cu pde ath, Lgf’ffb RELAN

Olg) O o e 0 Ok

9 o e 0aSisls el Cosl 9 Smee Oy pie U,f sl

* O e 8

Ol Ol ¢ b A oy e lblm

9 Cﬁ)—iv\ﬁ o,&.i.;b ‘QLD)LH Lg)}u& 9 W c,ix.u a}; z)l:..ﬁb
o 30 Lo ke

s S

.

Olpl Ol g5 ¢ i g e@.i.}l: (b

G ¥ gy ealsnl ez Al 5 g o Gladle )3 (o ae Bea 5 SNl (6,515 5 L3 0y
ok gelezrlaly Lo 5 IS S ion ode 03 53 o San Sl i 38055 6,8 S
Jlos e S senS Gea Golea b slal 80w Gea 1) OT Oliis (50 &
3 plesl s Sln 1 (olie oo b Slalllan (gladie) 5 Slalllas 5 a8 ool elezrliile
el gl glubs Sdal tagh ) (Sl o35 oal 3 (LS Slalas (g luasds
FLEOLS s i) 50T il 4k Ctls y elamlale, 5,5 50nS s o Sen
o Sy Slslaal Sl IS Slegbge Lsy e 5 YOYY JLo b okiz] Sl Slallae
4 S S ar Slllas Coale i Sl gl s el 035 eslizel SIS (sl
G 03 St 5 8l (e glagtials Gl 5 slerlale osla0NST o S
SUL el g as g el elazr il 3 (5LedSd 5 LT b1k Ol b L oS
wlols plal H5 S S 6l op Td s el s 5 Sblayl e Lals cosls o ¢ olaz]
o5t edlizms pas 53 Lol (lukiail 5 5o (slal HE 5enS” isn A8 4 4 5l .ol o
U1 3 Ui e ao i L )lS seS @ osT 5 5 (abulil Olal b Las e sla )8 s S 53
55l sgmee OT 5 ol (slastiadl 5 5 (5550 55

Sldllas ( slarl S 5cns fGon (slarlile, Jdod Qs s el gdds
(Sl 5 mnele

ol i g o> Sl (g5l Sy e 2y 53 Syl oo 5 (6573 Ay 143 S ol dllia
tabriz@sbu.ac.ir : J s odiws 5 3%


https://journals.atu.ac.ir/
ims.atu.ac.ir
ims.atu.ac.ir
https://doi.org/10.22054/ims.2023.71110.2256
https://orcid.org/0000-0002-2725-7338
https://orcid.org/0000-0002-1466-6327
https://orcid.org/0000-0002-8680-6683

v C}\)\g.mkj@ﬂﬂ&&&\ﬁb)})\f}%ﬁ}hdhd-u&jJ};JJ.,.J

PRV
3 68 o ke losls mlie o b & Sl (5,153l 5 ' seS isn
Gols 3, Shes 345 (Arunachalam et al., 2018) o3 5ai Jugus 1) (26, oo
5SS 0T s oyl wle ju g axsls o enay (g3lassl 35,0 5 (Torres et al., 2018)
35 enS an a e s I8 sladle b sl Lol jle 53 Lol glacs Jf
Gl a3l 2l 31 S Slaptg Dlalllas 3 TS S dietign o g4
0331555 ez 3l )12 o s shiea OLSL I )k (Moreno et al., 2020)
Hoisa 25 5 S 50nS Jign 4 ke G S il 5 i oS daesls
L s SWiks o 81 .(Bozi¢ & Dimovski, 20192) Lles ;5T (55, ,8 sewS
Bozi¢ & Dimovski, ) sutdpluil oy 3 Shee 3540 5 5550 (513 A5 L Lo
Sladlas w3l 5 5 Ll (2019b; Alzghoul et al., 2022; Eggert & Alberts, 2020
g) c&;«fpﬂ«d (ot AT 3 35 03 SLissse Slhgiails 5 mbe &S5 > iy
e a5 5 5 e 3 3 sl L

T B P e B L STV IPENERG
L «(Wang et al., 2020) cl L5 - 5 Esrs G (Wt SL OleMbl g osls floes
Sl bl Glaesls s 4 Jgemaysba g S8 scwS i SOT
SS9 bl a5 Calides glesls (e & (g 2 5 (TUNOWSKI, 2020) 5515 5, oo
(s Slresls 4 4 g ey ) b Il el e Tl 53 S8 layl )
23 peresa (b, sl ) Ol Cde L) 5 Al DY
5 Slles Glaptann b SNl (S B odd o go o Hall (sl s
Negro & Mesia, ) > 8 el L3, 5 5L Aol Gy b 51 5 Olejle 1 2ol o

Oy el lisloile) 5, US55 Yoy (53555 seb b S 0o b 51.(2020

1. Business intelligence (BI)
2. Business intelligence & analytics (Bl & A)
3. Information systems (IS)



VY b | PO oyl wasilss b | i 2 475 S’ o ke Slllas | A

51 3L ez «(Elhoseny et al., 2020) SleMb| NS 25l Jols (gl (6 s
Olfﬁffr—:*@' 535 5nS O 51 (b 4 55 45 0B 5 g g 3 03l
s> OlWles b (Arunachalam et al., 2018) ol ossed Ll 55 4 |
s Olalllas (gl 5 5L esls o g g el iyl e Olgea plarlaley (Oldeiils
Choi et al., 2020; Tunowski, ) col odd astlis dd sa gla o 5 HI8 5 S
Jow el (Ml Sulby slas I Ol cae ¢l W, s (2020
Jols bl o3ls LS 55 Jasws 0305 4 dr g 5 slarl Glagila o3l
GBS il glaesls o 5 4 g5 OT bIL (Gioti et al., 2018) dizus lojLo
eb L sS i 5l g S 6,8 S 4 e olamal Gladilay 5 0dd
NS w3 8 el S 5enS isa L (Choi et al., 2020) oy 5 515 oS i
Gioti ) asb i 28 elamlale, Low 5 55 50wS ios ale ojp 53 o Ken
3 Jeol s b lamlgladiloy osls o 51 el 2o OT 5 5 (et al,, 2018
s 3,50 ol sd e 3l Sl Sleenas 53 5 S 5 S5l claesls oo
315 ol jan 4 Olejlo (g2 (93L5 035 31 55,0 5 4 iy (Sl OIS s fSon 4
.(Lanza-Cruz et al., 2018)
ol sl ae) 3 Calibes Sllae 5ol 3 (oL Ol 1,
Ghofrani et al., 2018; Hameed et al., ) T slas )8 5 (VF+ ) (OSKen 5 5 i)
s Solowl O (slas )8 5,5 58 2ya 5 (2022; Pourkhani et al., 2019;
S sl (> o,\i.sjfw 4« (Sestino & Mauro, 2022; Yang et al., 2022)
S ALE o 5 5 (Ablele el slial 2l (S8, sk 5 Sl
3)50 23 (o5 g il Glania) 5o Slallls sy b (B Sl el OT il
Elozlale, 5 5 5SS i glagdalls Olejen S84 s @ Plen S,
JUs @ e o Slalllas ny (50 28 anlllas b dlis oyl )15 5 S LS s

1. Social BI (SBI)



q G\)&AA}@ﬂﬂ&&hﬁ;\ﬁb;};gjg.suﬁ}bdhdmuiJ};JM

5 M semS iar i 93 slaghidls ol Kea S el s 4 gz
OT 33 sseb Jlo 3 Slesdge 5 6,8 IS8 Ly) 03 S eSS 5 slalala,
55 seS ier o Kes I ol slastiail g olulid (gl Shn s cpl 53 ol
g a0 o 5Kl g Ui LIS U ol odd b5yl sme ¥ olaimlbila
LI ke by g ol 55k wal 3 1) Rass

lelalay 5 8 5SS Saa slagdaily 5o Olalllas anw g 5 Ldy Ly, ()
Sl 05 5 djig-

w5 5 4 2Bl 5 ale Glaos 8 5 bej e 4 o igdails oyl (Y
L

Sr sl 5 DY o ekl s DL ) et o S8 (7
LIS elozrt I 5

ClplaS ja g3 055 33,18 56 Dlamasen (F

5 08 5mS isa slaguiail 5 55 aealie Sloj Ls) 5 Slslinwl M e (O
Sl 03 9 45,8 ol lgila

