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 This paper presents the report of a social media analytics (SMA) review. The review conducted to find out the 
methods and tools used in social media analytics, types of social media platforms which the SMA are performed 
and the field which SMA has been performed. Social media contains a lot of user uploaded data in different 
formats like text, images, photos, video etc. These large volumes of data are converted in meaningful information 
which can be understood using different methods and tools which are called social media analytics. A literature 
review of articles published between 2010-2020 has been conducted using articles obtained from reputable 
databases IEEE Xplore, ACM digital, Emerald insight, Springer Link and Science direct. A number of 44 articles 
have been selected for review from 110 retrieved papers. The paper has been reviewed according to the study 
objectives. The study found that SMA tools and techniques which have been used are sentiment analysis, youtube 
analytics, visible intelligence, IBM Watson tool and predictive models. The social media platforms which were 
mostly used are twitter, facebook, youtube, trip advisor and blogs. SMA has been observed in different fields like 
agriculture, politics, health, social and business sector. 

Keywords: social media, social media analysis, sentiment analysis 
 

INTRODUCTION 

Social media are web-based services which allows users to 
post through a profile as well as allows connections to other 
profiles. The increasing use of social media creates web online 
communities which enable people to be connected, allow 
communication and collaboration with each other (Das, 2015). 
Social media has been used as a communication tool in 
business, politics and other fields. (Stieglitz et al., 2014). There 
is an increase in the number of people who are using social 
media, the number of social media users was expected to be 
2.77 billion in 2019 (Drus, 2019). These users of social media 
create a big amount of data structured and unstructured 
through different social media platforms. As there is a large 
amount of social media generated data. Organization needs 
automated tools to extract social media data and perform 
sentiment analysis to this huge amount of data so that to gain 
knowledge and insights (He et al., 2017).  

Zeng et al. (2010), defined social media analytics as, “social 
media analytics is concerned with developing and evaluating 
informatics tools and frameworks to collect, monitor, analyze, 
summarize, and visualize social media data, usually driven by 
specific requirements from a target application.” Stieglitz et al. 
(2014), pinpoint that “In a business setting, SMA might be 
considered a subset of business intelligence (BI) that is 
concerned with methodologies, processes, architectures, and 

technologies that transform raw data from social media into 
meaningful and useful information for business purposes.” 
Social media analytics can be conducted in different fields of 
study, Social media analytics can be used in various fields to 
get insight from social media platforms; it can be used in 
business (Xiang et al., 2016), agriculture (Saravanan and 
Perepu, 2019), politics (Stieglitz and Dang-Xuan, 2012), 
disaster management (Khaleq and Ra, 2018) and other fields. 
It is conducted to assist in analyzing and understand Social 
media data which are obtained as structured as well as 
unstructured big data using different techniques such as web 
crawling computational of linguistics data, machine learning 
models and different statistics methods to analyze and get 
insight such as finding trending topics, finding sentiments 
opinions or on geographical information. (Xiang et al., 2017). 
The famous applications of SMA are on business activities, 
politics, and disaster management, journalism as well as in 
sports activities.  

Scholars have conducted several researches about social 
media analytics in various fields. This paper targeted to 
conduct review of various articles which explains social media 
analytics in various fields. With the intention to determine the 
methods used, which platform have been used and the area 
which the social media analytics has been performed or 
explained.  
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Study Methodology 

The study conducted the review process based on the six 
stages of Palmatier et al. (2018) methods. The stages include, 
identifying the research objectives and defining research 
questions. Defining criteria of inclusion and exclusion of the 
articles, sampling the study articles which involve 
identification of the relevant studies to be selected for the 
review process, retrieving the relevant articles which have 
been identified and check if the retrieved article meets the 
selection criteria, Synthesizing the relevant information from 
the retrieved articles and lastly reporting the obtained results 
of the articles reviews have been performed. 

Selecting Articles for Review 

The study uses 44 papers/articles selected from those 
which passed the inclusion criteria and meets the study 
objectives. The study selected articles which were published 
from 2010-2019. The articles were obtained from four 
reputable databases IEEE Xplore, ACM digital, Emerald 
insight, Springer link and Science Direct. The search keyword 
was “social media”, “social media analytics” and “social media 
insight”. 110 Articles have been retrieved and then screened; 
the screening involves reading the full paper to check if they 
meet the objectives of the study. After screening the selected 
articles were distributed as follows, 9 articles selected from 
IEEE Xplore, 8 articles from Emerald insight 1 from science 
Direct, 13 from ACM digital library and 12 articles from 
springer link. The selected articles were analyzed and the 
found data were extracted and presented below. The articles 
were selected based on the study objectives which were, to 
determine the field where SMA has been conducted, to 
determine the Social media platform(s) which SMA has been 
performed and the technology, tool and techniques which have 
been performed to find the insight on social media contents. 

