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Abstract: This article summarizes the arguments and counterarguments within
the scientific discussion on the use of social media marketing (SMM) for
promoting healthy eating. The main goal of the present study was to analyse the
trends and effectiveness of SMM tools in the fields of healthy eating and human
behaviour. The systematization of literary sources and approaches to solving
the problem of promoting healthy eating has led to a significant increase in
attention to interactive marketing strategies in recent years. The relevance of
solving this scientific problem lies in the fact that healthy eating is an important
component of public health, and SMM can become an effective tool for shaping
appropriate habits among the population. The study of the use of SMM in this
article is carried out in the following logical sequence: analysis of the literature,
bibliometric analysis of publication dynamics and geography, identification of
key trends and research clusters, and testing hypotheses about the influence of
regional features and innovative SMM tools. The methodological toolkit of the
study includes bibliometric analysis methods, with the research period spanning
1969-2024. The object of the study consists of scientific publications from the
Scopus and Web of Science databases, as they provide the broadest
understanding of global trends. The article presents the results of an empirical
analysis of the dynamics of publication activity and key terms related to the
research topic. This analysis revealed that over the past 5 years, increased
attention has been given to the use of interactive SMM tools for promoting
healthy eating. The study empirically confirms and theoretically proves that
cultural and regional features influence the choice of marketing strategies in
SMM and that innovative tools contribute to improving the effectiveness of
such campaigns. The results of this study may be useful for marketers, public
health researchers, and organizations involved in promoting a healthy lifestyle,
as they allow for the adaptation of SMM strategies to cultural and regional
characteristics. Moreover, the findings of this study may serve as a foundation
for further research on the effectiveness of digital technologies in shaping
healthy habits. The identified trends will promote the development of
innovative approaches to healthy eating promotion through the use of
personalized content.
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1. Introduction. Healthy eating is a key component in maintaining individual and public health. Dietary
habits are influenced by social, economic, cultural, environmental, and geographical factors, which necessitate
a comprehensive approach to creating a healthy food environment. The main goal is to ensure access to a
balanced diet that includes diverse, safe, and nutritious foods. Governments, the private sector, and society
must work together to create conditions that promote healthy eating.

Effective policies include encouraging the production of fresh fruits and vegetables, limiting the marketing
of unhealthy products, ensuring the availability of nutritious food in schools and workplaces, and using
economic regulatory tools such as taxes and subsidies. Particular attention should be given to informing the
population, especially through educational programs and food labelling. Schools are important platforms for
shaping healthy eating habits in children, and the development of educational initiatives in cooking and
nutrition contributes to raising awareness. Supporting breastfeeding through appropriate policies is also an
integral part of promoting healthy eating.

Thus, achieving success requires cross-sector collaboration to implement systemic changes aimed at
creating a food environment that encourages healthy choices. The implementation of such measures is an
investment in the nation’s health, reducing the risk of chronic diseases and improving the population’s quality
of life. To examine the relevance of the study in greater detail, an analysis of Google search queries for the
keywords "healthy eating" and "healthy food" was conducted (Figure 1).
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Figure 1. Dynamics of the queries "healthy eating” and "healthy food" in the Google search engine, 2004—
2024.
Sources: developed by the authors on the basis of Google Trends (2024).

From 2004-2006, there was a relatively stable level of search queries, with an average frequency of
approximately 55-60 units. Starting in 2007, the frequency of "healthy eating" queries began to decline and
stabilized at approximately 40-45 units during the period from 2009--2024. Overall, interest in the topic of
"healthy eating" during this period demonstrated a downwards trend. Searches for "healthy food" fluctuated
between 40-50 units from 2004—2008. Starting in 2009, the popularity of "healthy food" began to rise, peaking
between 2018 and 2020, with a frequency exceeding 90 units. After 2020, a slight decline in search frequency
was observed, but the level remained relatively high.