?U\J\rl.,\f Flelaly 5 )8 5wsS iea sl g 5o V.:Ahu NEIE S %

TR Ay
b c&,gTC? 3345 Sl gaosls (63,545 L el (o S S iea
5y o a ol s ol (ludadl 5 5 o3 g 5 de eeal Sl ules gl
Coows 0 s JS 5SS gn 55 sl Oldlas (dlpllb (sl S50 e 5 Sas
(Flelaly j3 odddd 5 esls o 39, 0 iy (§tEe b g el 5 ooy o
S 5emeS O Uons 4 5 457 3,503 oo 43 (55kems 03331255 5 058l (slagsitiadl 5
9 L8 sewS Gaa l Jeol lagdials aslsl js il essed Ll s 4

el ol ﬂ\aﬂhﬁjsﬂ)ﬁ 69‘.@.’;>-|4:L~)



VY ol |98 oyl wanilss dl | diedi ga )5 S g e Slllas | V-

I semS Far slagtnadl g (A
S Sgn ol ol o b b e S8 S osm 5o Olallles iy
A S ih e Soisn b £k e 5 Ol w51 5 (3L SV 5 o
(SWlae s 3 Jlaysba ol ot 55 OT ileesly 3 ' Culbge Julye U
o3l il Jals SIS 5 s s (S3lasly 53 S e Jolse ol
PSP e Lobse Jda L 5 (Yeoh et al,, 2006) 4slan 5 Toysts 5 T
DeLone & McLean, 2003; Schieder & )°L;Lo>&bl e Sladlls 55,8 5 S
Moravej et al., ) Cul ouds slgiis OT oL s g4 e 5 (Gluchowski, 2011
Sbas) 4 Cud H 5SS clgdally a5 Sladlas (Jl= L (2022
U Glay e J g S geanS sa il y 5 Slallae i 5 Sl S5 gdoue (g
(S S oS 3 get 3 080 5 Slhae ¢ GloSlo b go S senS Esn Slagsibiedl s
Jbe jsba . Clos 5 JS 5nS” Jsa lagiall s 4 b (6555 5 Ly (sbiadl 5 4
3 Lme 3T 5 I snS hgn SIS 5SS (Slosl o b anlllan & a5 )
4 L stk et al., 2013) eddals y S 5cmS Jsn Cubsn 5 puandd J5| ¢
5 by 0T 68 0 Sb 5 s s 4Ty Cole ) stials
Sl gdaily o aaly L 5 (Ramakrishnan et al., 2016) oud 4= 5 Olojle ois I
Qo O s i 3 13 (S Sl o pde slagdialls s by
6,553 aslae 3 (Torres et al., 2018) Conl ks oy o 5 Shas 57 I S
238 58 B gn Slear LSS 5 T3 Cobl 5 (50T 5 Cotle 5 e b &

Ll o ¢SS 0T e ! 5 5 9T Sloaas 4 45 wtls 5 Olojle &

1. Critical Success Factors (CSF)

2. Organization

3. process

4. Process

5. Information system success model (ISSM)

6. Business intelligence and business analytic (Bl & A)



W OLSan 5 Qs by § Slazxl &by 9 5 geS” i sa Glagiiail 5 J o6 s

sty 5y Ol Caale Ll cladle 55 ((Ramakrishnan et al., 2018)
S 5 5 esls OIS O a6 568 5 S5 5SS o 455 S 550
SESS 5 gkl 5 I8 S aen YOV Jle ) (slandllas s cdiles ST i e s
(Mikalef et al., 2020) 55 o ‘o3> UM i 3 (giedl 5 4 e 5 olbii 5
e 33 S prmnl SoiS 0313 OV (68 el slal B 5 (6 s s o
Copde sla il a8 das oo OLid i slaasl g odd cw) s lACS L4
Shamim et al., ) uS" oo bzt 1) e3ls 0N (6,8 poendd Skl 8,51 (slaesls
5 80es 4 olaws 53 S8 eSS Gs clacdiails I Je oYY Jl s (2019
Shaily aw 53 1y Oljle Cutbee j3 ol sbigdialy & eddslgiiy Olojle
53 Jde 2l (Chen & Lin, 2021) Coal 03505 Cay s (01 s ¢ ulasl)
5 NS seeS 5 Shas 5 sshien 5 OBl Cople Ol 4 o Sl
BYYY s 50 6,05 Sie s 53 Sl odd o3ls i 28 2y e 4 gliws
ols s 4 (6,8 5L 5 bkl 3 Shes 5 ) seunsS ioe glao bl 5T
oedin )8 g Gen skl g b ks e aiy 5,0 L.(Xuetal, 2022) col
Sl Suige 5 2By Cose o 3 Shes 1) 0T S collas 18 43
TS Wlas gu 35505 sokiadl 5 Jlate S IS 5eS” Jign 4 & 35 Slalllas . bloctnis
For slagdiails B LAl 53 5S35 45U 5 03 (ol da 4 35
byl sewS Jgow 5 Dbl Hledl ey Sl o) sl 5 48 5SS

Fleaxlale; gla gaadl g (o
Syl gV Slel & OT Glas )5 5 slamlailu, oo (giail g 5o Olalllas
1. Big data (BD)

2. Big data analytic capability
3. sense, transform, driving (STD)



VY ol |98 oyl wan3lss dl | aiedi 52 575 S’ o pate Slallas | VY

ol &S Wyl o Olge plal a4 bg clagdiadly s I chags 5o
Olssas 1) S in iy 5 o S b psgin (lazl Gladila; 1 0L 2l ealina
Mo 5 (Wieneke & Lehrer, 2016) osls 2ol 2l Coje sl =
o313 b (gl &S oSS Jpll el e i S s sler| glagila,
sl g a3l T 5 6yls po g 5 (6 e a3l i 4 plal glaaila,
B 95 33 Sl s 53 s SUlg pl 3550 530S Oledbl jg 6l 4 b aS Cl
BBy oo a glaes jskea slaslabe) Mo lels 5 ol Sl &S
33 Sl 5 S js (oo (JISGS lasbiail 5 457 oA gie astls oS s
Karim et ) &5 0 oKu 3 Shas 3 (25, Suje sbwl 4 zie ¢ olainldilay fulow
o ke 4 glaws 55 plalale,y glaglndl s L.S;L' szga_b s s .l 2016
33 sy 5 S el ¢Szl e slagdinil s g ods andllas s
oI Co pde js Cadge 4 glaws S Sl ol el slal glaal,
SR (55575 5 elerlalay bl adlas s (Kargaran et al., 2017) & ) 30
2 Sl s 5 by sl s Sl elealailo; Sl ol glagil s 36
= Lol » (Mention et al., 2019) ol o aalllas (5,57 5 4 (pliws (il 5
sul eS8 gl 1y gl b elal Glaala, ,dColanl Cunle g ol
s osls Il 68T 5 Sacbl wdbmSy Sl wl S L b aS
35 SLnsyee bl YN Jle s il s ) S olke L cKin il
Cralr e 5 5y se Slagiail§ 5 ot aalllas ' o e 5 S S oS 5
Jde 5 asdlls elamlalo, 5y 53 S5 55 0T 26 57654555 5 0lejlu cdaes
ols ail) Skl 5 6 5 AT 3 S pite Giall 5 dile 5,8 sl T 3 (uliedl 5

Jde anw g g 1yl Codal 23 s (Handayani & Mahendrawathi, 2019) ..

1. Small & medium enterprises (SME)
2. Technology-organization-environment



W OLSan 5 s by § Slazzl wiliy 9 5 genS” i sa Glagiiail 5 J o6 s

e eIl o Sl oS 030l gt | olair| (sladilay Julou g4 o bl
S Y+ ¥+ Jle s (Olszak & Zurada, 2020) 555 o' 20 obs5L Jages &
U5 855 slagtiall 5 Sy g b ol lailoy Lo (el 5 () oo i
33 &S sddesls anw s (Wang et al,, 2020) Lu g S5l 5 2 pde ¢ Slles
S5l 5 elamlale, glagdiail g andlas 53 3503 5,8 A& o SLLIL
5 aras 6,5 N Opmen elalale, G5l 5 Jolw 5 55T 5 Jold Olejla
s ol s Shes 5 slamlalo) 3 She »  slaslale, ;s O, Sl
5 Eras s 6,8 5w Jsol G s (Marchand et al., 2021) ol ols
(osman sp p i laml chale,  elioly elelabe, bl
St 3 ebelis (o S E bl s Lol jle sl 1y Shsl b Jiaws slac b
Liu et al, ) &y0s ol jon & Jliows Glag,sks » ae sl ol y &l 5 OIS
S ash o b Bl s Sl Cdl , sla! glawle, 3T adllas ) (2021
5 Olanl (Sl 4 glies 5 oK il e sllale, 88
3, hes 5 skl 5 3 oy 41 K 5 2l e S Ol 5 0l 55575 b 6,6 5L
515 Ghmily ( elamrlalu, 5,8 ,84 (Ye et al, 2022) uS o ¢SS
S8 Gl s Sl 3 Shes iz 05 6,5 Jobe B b oS Sl
Ghaily o daly K3 tashy o (Borah et al, 2022) col 1 sh
= g ol gy 2 TS 5 S e 5T 5 T slem] slaailay oSS 2l
(Zhang & Zhu, 2022) k1> e alasly ol Jawly |y &S 51 2l (g s Collanil 2
deir sl 2y iaa sl il s b 7 6, Ks gy 5o
295 Sl (Llodanin ) s 5 S8 5 Lot SIS 5 3 by sk
1. Social media analytics (SMA)