Summary of Reviewed Articles 

From the reviewed articles, the applications of social media 
analytics have been seen in different applications these 
includes industrial sector, sports and games, local 
governments services, tourism and hospitality services, 
politics, social issues, disaster management, community 
development issues, commerce and business applications, 
fashion industry, agricultural activities, online media, medical 
and health related services as well as supplier chain services. 
The summary of the reviewed articles is shown below.  

Su and Chen in their study “Social media analytics based 
product improvement framework” in 2016 obtained in IEEE 
database. The study explores the uses of twitter data analysis 
to demonstrate how companies can use social media data to 
get insight and improve their products. The study uses 
sentiment analysis techniques to get insight of those twitter 
comments.  

Another study shows the applications of social media 
analytics in sports was conducted by Vorvoreanu et al. (2013). 
The study aims to use social media analytics to identify issues 
and specific topics in real time to enable marketers to adapt 
and improve sports events campaigns. The study applied 
sentiments analysis to get insight on the comments and 
contents in twitter, facebook and blogs social media platforms. 
Bukhari et al. (2012) explores the usage of SMA in local 
government services, the study generates social media insight 
from the public regarding the Indianapolis services like 
hospitality and accommodation within the city during the 
super Bowl XLVI sports events. Radian6 and Visible 
intelligence SMA tools were used to gather data from the social 
media platforms facebook, twitter and blogs and get the 
insight about managing these sports events and the 
information about hospitality and accommodation services.  

Chang et al. (2017), and Xiang et al. (2016) shows the 
applications and usage of social media analytics in the tourism 

 
Figure 1. Review stages 
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and hospitality sector. Chang et al. (2017) proposed the 
framework on conducting the sentiment analysis using the 
hotel reviews from the trip advisor. The social media analytics 
technique used was sentiment analysis and visual analytics 
from the comments posted in trip advisor. Xiang et al. (2016) 
performed social media analytics to find market intelligence 
for the hotel. Sentiment analysis technique was applied to find 
insight of the market intelligence from the twitter comments. 
Park et al. (2016) applied the social media analytics to examine 
thoughts and emotions of Asian restaurant customers by 
conducting sentiment analysis on twitter comments. He et al. 
(2017) introduced the study which analyzing the customers 
review to various hotel which was used as a study case by doing 
sentiment analysis in trip advisor. Navarro and Rodriguez 
(2019) show the application of SMA in tourism sector the study 
collected data from facebook and Instagram which provide 
insight about budget accommodation in tourism regions. The 
data were analyzed by inbuilt tools for analysis from facebook 
and Instagram. The study explains well how social media data 
can help tourist to find budgeted accommodation. Von Hoffen 
et al. (2019) uses sentiment analysis to review the tweets about 
the services provided by online marketplace for 
accommodation known as Airbnb. The study introduces the 
software as their tool kit to perform the sentiment analysis on 
the reviews and tweets. The software provides negative and 
positive sentiments which provide the insight on how 
customers perceived the services offered by Airbnb.  

Some studies also show how social media analytics can be 
applied in politics, Stieglitz (2012) proposed the framework for 
analyzing politics topics in twitter social media platform. The 
SMA techniques which were applied are trend analysis and 
sentiments analysis to find the meanings of those twitter 
comments. Udanor et al. (2016) uses social media data from 
tweets regarding Nigeria election of 2015 to gain insight on 
how social media data can make impact on the political 
administration in developing countries. The results 
demonstrate how social media analytics has influence and 
major contributions on predicting different trends which 
influence economy of developing countries. However, the 
study uses SNA alone which didn’t strong conclude on the 
predictions of the outcomes of political events. Another 
current study Santander et al. (2020) uses social media data 
from twitter to predict the Chile president’s election of 2017. 
The study uses different models to predict the election 
including decision tree, random forest, Adaboost and linear 
support vector machine. The results of the models were 
compared to the original results; the predicted results of the 
models were almost the same to the original results. 