Accordingly, the popularity of the search term "healthy eating™ has gradually decreased over the past two
decades, which may indicate reduced interest in the concept of healthy eating as a behavioural model. In
contrast, searches for "healthy food" show consistent growth, reflecting a shift in focus from behavioural
aspects (how to eat properly) to specific products associated with health. The peak increase in the popularity
of "healthy food" from 2018-2020 was likely driven by global trends, such as growing interest in organic
food, the rise of plant-based diets, and heightened attention to health during the COVID-19 pandemic.

The decline in interest in both terms after 2020 may be related to oversaturation of the informational space
with this topic or growing interest in alternative concepts, such as functional nutrition or personalized diets.

Overall, the analysis of the graph emphasizes the importance of adapting approaches to promote healthy
eating, considering changes in consumer interests and global trends. Additionally, we analysed the
geographical distribution of the popularity of search queries for "healthy eating" and "healthy food" in various
countries (Figure 2).

The map shows that the term "healthy food" is significantly more popular in most countries worldwide,
including Europe, Asia, Africa, South America, Australia and Oceania. This suggests that the majority of
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search engine users look specifically for information about healthy products rather than general principles of
healthy eating. Notably, the blue colour on the map is almost absent, indicating minimal interest in the search
term "healthy eating" at the global level.
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Figure 2. Geography of the queries "healthy eating" and "healthy food" in the Google search engine
Sources: developed by the authors based on Google Trends (2024).

The popularity of "healthy food™ may be attributed to its perception as a more concrete and understandable
term for most users. In contrast, "healthy eating" as a concept requires a deeper understanding of a healthy
lifestyle, which might be less appealing to a mass audience. This distribution reflects a global trend—a focus
on the accessibility of healthy products and marketing campaigns aimed at promoting specific items rather
than an overall food culture.

Accordingly, the dominance of the term "healthy food" on the map (Figure 2) indicates that consumers are
more focused on finding specific products or food solutions rather than exploring principles of dietary
behaviour. This opens up opportunities for businesses and governments to promote accessible healthy
products, as the demand for such information is globally high.

The low interest in "healthy eating™ highlights the need for more active educational efforts aimed at
fostering healthy eating habits, which have a long-term impact on public health. In summary, the focus on
specific products is a key component of the global interest in a healthy lifestyle. However, long-term programs
with an educational component remain critically important

2. Methodology and research methods. Research on the feasibility of utilizing SMM to promote healthy
eating has been conducted in several stages. The study applies the PRISMA approach to systematically
identify and analyse relevant research studies (Fig. 3). This method ensures a rigorous and transparent review
process by following predefined criteria for literature selection and analysis.

In the initial phase, a comprehensive review of over 4,700 publications was conducted. The search focused
on titles containing the keywords "SMM" or "social media marketing" and "healthy eating" within the Scopus
and Web of Science databases. The search criteria aimed to capture a wide range of studies related to the
interplay between social media marketing strategies and their influence on healthy eating behaviours. The
resulting data were meticulously catalogued and organized in Excel to enable systematic processing and
analysis.

The second phase involved the creation of a bibliographic map to visually represent and cluster research
trends. This was achieved by extracting relevant data from the Scopus (2024) and Web of Science (2024)
databases and utilizing VOSviewer (2024), a robust tool for research visualization and cluster analysis.
VOSviewer was instrumental in identifying relationships between publications, authors, and thematic areas,
enabling a deeper understanding of the intellectual structure of the research field.The bibliometric analysis
revealed key patterns in the research landscape. From the initial dataset, a total of 1,072 out of 15,363 unique
keywords were identified as meeting the threshold of a minimum of 10 occurrences across titles, keywords,
and abstracts. These keywords represented core topics and themes that frequently appeared in the literature,
reflecting the dominant areas of interest and ongoing discussions within the academic community. The
analysis facilitated the grouping of keywords into clusters, highlighting thematic interconnections and
emerging trends in the field of social media marketing and healthy eating.
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Figure 3. Research design considering the PRISMA technique
Sources: developed by the authors.