2. Business to business (B2B)

3. Artificial intelligence (Al)

4. Social media strategic capabilities
5. Business model innovation



VY ol |98 ojled] wan3lss dl | ied 52 55 S’ o pite Cllls | 1V E

5 SosTper ol onan o 2B) Ggr p lerl Gladile) Jdou &8 das e 0L
S US b gy SAasn ol (Hassani & Mosconi, 2022) ol & 5T o
Wil (5,55l (slapmsilSe G b 11y 555 Sy S AB L35 e LS 2 6 S

.A;;a:uig_\jéldylé)uiﬁéh..\:{f})dpm?ldudb)‘}&d)qﬁ

G S
lemlale,y 5 5 0nS i glaghails 5o Bl o tasy s b
NS ot (sutzasl 5 5 o8 3 Shee 53 S 508 2sn (slagsiiall 5 anlllan O gopen
For sty olles 5K 5 Al s 3peS (elarlale; ol
sl iy Olalllas L5 oS 558 ol V.a)l;{ 5 plaxldle, 5 8 5 s
st DS S g glap il 5 s by alllan 4 Y0¥ Lo s tagh 03 S
b slies Sl St Ham Sy bl edbastls s elamlale, Jdes
Chio et ) Cul o3 saz axdllas 15 OT I Juol Glasdiail 55 5 03 5 0, Lo s 5 C3ldal
Sisr 5 osbiS 4 481 Sy S Sllas 3l cwmes (@l 2020
b s4ie S 5 oile (6,8 5L 503150 Lo (Liang & Liu, 2018) LIS senS
Jcpll «(Zhang et a., 2021) sdiastls 5 58 scwnS sla imgs 55 eslsONS
S Ll G § g g plazlaile, Llog 5 H8 sewS gr lasiiall 5 alllas
2330908 i 5 olazrl sladiluy & bgy o Slalllan i 28 ol ok - o T
o > Sl o) pl 4 ar gy e Kl ol dle s el
hAl 33 K55 b ol g el Sl 2 n8 (sl b s 01 s
DS 4 (e LAOS Sa; s elamlaly 5 S senS i sl «

Wl 03 305 W5 0 T Dladllas (gl 5J§é Slaasw 5o ﬁufjg;lzébjw il



Vo | OKan 5 s by § Slazxl Wil 9 5 geS” i sn Glaiail 5 J o6 s

L
I

Jlow 550, b S senS psa i CHLE aney jsblea iagn ol o
Gl o gty (FLEOLS Lo B, 3l 0T PSS 5ty Ly s slexlaila,
() JK&) Sl o 3Lzl (Zupic & Cater, 2015)

(Zupic & Cater, 2015) lsolsS Jow iy, ) JSs

o5 b

4

P oS slaosls 6))T:Jf

s

ol e

B el

(S 35 DNl calisen glais3 555 55 (o eSS (588w L b )
oskieds Eagh cpl g5 )l el es 4 By arw g 5 e glaej e CLE
Sol&ly el ¢ il 5T Gy SIS 51 Glinsse eslslp 65T mer
Ol 1 (5 bam ol 0 o3Lizl T ke SLeMbI el s bsy g0 ake SO
Ball &) wlos 87 s (b olS” Slalllan (51 ode palr oSS 1 0515 o0 !

1. Method

2. Metadata

3. Web of science (WOS)

4. Institute for Scientific Information (I1SI)



VY ol |98 oyl wan3lss dl | diedi g8 J 5 S’ o abe Sl | V8

(s s Slosl I idu il 5 5L, g 0sls 6,5T3 5 (sl .(Tunger, 2006
03 oslitalsysn elommlabay Jdos 5 5 50nS ea b dad e 08515 o s
W5 i O 52 &8 Cul S5 4 p5Y el okl oslizd (chio et al 2020) ia s,
Gloams b oS us SL5L 3,8, MY sl 5 45 515 taa 350 OVs Ol gie
Slap iy 5 eslitalsyse latay 3550 53 S Y s ol il Yl
53 el ol 03ls Gl plarliile 5,805 b LS sewS a5 eslizuls e
5 s seds OV 4t g s giadl ) So3ST bt Sl g,
Sy el OL5 Sl 5 sy ge sl As Jlasl 1 ey Sulgins 5 35 (5550
e Gl o g (g5 0 Jlas OA 5 s s Allie VEF) dlis AYO sl (Yl

Sl Gl Sule gt 0 ol 03 S Sl

TS= ((social* AND media) AND (mining OR anal* OR sentiment OR
business intelligence*) AND (capabilities*))

a‘}? DL V.:AL;L& LSLAK;J:M_}QMLB W}; &))J&J_}}LM }.él> ﬂ)}:_).}
oslazw| Rstudio HRleS Sl e te 5 S 5 olazr W sewS sn slagdial g

) ol

Ll
3o s S (35 Joli (o5 Slalllan 53 &8 s anlllas (slas sl sl
Jelos 5 S S fn psgie 53 ) Sen b b SWIS o b i
48 gozs TS Sl Oliabl 5 Lo ol Slalllas O 0T (glagiail 5 olezlaila,
T & S by dy Oy Sl OV G b clize s o b bl DY

Ll 0l Ols aslsl 4o

1. Capabilities



W 08an 5 s by § Slazz] wiluy 9 5 geS” 5 3a Glasiiail 5 J o6 s

P sbdadly 5o Oldlas anng A, Ky, Jdos (W e 4 mul

ol 03 4558 plazr! IS s
sladle s ol il 5 sl b (osre Ligy b Obslaal 5 Olalles iy
Sy (VoYY B YN 2 Jle aw 55 Sladlbe 1 s 51 5 9 035 ol an 5]
Loy s Sldlae sldw 2130 53 Shgr 95 YoYr 5 YV ladle s ool a5 S
s 8 Sl gladla, 03130MS anw g5 L oS Sl 3 sgde SlHLisl gelas
stal 35 g0 5L V0OYF SVl ol ¢ a3 ol Ja5 o ba)1S S 53 olorlaile
Sldlas 3ldw o 2he ol odd slzwl JU VA Lo gie jsbay diw 8 4 5 455,05
Lo e slmal ¥V o g i WA L slaz| JS 50 ign guiails s 4B S 50
Ll dl iz 53 Rags ¢ g0 4 Calies (oo el g 4 5 ST Sl Vo TY Loy

“ f@‘: 9 ‘;o.LF 6\Ae3; g\.&oj? e \ALSJ.'.M"JS Cﬁ-‘ v d‘}w “ c«\i

Cllods ab £ 418
s 4 sl S 0nS e glagdaly oSl 53 i il
S 5ST fn Glasiails S el cp e S (plaes S SIS Sl
Lg\.&r.‘.'m:w crg:,.{jlv\.a cY)K)sTMS L;Uﬁaj; )‘ v\;\&)\.& s_,...;_}.'v' 2y Llazdls Lgt«l.g.'b-‘
b SWlas 05,5 F 0ol 51 OBl 5 Tledb ol (6 nlS psle SN
O);}J}J}‘OJ‘J‘J&W‘J?Q‘)QML&AM}JVO J}bccﬁ){f()‘}:»aﬁ.ﬁ

V . . Z - . . -
LSLGGJ?W.H\JJ;{@J:)J ‘) uuw )\ijb %ﬂb})lsjws

. category

. business

. management

. Computer science information systems
. Information Science

. communication

. Research areas

~NOoO Ok~ WN -



VY ol |98 oyl wan3lss dl | diedi g8 H 5 S’ o e Slallas | VA

(655 psle 53 o gman g ortign (55 psle (IS S sl
2 S GWls gl (a5 sl pile (bl (el e
psle O pwS sladl oj e aw 5 Az slaxrl S scnS Pas glagails
2 Ol kol cn 5 488 555 15 b tash ppmiSy Sl S (mige 5 salS
Caale p Soo ol ol dzes slal S8 5SS glagtiaily Slallas
(DM (5555 5 Ty e psde 3 Sleiy0ke A3 51 O 5 el psle lazt 0l