Social media analytics also can be used to get insight of the 
community and social issues from the social media comments 
and posts. Dias et al. (2018) uses the social media analytics 
techniques to classify racism words from Sinhala language for 
the facebook comments and posts. The study uses text 
analytics models and machine learning techniques to find 
racism words. Jang and Myaeng (2016) conducted a study by 
collecting tweets from different regions and clustering the 
regions based on their topics of interest from the tweets 
collected. The study uses graph representation and clustering 
techniques was Markov chains. Another social issue 
application of SMA was road safety as it was studied by Jain et 

al. (2015) they developed the system which provides real time 
updates of traffic trends using social media analytics 
performed in facebook and twitter. Machine learning models 
and trend analysis tools were used. Weiler (2013) developed 
the method for identifying events using social media data. The 
event detection tool was made by analyzing social media data 
from twitter and Flickr. Another recent study in social issues 
was conducted by Udanor and Anyanwu (2019) to identify the 
hate speech and the who use hate speech in twitter social 
media platform the study uses sentiment analysis to find the 
opinion and feelings.  

Shang et al. (2018) gives the application of SMA in 
community development activities, the study analyses the 
activities and describes the structure of local communities 
using data collected from twitter by applying sentiment 
analysis and network analysis.  

Social media analytics applications have been appreciated 
in other areas like disaster management, climate change, 
supply chain, online media and agriculture. Dong et al. (2013) 
introduced the application of SMA in disaster management. 
The twitter comments sentiment analysis was performed to 
give evacuation information from the occurrence of hurricane 
sandy.  

Another disaster management study was conducted by Xu 
et al. (2019) the study defines the public opinions on twitter 
comments to identify the stages of the disaster, the case of 
Hurricane Irma in USA occurred in the year 2017 the 
techniques used was sentiment analysis and topic modeling. 
Other study in natural disaster was performed by Sachdeva and 
Mc Caffrey (2018), they use the comments from social media 
especially tweeter to predict the occurrence of air pollution in 
the events of wildfires. The predictive tools and topic modeling 
techniques were used on the prediction. The study 
demonstrates how this technique can be used in wildfire 
events with good performance; however, the study didn’t map 
the area with air pollution during wildfire events 
geographically. Ghosh et al. (2017) introduces the study which 
used to classify tweets during disaster based on their insight 
they contain. The study performs clustering algorithm to 
create different clusters based on different classes. The 
algorithm used includes Adaboost, decision tree, gradient 
boosting, Random forest, and SVM. The study compares the 
results of different methods used, SVM perform better than 
other methods. 

The study of SMA application in climate change was 
introduced by Dahal et al. (2019) the study aims to analyse the 
climate changes on twitter comments using sentiment analysis 
to perform topic modeling. Singh et al. (2018) presented the 
study which uses twitter text analysis using a support vector 
machine to give the insight from consumer’s tweets on the 
supply chain of meat and beef. The study gathers tweets from 
consumers and performs sentiment analysis to identify the 
issues regarding customer satisfaction.  

Online media SMA has been performed by Jansen et al. 
(2018) by using online Youtube data to group customers into 
different segments (age, geographical locations) Youtube 
analytics platform has been used to create customer segments 
from online news media. SMA application in media industry 
also includes the study conducted by Hu et al. (2011), in this 
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study the authors analyse the response of the twitter users on 
the public events. The analytical method has been applied to 
the comments from the public speech to provide deeper 
understanding of the individual feedback regarding public 
events on twitter. The study demonstrates the best application 
of clustering algorithms on topic modeling and the usage of 
semantic analytics on the tweets. Araya et al. (2017) studied 
about using tweets collected to visualize news and events 
within a certain geographical area. The study uses a 
visualization tool named Galean to explore news events and 
their locations. The Galean tool was well represented and 
performs well in mining historical events based on locations.  

Social media analytics applications have potential in 
several health services, according to literature there are some 
studies explaining this well, Kannan et al. (2018) introduced 
the study using topic discovery and contents analysis in twitter 
platform to determine the information about Dengue fever 
shared in twitter. Culotta (2010) introduces the study which 
uses predictive analysis to predict the rate of influenza in a 
population using twitter messages. The study conducted by 
Martinez et al. (2019) uses sentiment analysis techniques to 
get insight on social media e-cigarettes belief and risk 
perceptions using twitter comments. Another study conducted 
by Al Kubaizi et al. (2015) analyse the comments on people’s 
experience about the use of herbs which was advised by the 
prophet Mohammed (PBUH) the study uses sentiment 
analysis, natural language processing and other tool like IBM 
Watson natural understand language to the twitter comments.  