This structured approach not only ensured a comprehensive review of the literature but also provided
valuable insights into the evolving dynamics of social media marketing strategies aimed at promoting healthy
eating behaviours

3. Results. When scientific publications indexed in the Scopus (2024) and Web of Science (2024)
scientometric databases were analysed, the studies with the highest number of citations (Table 1) were
identified on the basis of the keywords "SMM", "social media marketing", and "healthy eating" in their titles.

The study by Willett et al. (1995), with the highest citation count, presents the Mediterranean diet as a
cultural model of healthy eating, emphasizing its benefits for health and longevity. This research provides a
foundation for developing SMM contents that promote healthy eating by popularizing the Mediterranean diet
as a trending nutritional approach.

The article by Michie et al. (2009) analyses effective behavioural change techniques for healthy eating and
physical activity. These techniques can be adapted for SMM campaigns to create content that motivates
changes in dietary habits.

The authors of Krebs—Smith et al. (2018) updated the Healthy Eating Index, which measures adherence to
dietary recommendations. This index serves as a basis for creating informative content that raises awareness
about nutritional standards via social media.

In the study by De Vries et al. (2012), factors influencing the popularity of brand posts on social media
were explored. This enables the development of effective strategies for promoting healthy eating through
SMM, with a focus on audience engagement.
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Table 1. Top 10 scientific publications on the research topic with the highest citation rate
Year of Number of

Article Title Authors Source Publicati e
ublication  Citations
Mediterranean diet pyramid: A cultural ~ Willett W.C., Sacks F.,  American Journal of 1995 1,983
model for healthy eating Trichopoulou A., ... Helsing Clinical Nutrition
E., Trichopoulos D.
Effective Techniques in Healthy Eating  Michie S., Abraham C.,  Health Psychology 2009 1,640
and Physical Activity Interventions: A Whittington C., McAteer J.,
Meta-Regression Gupta S.
Update of the Healthy Eating Index: Krebs-Smith S.M., Journal of the 2018 1,411
HEI-2015 Pannucci T.E., Subar A.F., Academy of
... Wilson M.M., Reedy J. Nutrition and

Dietetics
Popularity of Brand Posts on Brand Fan De Vries L., Gensler S.,  Journal of Interactive 2012 1,391
Pages: An Investigation of the Effects Leeflang P.S.H. Marketing
of Social Media Marketing
Do social media marketing activities Kim AJ., Ko E. Journal of Business 2012 1,384
enhance customer equity? An empirical Research
study of luxury fashion brand
A refined taxonomy of behaviour Michie S., Ashford S., Psychology and 2011 1,268
change techniques to help people change Sniehotta F.F., ... Bishop Health

their physical activity and healthy eating A., French D.P.
behaviours: The CALO-RE taxonomy

The Healthy Eating Index. Design and Kennedy E.T., Ohls J., Journal of the 1995 1,190
Applications Carlson S., Fleming k. American Dietetic
Association
Update of the Healthy Eating Index: Guenther P.M., Casavale Journal of the 2013 1,101
HEI-2010 K.O., Reedy J., ... Kahle Academy of
L.L., Krebs-Smith S.M. Nutrition and
Dietetics
Setting the future of digital and social  Dwivedi Y.K., Ismagilova International Journal 2021 1,003
media marketing research: Perspectives E., Hughes D.L., ... Tran of Information
and research propositions G.A,Wang . Management
Creative Strategies in Social Media  Ashley C., Tuten T. Psychology and 2015 870
Marketing: An Exploratory Study of Marketing
Branded Social Content and Consumer
Engagement

Sources: developed by the authors based on Scopus (2024; Web of Science, 2024).

Kim & Ko (2012) investigate how SMM activities influence brand perception and customer loyalty. In the
context of healthy eating, this research can be applied to campaigns fostering trust in healthy food brands.