2,13 gan fgr 5 S5 5rlS p ke (GleNbl Gla gt

soor s OVl o gslaal g OMome (a8 S s (P JIGe & cwl.l
TAIplS polazrl IS g

SISl 1 IS e 5 4 ol SIS ST a5 Wy piST o S8
sy Sladlas deo s ¥ sgds cglaniy0be Sladllas o VL LIS 0T &8 e
eah s walllanssse g pdge oo A8 53 e 5B e 5 03l> ol
ST L1 ol 65800 o ey ¢ ke S8l 53 G035 ¥ g L 55 01 5528
Y S 5 ) Jguter) Sl azdls s 5 Wl s

Cilises Ul bl ot 5 &Ye slaas ) Jsd

Pr™a Yo ol Slobowf sluxs Olobiw! faweio
Sl T4y \adad oY /M
I YA 14T LAY
o %3 VAV LAWAL)
! ¥ AOF \AWAT
Wzl Vv e ar /Y
Ul 4 A ANALZ

1. Business economics

2. engineering

3. Computer science artificial intelligence
4. Social sciences




V| OLSan 5 s b s § Slazz] Wil 9 5 geS” i sn Glasiiail 5 J o6 s

a5 Wlao Slaxs 13! Sl O3l L gk
ol 0 VPV YV /F)
ol Yv 150 ¥

OBl s o) s sms o, 4l Y IS

ghana
A L
nigeria
__—scofiand
" belgitn russia
/
/ denmark
P 4 3
4 c*ﬂa
sluéﬁa
israglif e #
polan
sweaden iran
colombia e
i e
& Yy india malaysia
z . oman
beazil
chile
" greece  soythgkerea " o
w peopl&chma
france
mexico taiwan
zealand
portugal austria ARETaa .

romania
switzerland

a Gl g Olles o tie S 5l Ol ede (Sauls @b Gromes
ool 5 ol ® a5 oils 5 I 8 ity L alS ol o oKl
(ol SBlemn 5 Tl G el M el 35 sk ol Sl

il SLw 5 G55 do e (e 2Ll o e O S Slallls

(Y Jgd) Llesls jolamstl s g 4|y o iie SVe sl o 5YL C 5 4

1. Affiliation

2. University of london

3. University of California system
4. state university system of florida
5. University of texas system
6. elsevier
7. Taylor & francis
8. Sage
9. Springer nature
10. emerald



VY ol |98 oyl wanilss dl | aiedi ga J 5 S’ o e Slllas | Y-

o35 05 55 ) p S¥ows Y Jg

dlzxo PG Yo 3w
Sustainability Y
Journal Of Business Research v
Industrial Marketing Management A\
Technological Forecasting & Social Change Yo
IEEE A
International journal of information management Al

Ll Slwls 328 4 8 Sl (Yo0)) Jlo s ldlas iyl op salanl
Sl syl 6,8 58w 5 Sl bl b el Slwle 3l 51 el
(S8 503 O oman Ld ga o sba gy Jelas o)l s 9 (Takagi, 2001) als
23 kS o0 Loy ooz Gla gt 5 Sl 51 L eSS o) S 5 e S
56 b wlasl 5 Cablse O gman Slal ol 5l 45 0ls0l s Jiagh ol
Jols 47 505 ol pen w1y et sla o 5 b o Slalwe Bsa lai L
O pmen o (eSS 5l 53 (6,56 Lt plojg el cdijle oo s |y (Slonti 3l
EE s Wl wll LS dds Sl b laloley alesl Lo
WLl 03 903 Juol Lo jlu (g ludiail 5 )3 (giads )
byl ys el @l 4 (YOOY) Jle 5o Jiass o solzul (O m
Klewitz et al. ) als , &Ko S o)l sewS 55 gusTs 5 @olul K5l zal
53515 ¢ S S 5 Jau e S8 S 55 (55575 Glasd b il L b (2012
Cola Slaslsen Gl Oldal 5 (o575 g And arng 1) Hme bl
33 S Sl SosS 5 buge GBS 8 oseta eSS 53 a5
@3lasl plal CoBge 5o 5 Ldaies Folalo 5o oy slagosle S5 ,5 s

‘5)\,\;“\;?}‘5)}-1'}34{&1?1.»: 6La)l§a\) A;JLEAJJGZLL:AAQ\;JLEJ 035 ! ...U)|.'\fj;;\5

1. Small And Medium Size Enterprises



O 5 (e ¢ Slaal dilay 5 ) S 5 gp Slashinil 3 36 s

S g Lys e Ol S BT She SoS sl ienS s
3,13 35 LLLIOT bl 3 Shes 5 55T 5 Gliails 4 olows 5 slalaln,
b olies b)), 5l K slarlailey g5l ¢ 8 S« (Borah et al., 2022)
2 e PSSl S S Gl senS Sledils 5 $H5S TS
54,815 5 (Handayani & Mahendrawathi, 2019) Jiows )57 4 laws
T 53 Shls 5 by S K OT dadigs B 5 el S o L
Joe 53 65875 » eSOl mul gliail s opl (Wang et al., 2020) dzs &S5 51 2l
S ((Majumdar & Bose, 2019) ol ,108 5T J8 5o (gtiai s 5,18 S
L bl o b Las o (slajliy ok o(Y00¥) Jle s slzwl y Oldlle 1 s
s ollaal 5 oM oS Cul lamlalo) bbb 5 dadga gla b S ¢SS
2 i mls 53 o g 03 28 Sldllas OT o 53 il HIEE 36 Ol Sl
GBS il ol Sl l s la| glawloy LB 5 diad s gla 58 5T
Sl 5 5 Ol hlge elaorl slaals S wge o 43,5 IS8 Sl
S s slamlale) el js e Sldlas 35 o) 5 8l il Q8 U8 5 e
McBride et ) coul 45 8y sn bl o goastd (0 A (5 jumn Solowr 5 5 8,
Calibes  lazxl Glagile) s s 53 (YVF) Jle s sy @l 2020
LB 3 gass (Wl slal GaSli 53 Slalas I uy &5 3505 0 Ol gie
WOl (55l 53 sk S Olgea T slamlale; laells ' wur
ool -(Kane et al., 2014) 5,57 oo ool b 6 15 Sl ) Sl ) (g2 5 6 o b
S S 55 3l il celel saale, slap il o bl adlas L oy
daloss 53 0T 51w 55 Slslp Oldlas Ldas o 6l slarlale, bas oS
Zhang et ) sl 4,5 S8 &S 5 b 5 i 5 Ogmen sloixl glasile, cbaSs
5 e b bl Cy e gLl (Y F) Jle s Ko szl 4l (al., 2020

1. Novel



VY ol |98 oyl wan3lss dlu | diedi 52 55 S’ o pate Slallas | YY

5 e L By e 5 B ool 3T (S8 5 olep saie | olea il
Lol s L iags Ly, . (Trainor et al., 2014) ol o3 505 andllas 1) 0T 5 Shes
ol @83 (Sysmo e 55 gladle 3 Kk 5 6 the (olam] Glagila,
S S s imgs Slosl addles 31 (Yadav & Igbal, 2022; Wang et al., 2021)
5 ails Y Olesdsn 5 bojsm b ook glwlyen sbial 5 SVl o 545

.C_,.w‘abj.! Olaass @j))}ﬁ)w CQVLE.AJ‘C}«&}A

TLIplaS assy 0555 )3 M 36 Slanasiie (4 Jlgm & ey
EETER URFIPRRC L VR ApE S (I 5T sl et ls v gl
g Bl ol e li Sl adlas ol 55 5l 5 S8 5T s Glelis s (gadae
Sl g i o |y Olslzal 4 SYle sliws &S STAl g S

Ly OT &Yl 53131 5,108 5T (F Jada) .ol ol oslizal (108 50 Lasls

NGIOW XA Sge-) PN
3131 e 508 5T b das e SV Y g
Eyope Yo
isls 4 esls 0NST s Chierici et al.2019
j&;sh)L{)ng):QUaL;)\:M);&aﬁgwl&bJﬂ?L’
Wang et al.,2016
L g
6o 5 oy 2315 5 41,575 5 Shas > el aly S hawi 25 | Benitez et al.2018
S5 T3 e 55155 2551 by Benitez et al.2020

5SS a8 snS s Slaxlaley cbagdtaily js Jueo 4 Oldlls -l s
s (wang et al.,, 2016) oL,5L 5 ¢, (g8l s il 5 Syl , 0T b
ol :ng».r— PRSI DRI o pde Slaosd  slalale osls0MNS j“.S;LT

1. H index
2. G index




Y] OLKen 5y e ¢ Slaiz) Wy 5 4 g0 o sp Slasiliail 3§ g0 s
.(Chierici et al.2019) > so5 o L2