In the agriculture sector SMA application has been 
revealed by Saravan and Perepu (2019). In this study the best 
plant diseases solution was proposed among the posted one on 
the social media platforms. The best diseases solution was 
proposed using deep learning, natural language processing 
and predictive models using twitter and facebook comments.  

Several studies pinpoint the usage of social media analytics 
in business activities, such studies include Indrawati and 
Alamsyah (2017) creates customer segments based on 
customer conversation on twitter. Social network analysis was 
used to form groups based on customer conservation. The 
study uses opinion mining, social network analysis and 
quantitative analysis techniques. Barrelet et al. (2016) applied 
the natural language processing and sentiment analysis to 
investigate the indicators in the stock market using the twitter 
comments.  

Another study in SMA application in business was 
conducted by Babu et al. (2017) the study showed the usage of 
sentiment analysis on twitter comments to extract opinion 
mining on the products reviews and produce different clusters 
based on the sentiment analysis. Sijtsma and Chen (2016) 
presented the use of Tweetriz social media analytics tool to 
help businesses to acquire valuable information from the 
twitter comments. The study uses sentiment analysis 
technique and Tweetriz social media analytics tool. 
Chumwatana and Wongkolkitsilp (2019) introduces the study 
which uses social media analytics techniques sentiment 
analysis and classification tools like support vector machine 
and Naïve Bayes to social media platform twitter, facebook and 
Youtube to classify customers based on social media 
comments. Tian et al. (2019) studied the application of twitter 
data to predict the services quality in the airline industry. The 

study conducted the sentiment analysis on the collected 
tweets. On business customer loyalty He et al. (2019) develop 
the customer loyalty program based on social media data. 
Sentiment analysis was performed on tweets sent by 
customers. The study conducted by Cvijikj and Michaheliles 
(2011) uses sentiment analysis to understand how products of 
a certain brand is perceived by the users using the contents 
shared in facebook page of the brand. The study explains well 
how the sentiment analysis performed gives the insight from 
the posts given by the customers. However, the study uses 
small dataset as the use of large datasets provides clear insight. 
Other study in business was conducted by Wu et al. (2018) in 
this study the framework to find insight from twitter use on the 
new product development particular iPhone was developed 
and used. The study uses text mining and sentiment analysis. 
It was clearly indicated that SMA can help industries and 
researchers on getting insight on new product development 
from social media data. Rahmani et al. (2013) conducted the 
study to perform network analysis to the tweets. The study 
identifies the similarities of different posts in tweets with 
business topics. Through similarities in their post different 
communities were created. The study presented two analysis 
methods for summarizing high volumes of data on social 
media with specific subjects. The methods performed well on 
dealing with those high volumes of social media data. 

RESULTS 

SMA Methods and Tools Used 

The study reviewed different articles which met the study 
research questions criteria and obtained the results. The 
results from the reviewed papers and articles show different 
SMA methods and tools. Most of the reviewed articles 
demonstrate the usage of sentiment analysis in different areas 
54.54% of the articles reviewed uses sentiment analysis Su and 
Chen (2016), Vorvoreanu et al. (2013), Chang et al. (2017), 
Xiang et al. (2016), Park et al. (2016), He et al. (2017), Stieglitz 
(2012), Udanor and Anyanwu (2019), Shang et al. (2018), Dong 
et al. (2013,), Xu et al. (2019), Dahal et al. (2019), Kannan et al. 
(2018), Martinez et al.(2019), Alamsyah (2017), Barrelet et al. 
(2016), Chen (2016), Chumwatana and Wongkolkitsilp (2019), 
Tian et al. (2019), He et al. (2019), Cvijikij and Michaheliles 
(2011), Hu et al. (2011), Wu et al. (2018), Santander et al. (2020) 
and Von Hoffen et al. (2019). 