Michie et al. (2011) propose a classification of behavioural change techniques that can be integrated into
SMM campaigns to encourage healthy eating habits. The article by Kennedy et al. (1995) describes the
creation of the Healthy Eating Index (HEI), which evaluates diet quality. In the SMM context, this index is
used for educational content. Authors (Guenther P. M. et al., 2008; Guenther et al., 2013; Guenther et al.,
2014; Reedy, 2018; Schwingshackl et al., 2018) have further explored changes in the HEI (HEI-2010), helping
to understand diet quality and dietary shifts.

Authors Dwivedi et al. (2021) and Ashley & Tuten (2015) discuss research perspectives in SMM and
creative strategies that enhance audience interaction. These studies provide a general framework for
understanding modern trends and developing strategies for promoting healthy eating through social media.

Musat et al. (2021) examined the influence of SMM on the eating habits and physical activity of Generation
Z students in Romania. This study highlights the impact of social media on behaviour related to healthy eating
and serves as an example for creating successful campaigns in this field.

In the article by Onem & Selvi (2024), an influencer impact assessment scale is presented, highlighting the
important role of influencers in promoting healthy eating through SMM. This research aids in evaluating their
effectiveness. The authors (Godey et al., 2016; Felix et al., 2017; Chan et al., 2011; Liu et al., 2021) conducted
an analysis of luxury brands' marketing efforts on social media, their impact on brand equity, and consumer
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behaviour. Relevant studies (Michaelidou et al., 2011) have also examined the usage, barriers, and
measurement methods of social media marketing for small and medium-sized B2B brands.

Research on healthy eating (Pierce et al., 2007; Story et al., 2009; Samdal et al., 2017) provides a scientific
basis for shaping the content of such campaigns, relying on proven approaches to improve dietary behavior
and assess its outcomes. Articles (Kim & Ko, 2010; Lipsman et al., 2012; Stephen et al., 2016; Zhu & Chen,
2015) have investigated how social media can influence consumers, their relationships with brands, and their
behavioural intentions. Many studies (Schwingshackl & Hoffmann, 2015; Cooke, 2007; Conner et al., 2002;
Verplanken & Faes, 1999) have focused on the impact of diet and its evaluation on health, as well as the
effectiveness of methods for promoting it. Some works (Chibotaru et al., 2008; Nielsen et al., 2007) are
indirectly related to promoting healthy eating through SMM but may be useful for certain aspects of research
in the medical field. Studies by researchers (Li et al., 2021; Shareef et al., 2019; Chen et al., 2019; Seo et al.,
2018; Chang et al., 2015; Wang & Kim, 2017) provide tools for effectively utilizing social media to engage
audiences and create impactful campaigns (Mozaffarian et al., 2018; Cadario & Chandon, 2020; Shan et al.,
2020). Research on healthy eating (Shepherd et al., 2006; Wechsler et al., 2000; Arredondo et al., 2006;
Schwartz et al., 2011) highlights behavioral aspects, barriers (Croll et al., 2001; Hesketh et al., 2005; McGill
et al., 2015), and opportunities for promoting a healthy lifestyle that can be adapted to SMM content.
Additionally, studies by Cherkaoui et al. (2024), Huynh (2024), Nadason et al. (2024), Zouaoui & Hamdi
(2024), and Ocel et al. (2023) provide valuable insights into analysing SMM trends, ranging from influencer
impact and content personalization to neuromarketing (Chygryn et al., 2024) and omnichannel approaches
(Hasbullah et al., 2024; Oe & Yamaoka, 2023). These findings can be integrated into SMM campaigns to
promote healthy eating effectively and create sustainable connections with the audience.

In summary, the above-discussed studies provide a foundation for developing SMM strategies that
effectively promote healthy eating. They include scientifically grounded dietary recommendations,
behavioural change techniques, audience analysis, and content effectiveness, enabling the creation of trend-
driven campaigns with high engagement levels. The analysis of the dataset revealed that the earliest
publication was 1969. This article (Stare & Dwyer, 1969) is one of the first scientific works dedicated to the
importance of healthy eating among adolescents. Stare & Dwyer (1969) emphasized the key role of balanced
nutrition in shaping healthy habits during adolescence. They analyse the needs of the growing body, examine
common deficiencies among teenagers, and provide recommendations for improving the diet of young people.
Additionally, attention is given to educational initiatives in schools aimed at promoting a healthy lifestyle.
The overall dynamics of publication activity in the Scopus and Web of Science scientometric databases on
the research topic are presented in Figure 4. The graph (Figure 4) shows that the number of scientific
publications in the Scopus and Web of Science databases gradually increased during the 1980s and 1990s,
with a sharp increase starting in the 2000s. This indicates a significant growth in interest in the topic within
the scientific community. Overall, three key growth periods can be identified:

—1979-1999: minimal growth, with publications being sporadic. This period can be characterized as the
initial stage of interest in healthy eating trends and their promotion.

—2000-2010: noticeable acceleration. This period marked the active development of digitalization, which
may be attributed to technological breakthroughs, increased research funding, or societal interest in the topic.

—2011-2022: exponential growth. The most significant increase occurred between 2016 and 2022, likely
due to the emergence of new research methods, the globalization of scientific exchange, and a stronger
interdisciplinary approach.
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Figure 4. Dynamics of scientific publications in Scopus and Web of Science, 1979-2024
Sources: developed by the authors (Scopus and Web of Science, 2024).
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In addition to the overall dynamics of publication activity, the global distribution of scientific publications
on the topic of SMM for promoting healthy eating was analysed. The graph (Figure 5) presents the number of
scientific publications in Scopus and Web of Science by country.

The United States has the highest number of publications (1,303), accounting for a substantial portion of
the total. This reflects the high level of activity among American researchers in this field. The United Kingdom
ranks second with 553 publications, highlighting significant interest in the European region. Australia holds
the third position with 307 publications, likely due to growing attention to healthy lifestyles in the country.

Spain, 165 Germany, 155 | Brazil, 152
Italy, 126 Indonesia, Netherlands,

115 110
United Kingdom, 553

China, 259

France, 120 South

Korea, 78
United States, 1303 Australia, 307 India, 205 Iran, 119

Figure 5. Geography of scientific publications in Scopus and Web of Science by research topic.
Sources: developed by the authors (Scopus and Web of Science, 2024).

Moderate levels of activity are observed in Canada (265), China (259), and India (205). These countries
represent a significant number of studies but lag behind leaders. In particular, China and India may owe their
activity to the rapid development of digital technologies and social media in these regions.

European countries such as Spain (165), Germany (155), Italy (126), France (120), and the Netherlands
(110) maintain stable numbers of studies, reflecting a sustained interest in healthy eating as part of social and
cultural values. Countries with smaller volumes of research include Indonesia (115), Malaysia (97), South
Korea (78), Turkey (84), and Denmark (72). While these countries have fewer publications, their presence
indicates a gradual increase in interest in this topic globally.

In summary, healthy eating and its promotion through SMM remain relevant research topics across many
countries. The highest number of publications is observed in countries with advanced healthcare and research
systems, driven by greater resources and interest in the impact of healthy lifestyles on populations. In the
United States, a significant volume of publications may be attributed to investments in scientific research,
strong traditions in studying marketing strategies, and a wealth of data available for analysis.

China, India, and Indonesia have published a substantial number of publications, suggesting that Asian
countries are also actively exploring this topic, particularly given the rapid development of social media. The
distribution of publications indicates that this topic integrates aspects of medicine, marketing, technology, and
social behaviour, attracting researchers from various disciplines, as confirmed in Figure 6.
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Figure 6. Distribution of scientific publications by research area in Scopus and Web of Science.
Sources: Developed by the authors (Scopus and Web of Science, 2024).

Accordingly, medicine and social sciences are key areas of research. The large number of publications in
the fields of medicine, nursing and social sciences demonstrates that healthy eating and SMM are most often
considered in the context of their impact on health and consumer behaviour.