€l 03 g9 ﬁ}f.:- r.,a\.u JL‘J JJ}JJCJBLZ..«:' Ju\xﬂ (o J|}w M'c«li
53 Slidiew sla,lS b Tl 0T 51 (S Slsliul | b OIS 5 LolSS s
Oy aallln 53" ety damn g5 1l VAQY Jlo 51 olezml I 5enS 3 (slasdiedl s
S yal (kindl 5 3580 53 sk 5 VY Jl 5o s § 5T Wus sladile ) Judow
Jlo 5 oS Slalllae 5 4y I dir 51 ey L plnil S5,y 0T 36
BE) CJKJW.S. Sl JU))SJJVQ\)&M)JJ{; QYG.ALCJ\:JU@:)) -\.5») JoYY

. . \d N . " . Pt o e .
s s leml g ia L LU o e s sleailaley 655K Sl ealizals ) g
el et Sglis sype 3 5,18 Tl a5 5 Yo, Ken 5 O
Lo BN Jle 55 oy 355 ) Slalllae Y2 Y o ;3 S0TLE s 8 s
cu)lf)g_mf 2 ‘59\».\'9-\4;\.«:) W}J La LUJ‘ BL wa )‘ ;)j’ 4&.& YoV
caalsl 53 ol w3 § S gk b LU, 5 6osTs 5 bbb Sllas skien
WJazus LUl s elaslile, gty 6,8 5w aw) 55 Sllas 28
B dgi}?\j..u\ oslainl g Sl ssgine YoX e Jlo js Jhows 51 mul 9 Jiows Joo
o8 5 Shas 5 6ol 6T e gllil Oolal 4 plaws il 55 elalal,
Slealala, sl Sl 6;,\54{ 03 Olslawl 31 (glazws ioman 5515 34
Jelos 5skian &Sy b 5 5 el GaSE Low O ren ()5 sS o
S S s el il o3ls diadga o 4 &5 b F Sl 5 Lns ¢ b
JAS 5 ol 5 ol Plus & 35 Sbslnal 51 5688 055 Llossal 5

Llas)s p elax| gladle ) )3 Ll ea

1. Historical graph
2. Rice, R.

3. Trainer et al.

4. Social CRM

5. Kane et al.

6. MIS quarter



VY ol |98 ojled] an3lss dl | i 52 55 S’ o pite Cllas | YE

T O Ee - 2\ ) . . . g b e .
d‘ﬁl{l—u(*ﬁ) L&va )}{b)ﬁ@dﬁd&&b)&j})bwﬂw
YPGB YNY Gladle b s 5l Copde 5 5l dadSs il poalie 87 ol
)K};..J SIS Y Vg Jl BERCIEEY Olaass JLA)J"J_ BEICC YEREY KNy E e
3 s G SldS 4 a5 .l sl 5yl Sladllas s s Shes 5 S5 S

el a2y (63b 5 Slsl YN Jlu ys 0sls NS

(G glaail) Ol LA s palie o 5 s 5 seb olspei ¥ S
P! S o

Jems 5595 .
Sl
Jias J g
ey gy @
Flel Al -
WS 5 o
0l N
3 s

Flerl S g

o 00

B S s

b sy

N yeS
s -
= 0l g

b S

Year

1. Thematic evolution



Yo | Oy 5y by ¢ Slaazl wilay 5 )8 S 5 gp Slashinil 3 36 et

1992-2016 2017-2018 2019-2020 2021-2023
!
innovation
smes
- smes smes
social media S
‘ sentiment analysis—,
B |5ociamedia dynarsocial jmedia es
:I lobalizat w
F ERgo0alizationg social mediaimarketing
jsmes A Crowasourcing -
- capa‘):lm'gs media
big data Fnetworkitcovid=191

— A e communicationt
dynamicicapabilitiedigital transformation
2 social media

capabilities ) body |
$ g f LM F .
social'networKs J digital marketing
media Jfacebook ! inndévation

i ital .
social capita medil

L] internet

big data analytics

e 5 LIS o s a0 VoY b Sl o 55K 5 dlams s LS
(ol Ssle an Olojen L;ﬁfc,l S Olg o ol odd LS Sl
vy LSJK..; Lyl a8 5 505 blizul Law g 5 ¢S 557 Gla,l5 50w 5 03050
S JS 3 Ll o b (G55 DL, 1 oalhe ol oS (5 sbar 3,13 355 p pgide
B Gk A S s i 3 oW W5 s sl gbale, 28
v glies Gy plarlile) ol g 4 bese 5 SeS b oS
el o Ll g 3 Shas 5 e pa L8 50w
Jeen 33 03300 o 5 bl e O o eSS 46k
OT o 1 Joolo a3yl s 5 oals 3ol &S50 Kbl coualie (5,8 IS
L s b, scnS (a5 ilwdiadls 5o slal Glaala, slaesls o sasa
Gliail 5 eanlin 51 Jlazms SLobb s sleasSls pseie YN8 Lo sl s Jl
03 S Al 5 S b sl Sl 0l o a8 § S oS S sla S snS
4 bl 5 a5 gL Sl e S O gmen S 5SS, s

o g Ly Qi‘ aslsl ..5)\: Q..L&ujl:;?r..s'.s 9 db.:’r.l.’ L;La)lf}wf Cow 4 C;f



VY ol |98 oyl wan3lss dl | aiedi g8 J 5 S’ o e Sl | Y8

Sl 0ds YY) (sladle 53 DLyl 4 e e 5 s Jioms d i p g (65 S

O JK)
(bb@a&cﬂ)d’.‘.’md\n} 6&0)_5:)3 r.:.h‘.d.a &M}bﬁﬂop

¢ O s IR NN
)Jgﬁw?\ﬁb)djas)gq_i B AJ‘JA_;Z..)).
ks O 5 oS e Sliie )2 o3l S
) ' ) ik .
ol Gl osls NS ales| oY Js5 b
Jb‘:"-‘l) JL”—_:;_»:
TV Yoy Yov)

oS fsp s hall ) Jrags o5 53 ealie (p Fegs (W dlse 4 muly
Sulplas (sl

5 AR o) OSS hol ealie gl Al gl tpealie ' galas 2 4 Jows
O g7t @Mul:.f lresls 3l eslazal s S5 L;Usui}) o7 6:.5\.5 b Sl
el lsme Al Sl )l sy S SldST 5 e (Y lae OE A
S B s Gl Ol GRean ol 03 s des e Sl ) e
LB N C\j;a.u\ ( Jg—f;') 53 SllS gslus - S s 6l LIS
B N N P N C A e R N T W PR P v
Gl 5 ¢ ls 5 (6,56 giail 5 (Dbl gkl 5 conls o (guliadl 55 ¢ slaz]
3 ol s aw ‘mﬁuﬁ REIEES) - S5y o.,\isjf slols oy 3T o
BE Sr:-“["‘ S glaws .uUJ:?LsOﬁ)b B) V.:.au.e s el &S 555 s sdalin df)}i
lasley 5 LS () G 5 S e gl il 4 Wl B0 5 IS ST
s o5Lat slazel 5 Jliams b3k ¢ e laz|

1. Co-occurence



W O 5 (e ¢ Slaal dilay 5 ) S B gp Slashinil § 36 s

(oo slaadly) sl [ eSS Saa slaghiail s s ‘..;Abu $slds, o~ SN
cloud cumpuﬁgegepgmmg data mining

lWIlll'%f . artificial intelligence
sentiment analysis

social networks q
machine learning

internet faogmk big !ata big data analytics

§ A
social net'.vdﬂYm onling )
g ) 9 data analytics
social media analytics

igital ma rﬂm
information technology

communication
[ ] m marketing ca;'ities
soclal media s
e.pren eural orientation
co-creation ﬁ, mes enfrepreneurship
absorplive capagity performance — internationalization
social capital . CO fitive advantage

knowledge management g pe
knowledge sharing

trust

r

ormance . jnnovation

resource-based vi sustainability opep innovation

dynamic capabilities process innovation

Sl &5 s,0s o5l (s Jhams oLyl b elaslabag peie 4B ol 3
St 4 olaes 5 obslb Colaal s elast gbawley VU sls il oS s
@it opl S 50 slalile) psghe Sl Jlaus bl 51 e i
v gie 5 So S Gl senS Dpper s 5 b ple b 65 bL)
pealie Sl lad g el 03505 513 DBy el fudod @3l3ONS (5,57
s Ses p slaml cladle) dbsn fdso I ol clagdidls ST Ll
38 5 o g S 5 b 5 Sa S Gl s o g L8 oS
4 pealie 51 K05 ab s 35l DL 1 550k 5 (265 oo ol 3 Shes sle
Opad (8 5mn b sp GUESSS w3l o Calibus (LSS 5 o (gibiel 5
o Ll 03l50MST o 5 5 esls (aes (5,8 5L (uluol o (ile 6,850
5SS edzesls ol ow gla gy ple 51 58,5 8 alesl dou )l
Fag larl Kb ols Jow 53 o34 Aedaa Jow WSS g 5 ) s