Other SMA methods obtained are trend analysis; Jain et al. 
(2015) comprise 2.27%, spatial analysis takes 2.27%; Araya et 
al. (2017), comparative analysis contribute 2.27% Quijada et al. 
(2020), predictive analysis 9.09% Culotta (2010), and Saravan 
and Perepu (2019), Sachdeva and Mc Caffrey (2018) and 
Santander et al. (2020), topics discovery 9.09% Xu et al. (2019), 
Kannan et al. (2018), Hu et al. (2011), and Sachdeva and Mc 
Caffrey (2018), clustering technique 6.81% Jansen et al. (2018), 
Myaeng et al. (2016), and Ghosh et al. (2017) , natural language 
processing 6.81% Barrelet et al. (2016), Al Kubaizi et al. (2015), 
and Saravan and Perepu (2019), text analysis 4.54% Dias et al. 
(2018), and Singh et al. (2018), event detection tool 2.27% 
Weiler (2013) and social network analysis 6.81% Alamsyah 
(2017), Udanor et al. (2016), and Rahmani et al. (2013). 
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Different tools for performing SMA also have been 
obtained in the reviewed studies, the tools like Youtube 
analytics 2.27% Jansen et al. (2018), Facebook insight 2.27% 
Navarro and Rodriguez (2019), Radian6 2.27 % Bukhari et al. 
(2012), and visible Intelligence 2.27% % Bukhari et al. (2012). 
Also, different SMA sentiment analytics techniques have been 
found these include machine learning techniques, Support 
vector machine (SVM), Natural understanding language, 
Natural Language processing and text analysis models. 

Sentiment analysis according to Beigi, 2016 is defined as 
“multidisciplinary field of study that deals with analyzing 
people’s sentiments, attitudes, emotions and opinions about 
different entities such as products, services, individuals, 
companies, organizations, events and topics and includes 
multiple fields such as natural language processing (NLP), 
computational linguistics, information retrieval, machine 
learn-ing and artificial intelligence.”  

Predictive models are powerful tools for numerical forecast 
and perform assessment of uncertainty using quantitative 
statements which are used to provide better decision in 
organization (Lassen, 2015). 

Types of SM Platforms Used for SMA  

The study found several social media platforms in the 
reviewed articles, these platforms including twitter, Facebook, 
Youtube, Tripadvisor and blogs. The most usable platform for 
social media analytics was twitter. 77.27% of the reviewed 
articles use twitter as the social media platform and the study 
found that most of the analytics performed in twitter platform 
was sentiment analysis; Su and Chen (2016), Vorvoreanu et al. 
(2013), Bukhari et al. (2012), Xiang et al. (2016), Park et al. 

(2016), Stieglitz (2012), Myaeng (2016), Weiler (2013), Udanor 
and Anyanwu (2019), Shang et al. (2018), Dong et al. (2019), 
Xu et al. (2019), Dahal et al. (2019), Singh et al. (2018), Kannan 
et al. (2018), Culotta (2010), Martinez et al. (2019), Al Kubaizi 
et al. (2015), Saravan and Perepu (2019), Alamsyah (2017), 
Barrelet et al. (2016), Chen (2016), Chumwatana and 
Wongkolkitsilp (2019), Tian et al. (2019), He et al. (2019), Hu 
et al. (2011), Sachdeva and Mc Caffrey (2018), Udanor et al. 
(2016), Wu et al. (2018), Santander et al. (2020), Ghosh et al. 
(2017), Araya et al. (2017), Rahmani et al. (2013), and Von 
Hoffen et al. (2019). 18.18% of the reviewed articles used 
Facebook; Vorvoreanu et al. (2013), Bukhari et al. (2012), Dias 
et al. (2018), Jain et al. (2015), Saravan and Perepu (2019), 
Chumwatana and Wongkolkitsilp (2019), Cvijikj and 
Michaheliles (2011), and Navarro and Rodriguez (2019). Apart 
from twitter and facebook other platforms used were Youtube 
(Jansen et al., 2018), and Chumwatana and Wongkolkitsilp 
(2019) comprise 4.54%, 4.54% from Instagram Navarro and 
Rodriguez (2019) and Quijada et al. (2020), Flickr 2.27% 
(Weiler et al., 2013) and Tripadvisor 4.54% (Chang et al., 2017).  

Twitter is a micro blogging site which allows users to post 
updates as a review or messages to their followers. The 
uniqueness of twitter compared to other social media 
platforms is limitation of the number of characters in a single 
post also having the hash tags, URL, emotions and mentions in 
the content this provide easiest for social media analytics 
(Kursuncu et al., 2018).  

 
Figure 2. Social media analytics methods, Technique and Tools used 
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THE AREAS WHICH SMA HAS BEEN DONE 

The study reveals that SMA has been used in various fields 
(areas) to provide insights from the social media data which 
will help in making decisions. The applications of social media 
analytics have been seen in areas like health, local 
government, tourism, supply chain, industry, social issues, 
disaster management, business, media, sports, politics, 
agriculture, stock market, community development and road 
safety.  