VY ol |98 oyl wan3lss dl | diedi g8 H 5 S’ o nabe Slallas | YA

s 28 3 5 L Slalae 5 62t Suld (g by Slalllae 5 oS ol
S 5 DLl siadl s b Lo e 7 558 g0 salie 5 5SS S 55 )0
Sy pide 5 SANbI (I8 S| 23l 51 ol il 5 (5,88 laale e sl (55l
o] Gl O oman Lol (Sla g5l drm 5 ol olezn| Sladilu, 3 5l

el IS 5T (g laSCs g Ml (g5l s 0L e b Olesle Lol 3G L

S S domt 5 Loy
38 Bsm oy e 3 03ls | ke oo S IS 5 Sl e s
3 Ay Sl a7 03 505 @l 3 001> adipa o 53 5 5 53 S5 Slez]
Ly b lwlyen & Sl OT I (S ragn mls ol OT glagdials o5 )s
Go3mo Ly ¢ plazrlala o 5 ) semS i o) 55 ol Kes > Slalllas
> ggie (Floirlaluy Jlod Cojoee L B 5SS s Gy 5o Slallas
5 b sewS s slamlabey 3,8 528 L Sldlas slaw il 5 Sl
S 59 e sy 5 cOlles o gslaal il Bl s o3OS Slallas
Ghedls Olgea plaxlale, 4 ary elaxl SLHDL L Ledsn gla Lo
23Sl o3 olal (g xia b bl s SIS senS liadsa skt oS5 5]l
03 Oleis 5 OV Aoy Gl Sl ade Ol gieas slalalo) & a5 5,0
hain Slllae Ll 48T LB senS EKH ekl 5 sl
s Glesls Lo ) oua(s i (gt g8 Cao 0 (i sla g ) S8 S
sl 03 305 &S s elail obolL 5 S s el sl SUST 3 (g 2k
S 4 Sl Ly Slegbge > oeh (Shslaal (o)l 3IS 5o
il (il 5 O genS Aadgn o 05557 5 plor| LLoL (pler il
5 dlsus Sboll ity (i b (el ( pluo| dow ¢ el laila
G 4 by 0nS Caale i 1l Ol Sl @ 8 IS 038 Jaws

Wby 5IE 53 Dlegbge i e 3,505 G55 e 53 Jams Glay8 s



Ya | O, 5 (e ¢ Slaazl dilay 5 )8 S 5 gp Slashinil 3 36 s

FreS 5 il slagle) sl iy b Slallas (5,8 75 8 el 0T SbLes
85 ) 15 Ll B, 5 o8 Gl S 3 sl ol 6,58
o datign gla g, 5 eleaxl (lawilay 5,8 58 5 5 sgb 45 5 5a5 blizul
5 035ad Skl S8 s S s Olalles Wy, 53 Sk (elamlaley ol
A IS b ool (Kop Jeas Sy senS 5 ealsiMS Dlepise b
Ll Jime s J g jae 53 )8 gemS B pa L LS

5SS Gl S e ol ol b I 8> \‘-%5 23¢b L)
Siletiadl 5 53 e lailuy Coenl Sole 4 b sty 5 lor| S o g2
el o O gman ola 5 b e 31> g 5 S S (a8 snS
Yo dle s Jlsws byl s ob 4l YOIV e s o30S 5 elazr! arle
ANy &5 o Sb 510l Yoy Jl s Jeaes Jps 5 Dbl
Ols oo Olg il Osmer bgdidls ple » slarlol, glgtnily
2l Jlaws il s 5 2Lk

SOl Guiail s ealis (g3l oa Sl s odd plulis glaad = BRIy
LY BRT-NtON{ PV ERP-NUON{ PGl W | DR LN P e EO WE =N LON{ g PE2
(Floazrlale, Mo (s S 5enS” Ban (Gole 4 s il @ glmes )
|y ez lailoy Jdos 5 485 50wnS Jisn 6;,K4{¢4>Lw}uém\j:oujra
L o 5 S e 63 aly laate 55 J S iaa lasials e S 50
b3 03505 Gl olazrlail) 53 5luad 5 Sl S ¢ aboljl sl 5 b
3 e ¢ olazrlail; 031300 o 5l (oo 5an isn slap S (5,8 5 e
55 Sl g el 55 ol 5 1K ea s 10k e ol s o 3 5 1y oK
& e ot A3 5168 3505 SGuSS LS s elelailay 5 5 S isn o)

Sah e O 5l 513 s 5 g3y o) 35 » lagdinily 1 il oty

1. Thematic evolution



VY ol |98 oyl wanilss dlu | aiedi ga J 5 S’ o e Olllas | ¥

2 gl s w Flal S senS iaa Sl e, o)l
U e 5L bolejle ol Jizus Jow e 53 Wy gaaj¥ a5 odd s oLl
Joos Sl ol slaggial 1 (oS5 sl b csis el Gl dald 5o o,
5 aS b, aadl Gl slakane 5 eSSl G ) gbal; dadss
Torres et al., 2018; Bozi¢ & ) Llos i oylil oKy 5 Slae  elarlaila,
B )K)sf.«s J}a "y .U)‘J@ Q\j.& Sladlas U’.'.‘ )‘ LSJL:W.! .(DimOVSki, 2019b
AU 5 (VF) eizsn 5 Olule) Sl S50 26, Cuje s Olojlo 5 Slas 4 olaws
C)\u\.iu\.gﬁ 9 Cﬂ\éje 9 di..«.i) S‘Luu 9 J}.pr.a w}: ak_gJ)Ty' ‘u‘fl:’.)b.l’. BE &\}“‘3
Syl s
e (Olslaal o v.:.aLé.a Ly o 51015 o (Sladosd Sole g 50 Sl )
slaws 53 0T Gbgtaily 5 sl 8 scwsS S LUl Opmen gl
5 el o 5 Soakd IS el (K51l slas S5 esusTob ¢ (Sl
slgtin Olgea 5 ges blawl 1) 2 pde 5 SOl gl oy 5o jzhe Sladlas
s dbews Jpo o slarlala, dadga Jdog 5,58 4 015 g0 0T Sladllas (6
oo 5 S enS Pan a4 Rl L 5 e iie S (Jlaws SLoIL
Sl chale, j3 Sblls ST b 5 s S sl slalaleg
OT (ko DI,5T 03 2oy a0 5L 5 Wles sad a5 0T St S ST 4 I8 S
Cxs D QB))CAfﬁ}A st:tfb}&@ JM \AJ\S}J@J}&@ uﬁllm?‘ﬁ
9 03 ga0 C,f_/.}- jl&‘mb)‘}:br}6@\}3'[:&?)[{3;*.56@)‘@#44‘0
wals B syl &K 51 pal il Olgea | plal S sewsS Sea gl

Al

8’\:.0 oo

L @l



A OLa 5 Gy e ¢ Slaaxl diley 9 S i ga sl § 36 e

ol Sl
JA.G@&}ﬁ@ﬂ}kj\é}@@ib%&Ur)«w‘;{béu.‘/gb)’\
AT
ORCID
Maryam Mirsharif https://orcid.org/0000-0002-2725-7338
Akbar Alemtabriz https://orcid.org/0000-0002-1466-6327

Alireza Motameni https://orcid.org/0000-0002-8680-6683


https://orcid.org/0000-0002-2725-7338
https://orcid.org/0000-0002-1466-6327
https://orcid.org/0000-0002-8680-6683
https://orcid.org/0000-0002-2725-7338
https://orcid.org/0000-0002-1466-6327
https://orcid.org/0000-0002-8680-6683

VY ol |98 ojled] wan3lss dl | diedi 58 575 S’ o pate Slallas | ¥Y

&b

23 S senS L Glagt B (VP b codiidu (B e s Olale )
Voo diad g Sl eS il Silalles ot 5 sy 0kl 5 Shas 5 g
doi: 10.22054/IMS.2021.56437.1845 f-¥Y «(f+)

Ol Sl Slalaa Julows L(VF2 ) el ¢ ool ccata ) g5 clin s T oo ¢ gies .Y
Copde Dl Gooe 6,550 3800, b Ol GOy @l salssk s
d0i:10.22054/IMS.2022.63437.2051 «otai 48 515 5w

References

3. Alzghoul, A., Khaddam, A. A., Abousweilem, F., Irtaimeh, H. J., &
Alshaar, Q. (2022). How business intelligence capability impacts
decision-making speed, comprehensiveness, and firm performance.
Information Development, 02666669221108438 https://doi.org/10.117
7/0266666 9221108438

4. Arunachalam, D., Kumar, N., & Kawalek, J. P. (2018). Understanding
big data analytics capabilities in supply chain management:
Unravelling the issues, challenges and implications for practice.
Transportation Research Part E: Logistics and Transportation Review,
114, 416-436. https://doi.org/10.1016/j.tre.2017.04.001

5. Benitez, J., Castillo, A., Llorens, J., & Braojos, J. (2018). IT-enabled
knowledge ambidexterity and innovation performance in small US
firms: The moderator role of social media capability. Information &
Management, 55(1),131-143. https://doi.org/10.1016/j.im.2017.09.004

6. Benitez, G. B., Ayala, N. F., & Frank, A. G. (2020). Industry 4.0
innovation ecosystems: An evolutionary perspective on value
cocreation. International Journal of Production Economics, 228, 1077
35.https://doi.org/10.1016/j.ijpe.2020.107735

7. Borah, P. S., Igbal, S., & Akhtar, S. (2022). Linking social media usage
and SME's sustainable performance: The role of digital leadership and
innovation capabilities. Technology in Society, 68, 101900.
https://doi.org/10.1016/j.techsoc.2022.101900.

8. Bozi¢, K., & Dimovski, V. (2019a). Business intelligence and analytics
for value creation: The role of absorptive capacity. International
journal of information management, 46, 93-103. https://doi.org/10.101
6 /j.ijinfomgt.2018.11.020.

9. Bozi¢, K., & Dimovski, V. (2019b). Business intelligence and analytics
use, innovation ambidexterity, and firm performance: A dynamic
capabilities perspective. The Journal of Strategic Information


https://doi.org/10.1177/0266666
https://doi.org/10.1177/0266666
https://doi.org/10.1016/j.im.2017.09.004
https://doi.org/10.1016/j.ijpe.2020.107735
https://doi.org/10.1016/j.ijpe.2020.107735

] 0K 5 Gy e ¢ Slaizl Wy 5 ) seS i b Sl 5 326 et

Systems, 28 (4), 101578. https://doi.org/10.1016/j.jsis.2019.101578.

10.Chen, Y., & Lin, Z. (2021). Business intelligence capabilities and firm
performance: A study in China. International journal of information
management, 57, 102232. https://doi.org/10.1016/j.ijinfomgt.2020. 10
2232.

11.Chierici R., Mazzucchelli, A., Garcia-Perez A. and D. Vrontis (2019)
Transforming big data into knowledge: the role of knowledge
management practice, Management Decision 2019 Vol. 57 Issue 8,
pages 1902-1922. https://doi.org/10.1108/MD-07-2018-0834.

12.Choi, J., Yoon, J., Chung, J., Coh, B. -Y., & Lee, J. -M. (2020). Social
media analytics and business intelligence research: A systematic
review. Information Processing & Management, 57 (6), 102279.
https://doi.org/ 10.1016/j.ipm.2020.102279

13.DeLone, W. H., & McLean, E. R. (2003). The DeLone and McLean
model of information systems success: a ten-year update. Journal of
management information systems, 19 (4), 9-30. https://doi.org/10 .108
0/07421222.2003.11045748.

14.Eggert, M., & Alberts, J. (2020). Frontiers of business intelligence and
analytics 3. 0: a taxonomy-based literature review and research
agenda. Business Research, 13 (2), 685-739. https://doi.org/10.1007/
s40685-020-00108-y.

15.Elhoseny, M., Kabir Hassan, M., & Kumar Singh, A. (2020). Special
issue on cognitive big data analytics for business intelligence
applications: Towards performance improvement. https://doi.org/10.1
016/j. ijinfomgt.2019.08.004.

16.Ghofrani, F., He, Q., Goverde, R. M., & Liu, X. (2018). Recent
applications of big data analytics in railway transportation systems: A
survey. Transportation Research Part C: Emerging Technologies, 90, 2
26-246. https://doi.org/10.1016/j.trc.2018.03.010.

17.Gioti, H., Ponis, S. T., & Panayiotou, N. (2018). Social business
intelligence: Review and research directions. Journal of Intelligence
Studies in Business, 8 (2). https://doi.org/10.37380/jisib.v8i2.320.

18.Hameed, 1., Hag, M. A., Khan, N., & Zainab, B. (2022). Social media
usage and academic performance from a cognitive loading
perspective. On the Horizon. https://doi.org/10.1108/0TH-04-2021-00
54.

19.Handayani, S. F., & Mahendrawathi, E. (2019). Antecedent and business
process management non-technical capabilities in social media
implementation for micro, small and medium enterprises: A
conceptual model. Procedia computer science, 161, 1114-1121.
https://doi.org/10.1016/j.procs.2019.11.223.

20.Hassani, A., & Mosconi, E. (2022). Social media analytics, competitive



VY ol |98 ojled] an3lss dl | i 52 55 S’ o pite Cllas | ¥E

intelligence, and dynamic capabilities in manufacturing SMEs.
Technological Forecasting and Social Change, 175, 121416.
https://doi.org/10.1016/j.techfore.2021.121416.

21.Isik, O., Jones, M. C., & Sidorova, A. (2013). Business intelligence
success: The roles of BI capabilities and decision environments.
Information & Management, 50 (1), 13-23. https://doi.org/10.1016
/j.im.2012.12.001.

22.Kane, G. C., Alavi, M., Labianca, G., & Borgatti, S. P. (2014). What’s
different about social media networks? A framework and research
agenda. MIS quarterly, 38(1), 275-304. DOI:10.25300/M1SQ/2014/38
1.13

23.Kargaran, S., Pour, M. J., & Moeini, H. (2017). Successful customer
knowledge management implementation through social media
capabilities. VINE Journal of Information and Knowledge
Management Systems. https://doi.org/10.1108/VJIKMS-11-2016-0066

24.Karim, A., Khan, N., & Khan, G. F. (2016). A Social Media Analytics
Capabilitiy Framework For Firm’s Competitive Advantage.

25.Klewitz, J., Zeyen, A., & Hansen, E. G. (2012). Intermediaries driving
eco- innovation in SMEs: a qualitative investigation. European
Journal of Innovation Management, 15(4), 442-467. https://doi.org/10
.1108/14601061211272376

26.Lanza-Cruz, I., Berlanga, R., & Aramburu, M. J. (2018). Modeling
Analytical Streams for Social Business Intelligence. Paper presented
at the Informatics. https://doi.org/10.3390/informatics5030033.

27.Liang, T. -P., & Liu, Y. -H. (2018). Research landscape of business
intelligence and big data analytics: A bibliometrics study. Expert
Systems with Applications, 111, 2-10. https://doi.org/10.1016/j.eswa.2
018.05.018.

28.Liu, R., Gupta, S., & Patel, P. (2021). The application of the principles of
responsible Al on social media marketing for digital health.
Information Systems Frontiers, 1-25. https://doi.org/10.1007/s10796-0
21-10191-z.

29.Majumdar, A., & Bose, 1. (2019). Do tweets create value? A multi-period
analysis of Twitter use and content of tweets for manufacturing firms.
International Journal of Production Economics, 216, 1-11.
https://doi.org/10.1016/j.ijpe.2019.04.008.

30.Marchand, A., Hennig-Thurau, T., & Flemming, J. (2021). Social media
resources and capabilities as strategic determinants of social media
performance. International Journal of Research in Marketing, 38 (3),
549-571. https://doi.org/10.1016/j.ijresmar.2020.09.011.

31.McBride, M., Carter, L., & Phillips, B. (2020). Integrating the theory of
planned behavior and behavioral attitudes to explore texting among


https://doi.org/10.1016/j.im.2012.12.001
https://doi.org/10.1016/j.im.2012.12.001
http://dx.doi.org/10.25300/MISQ/2014/38.1.13
http://dx.doi.org/10.25300/MISQ/2014/38.1.13
https://doi.org/10.1108/14601061211272376
https://doi.org/10.1108/14601061211272376

o | O1,Ken 5 Gy e ¢ Slaizl Wl y 5 ) geS 3 sp Sl 5 326 et

young drivers in the US. International journal of information
management, 50, 365-374. https://doi.org/10.1016/j.ijinfomgt.2019.09
.003.

32.Mention, A. -L., Barlatier, P. -J., & Josserand, E. (2019). Using social
media to leverage and develop dynamic capabilities for innovation.
Technological Forecasting and Social Change, 144, 242-250.
https://doi.org/10.1016/j.techfore.2019.03.003.

33.Mikalef, P., Krogstie, J., Pappas, I. O., & Pavlou, P. (2020). Exploring
the relationship between big data analytics capability and competitive
performance: The mediating roles of dynamic and operational
capabilities. Information & Management, 57 (2), 103169.
https://doi.org/10.1016/j.im.2019.05.004.