SMA in health can be applied to find insight on different 
matter several studies have been reviewed in health sector 
which comprise about 9.09%; Culotta (2010), Martinez et al. 
(2019), Al Kubaizi et al. (2015), and Saravan and Perepu (2019). 
The study also finds the usage of SMA in local government 
issues, Bukhari et al. (2012) equal to 2.27% shows the 
generations of insight from social media in big events like 
super Bowl XLVI.  

Social media analytics also is applied in tourism and 
hospitality this takes 13.63% of the reviewed articles; Chang et 
al. (2017), Xiang et al. (2016), Park et al. (2016), He et al. 
(2017), Navarro and Rodriguez (2019), and Von Hoffen et al. 
(2019).  

SMA also has been applied in social issues like racism and 
social topics discover equal 11.36% Weiler (2013), Jain et al. 
(2015), Myaeng et al. (2016), Dias et al. (2018), and Udanor and 
Anyanwu (2019). 

2.27% of the articles, Quijada et al. (2020) exhibit the uses 
of Instagram data in fashion industry to find the interaction 
between the fashion retailers and their customers, the 
comparative analysis was conducted using bivariate and 
multivariate modeling on interactions of the brands and their 
customers. The results show that there is interaction between 
retailer and their customers but still the interaction is low. 

9.09% of the reviewed articles shows the use of SMA in disaster 
management; Dong et al. (2013), Xu et al. (2019), Sachdeva and 
Mc Caffrey (2018), and Ghosh et al. (2017). The studies show 
how SMA can be used to analyze social media data to get 
insight of different matters during disaster.  

Business also is among the fields which apply SMA 20.45% 
of the reviewed articles; Alamsyah (2017), Barrelet et al. 
(2016), Chen (2016), Chumwatana and Wongkolkitsilp (2019), 
Tian et al. (2019), He et al. (2019), Cvijikj and Michaheliles 
(2011), Wu et al. (2018), and Rahmani et al. (2013) studies 
demonstrate the usage of social media analytics tool to 
generate valuable information from the social media data. 

SMA application in online media comprise 6.81%; Jansen 
et al. (2018), Hu et al. (2011), Araya et al. (2017). In politics 
6.81% articles has been reviewed; Stieglitz (2012), Udanor et 
al. (2016), and Santander et al. (2020). Other applications of 
social media data are on agriculture, Saravanan and Perepu 
(2019) 2.27% propose the best plant disease solution from the 
social media data. Barrelet et al. (2016) demonstrates the use 
of social media analytics in the stock market. Vorvoreanu et al. 
(2013) explain the SMA application in Sports equal to 2.27%. 
Other application of SMA in industry Su and Chen (2016); 
2.27%, Community development Shang et al. (2018); 2.27%, 
Dahal et al. (2019); 2.27%, climate change and Singh et al. 
(2018) in supply chain. 

 
Figure 3. Distribution of articles based on Social Media Platforms used 
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CONCLUSION 

The study aims to give information about social media 
analytics usage from the reviewed articles. Based on the 
surveyed papers and the objectives of the study the paper 
contributes to three main areas. First the study identifies 
different methods and tools used in social media analytics. 
Different analytics has been demonstrated like sentiment 
analysis, trend analysis, visual analytics, contents analysis and 
social network analysis. Reviewed articles show that 
Sentiment analysis has been more used than other types of 
analytics. Based on different kinds of analytics also there are 
different tools, reviewed articles show different tools like 
Youtube analytics, facebook insight, radian 6, Tweetriz, visible 
intelligence and IBM Watson. Choosing the tools and analytics 
method depends on the type of analytics you want to perform 
and the available data from the social media platform.  

The study also contributes to providing types of social 
media platforms which are used for SMA. Most of the analytics 
were performed on Twitter. Other platforms were facebook, 
Youtube, Instagram, Tripadvisor and Flickr. The reviewed 
analysis shows the usage of SMA from different fields like 
health, local government, tourism, supply chain, industry, 
social issues, disaster management, business, media, fashion 
industry, sports, politics, agriculture, stock market, 
community development and road safety. SMA has been 
performed in the business area to analyze data in different 
business processes like marketing, product review, providing 
customer segments and gathering other intelligence 
information. This shows that SMA provides more importance 
to business organizations and other fields to understand the 
data from the social media platforms. In general, the 
applications of SMA in those reviewed articles demonstrate 

the advantages and necessity of these social media data in 
giving insight in several aspects. Due to its advantages this 
SMA has to be performed in a good and manageable way so 
that the results can be of high advantages. For future uses 
further recommendations are for studies to be conducted 
which will give the frameworks for implementation and 
management of SMA process in different applications eg, 
business, politics, health etc. 
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