34.Moravej, S., Hassanzadeh, A., Elahi, S., & Sohrabi, B. (2022).
Assessment of the Status of Maturity Models Presented in the Field of
Intelligence and Business Analysis: A Systematic Review of Research
Literature. New Marketing Research Journal, 11 (4), 85-106.
doi.org/10.22108/nmrj.2021.127136.2366.

35.Moreno, V., Cavazotte, F., & de Souza Carvalho, W. (2020). Business
intelligence and analytics as a driver of dynamic and operational
capabilities in times of intense macroeconomic turbulence. The
Journal of High Technology Management Research, 31 (2), 100389.
https://doi.org/10.1016/j.hitech.2020.100389.

36.Negro, A. R., & Mesia, R. (2020). The Business Intelligence and Its
Influence on Decision Making. Journal of Applied Business &
Economics, 22 (2).

37.0lszak, C. M., & Zurada, J. (2020). Big data in capturing business value.
Information systems management, 37 (3), 240-254. https://doi.org/10
.1080/10580530.2020.1696551.

38.Pourkhani, A., Abdipour, K., Baher, B., & Moslehpour, M. (2019). The
impact of social media in business growth and performance: A
scientometrics analysis. International Journal of Data and Network
Science, 3 (3), 223-244. http://dx.doi.org/10.5267/j.ijdns.2019.2.003.

39.Rice, R. E. (1992). Task analyzability, use of new media, and

effectiveness: A multi-site exploration of media
richness. Organization science, 3(4), 475-500. https://doi.org/10.1287
lorsc.3.4.475.

40.Ramakrishnan, T., Khuntia, J., Kathuria, A., & Saldanha, T. (2016).
Business intelligence capabilities and effectiveness: An integrative
model. Paper presented at the 2016 49th Hawaii International
Conference on System Sciences (HICSS). https://doi.org/10.1109
/HICSS.2016.623.

41.Ramakrishnan, T., Khuntia, J., Kathuria, A., & Saldanha, T. J. (2018).


http://dx.doi.org/10.5267/j.ijdns.2019.2.003
https://doi.org/10.1287/orsc.3.4.475
https://doi.org/10.1287/orsc.3.4.475

VY ol |98 oyl wan3lss dlu | diedi g8 J 5 S’ o e Clllas | Y5

Business intelligence capabilities. Analytics and Data Science (pp. 15-
27): Springer. doi 10.1007/978-3-319-58097-5_3.

42.Schieder, C., & Gluchowski, P. (2011). Towards a consolidated research
model for understanding business intelligence success.

43.Sestino, A., & De Mauro, A. (2022). Leveraging artificial intelligence in
business: Implications, applications and methods. Technology
Analysis & Strategic Management, 34 (1), 16-29.

44.Shamim, S., Zeng, J., Sharig, S. M., & Khan, Z. (2019). Role of big data
management in enhancing big data decision-making capability and
quality among Chinese firms: A dynamic capabilities view.
Information & Management, 56(6),103135. doi.org/10.1016/j.im.2018
.12.003

45.Takagi, H. "Interactive evolutionary computation: fusion of the
capabilities of EC optimization and human evaluation,"
in Proceedings of the IEEE, vol. 89, no. 9, pp. 1275-1296, Sept. 2001,
doi: 10.1109/5.949485.

46.Torres, R., Sidorova, A., & Jones, M. C. (2018). Enabling firm
performance through business intelligence and analytics: A dynamic
capabilities perspective. Information & Management, 55 (7), 822-839.
doi.org/10.1016/j.im.2018.03.010

47.Trainor, K. J., Andzulis, J. M., Rapp, A., & Agnihotri, R. (2014). Social
media technology usage and customer relationship performance: A
capabilities-based examination of social CRM. Journal of business
research, 67(6), 1201-1208. doi.org/10.1016/j.jbusres.2013.05.002

48.Tunowski, R. (2020). Sustainability of commercial banks supported by
business intelligence system. Sustainability, 12 (11), 4754.
https://doi.org/10.3390/su12114754

49.Wang, W. Y., Pauleen, D. J., & Zhang, T. (2016). How social media
applications affect B2B communication and improve business
performance in SMEs. Industrial Marketing Management, 54, 4-14.
https://doi.org/10.1016/j.indmarman.2015.12.004

50.Wang, Y., Deng, Q., Rod, M., & Ji, S. (2021). A thematic exploration of
social media analytics in marketing research and an agenda for future
inquiry. Journal of Strategic Marketing, 29 (6), 471-491.
https://doi.org/10.1080/0965254X.2020.1755351

51.Wang, Y., Rod, M., Deng, Q., & Ji, S. (2020). Exploiting business
networks in the age of social media: the use and integration of social
media analytics in B2B marketing. Journal of Business & Industrial
Marketing. https://doi.org/10.1108/JBIM-05-2019-0173

52.Wieneke, A., & Lehrer, C. (2016). Generating and exploiting customer
insights from social media data. Electronic Markets, 26 (3), 245-268.
doi.org/10.1007/s12525-016-0226-1


https://doi.org/10.1016/j.im.2018.12.003
https://doi.org/10.1016/j.im.2018.12.003
https://doi.org/10.1016/j.im.2018.03.010
https://doi.org/10.1016/j.jbusres.2013.05.002

Y OLa 5 Gy e s Slaal diley 9 4 S i ga slasiil § 30 as

53.Xu, Y., Li, X., bin Mustakim, F., Alotaibi, F. M., & Abdullah, N. N. (202
2). Investigating the business intelligence capabilities and network
learning effect on the data mining for start-up's function. Information
Processing & Management, 59 (5), 103055. https://doi.org/10.1016
/j.ipm.2022.103055

54.Yadav, A., & Igbal, B. A. (2022). Social Media Analytics in Digital
Marketing. In Innovations and Social Media Analytics in a Digital
Society (pp. 153-169): CRC Press. DOI: 10.1201/9781003189848

55.Yang, M., Sulaiman, R., Yin, Y., Mallamaci, V., & Alrabaiah, H. (2022).
The effect of business intelligence, organizational learning and
innovation on the financial performance of innovative companies
located in Science Park. Information Processing & Management, 59
(2), 102852. https://doi.org/10.1016/j.ipm.2021.102852

56.Ye, Y., Yu, Q., Zheng, Y., & Zheng, Y. (2022). Investigating the effect
of social media application on firm capabilities and performance: The
perspective of dynamic capability view. Journal of Business Research,
139, 510-519. doi.org/10.1016/j.jbusres.2021.10.008

57.Yeoh, W., Koronios, A., & Gao, J. (2006). Critical success factors for the
implementation of business intelligence system in engineering asset
management organisations. In Engineering Asset Management (pp. 34
4-351): Springer.

58.Zhang, F., & Zhu, L. (2022). Promoting business model innovation
through social media strategic capability: A moderated mediation
model. European Management Journal, 40 (1), 56-66. doi.org/10.101
6/j.emj.2021.02.003

59.Zhang, J. Z., Srivastava, P. R., Sharma, D., & Eachempati, P. (2021). Big
data analytics and machine learning: A retrospective overview and
bibliometric analysis. Expert Systems with Applications, 184, 115561.
https://doi.org/10.1016/j.eswa.2021.115561

60.Zhang, S., Gosselt, J. F., & de Jong, M. D. (2020). How large information
technology companies use Twitter: Arrangement of corporate
accounts and characteristics of tweets. Journal of business and
technical communication, 34 (4), 364-392. doi.org/10.1177/10506519
20932191

61.Zupic, 1., & Cater, T. (2015). Bibliometric methods in management and
organization. Organizational research methods, 18 (3), 429-472.
https://doi.org/10.1177/1094428114562629.

References [In Persian]

1. Khadivar, A., Mohseni, S., Abbasi, F. (2022). Sentiment Analysis of Trip
Advisor Comments for Iranian Restaurants With a Deep Learning
Approach, Journal of Business Intelligence Management Studies, 10


https://doi.org/10.1177/1094428114562629

VY ol |98 oyl wan3lss dl | diadi 58 H 5 S’ o pobe Slallas | ¥A

(40), 17-41, 08-88 d0i:10.22054/IMS.2022.63437.2051, [In Persian].

2. Sasan, M., & Bakhshandeh, G. (2022). The Role of Business Intelligent
Systems in Improving Organizational Performance: A Meta-Analytic,
Journal of Business Intelligence Management Studies, 10 (40), 1-15,
doi: 10.22054/1MS.2021.56437.1845, [In Persian].

J}>J o) (YFeY) Lﬁ,:h‘« (oS 30 4.,:5‘ 3 VJLO G 0w ;;,uiffaj:a | -7 o.l' 4.2 Sl
DOI: 10.22054/IMS.2023.71110.2256

Journal of Business Intelligence Management Studies is licensed
under a Creative Commons Attribution-NonCommercial 4.0 International License..