The fields of business and computer science indicate significant interest in the use of modern marketing
approaches and technologies to promote healthy eating. The presence of publications in different areas
confirms the interdisciplinary nature of research, which requires the involvement of knowledge from many
fields. Considering the results obtained, we conducted a bibliometric analysis of the keywords of the sample
of scientific publications to identify the main areas of research. Figure 7 presents a bibliometric map
visualizing connection between keywords on the basis of their co-occurrence in scientific publications indexed
in the Scopus database. The generated visualization map identified seven clusters.
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Figure 7. Bibliometric map of keywords in the researched articles
Sources: developed by the authors (VOSviewer, 2024).

The red cluster contains the largest number of key terms (316) and focuses on aspects of healthy eating,
its impact on children, and public health. Key terms include "human" (Links: 842; occurrences: 2260), "child"
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(Links: 758; occurrences: 564), "feeding behaviour" (Links: 820; occurrences: 934), "physical activity"
(Links: 783; occurrences: 495), and "healthy eating™ (Links: 748; occurrences: 541).

The green cluster (309 terms) focuses on clinical research and physiological aspects, such as "risk factor"
(Links: 600; occurrences: 138), "dietary pattern™ (Links: 516; occurrences: 98), "cohort analysis" (Links: 467;
occurrences: 95), and "metabolism™ (Links: 257; occurrences: 38).

The blue cluster comprises 82 terms related to methodology and new approaches to assessing the
effectiveness of healthy eating, such as "questionnaire™ (Links: 791; occurrences: 449) and "cross-sectional
study" (Links: 749; occurrences: 395).

The purple cluster (62 terms) is associated with social media and marketing, including "social media
marketing” (Links: 108; occurrences: 447), "public relations” (Links: 118; occurrences: 20), and "trust"
(Links: 125; occurrences: 28).

The yellow cluster (63 terms) represents terminology describing healthy eating behaviours, with key terms
such as "food habits" (Links: 632; occurrences: 255), "diet" (Links: 823; occurrences: 910), and "nutrition
policy™" (Links: 628; occurrences: 222).

Strong links between terms such as "healthy eating™ and "health promotion” indicate the integration of
these themes into research. The connection between social media and healthy eating highlights the importance
of information campaigns in promoting a healthy lifestyle. For example, a "single-molecule magnet" appears
isolated, which may suggest a random link or a niche topic not central to the primary research.

Frequent terms such as "cross-sectional study" and "reproducibility of results" emphasize the significance
of methodological accuracy and consistency in scientific research. The study of "risk factors" related to
nutrition is crucial, as they directly impact population health. Bibliometric analysis shows that leveraging
social media to promote healthy eating ideas can be an effective tool, as indicated by the interconnection of
these themes on the map (Figure 7).

The link between social media and healthy eating underscores the role of communication and trust in
educating the public about healthy eating. In the present world, SMM campaigns can serve as powerful tools
for shaping healthy habits. For example, social platforms can be used to popularize healthy eating through
influencers, create viral content (e.g., recipes, videos), and foster discussions.

Keywords such as "child", "student", "income", and "high school" indicate diverse target audiences for
marketing campaigns. For children and students, interactive formats such as games or challenges on TikTok
and Instagram may be effective. Considering the income levels of the target audience is also essential, as it
influences messaging about the affordability of healthy eating.

Terms such as "barriers”, "self-control”, and "trust” indicate that healthy eating is often perceived as
expensive or difficult. SMM campaigns can help dispel these stereotypes by showcasing simple, budget-
friendly recipes and real success stories. "Trust" remains critical—authentic content and user reviews can help
overcome skepticism.

According to the bibliometric map, terms such as "reproducibility of results" and "interaction" highlight
the need for analytics in SMM campaigns, including reach, engagement, and raising awareness about healthy
eating. Overall, the study demonstrated that promoting healthy eating through social media and engaging
diverse audiences are closely interconnected. SMM trends, such as influencer marketing, interactive content,
and targeting, can play a vital role in changing public habits. The use of bibliometric maps helps identify
aspects that need to be strengthened to create effective campaigns.

To further understand key research trends, a map of the evolution of key terms was developed (Figure 8),
illustrating the main directions of studies within the scientific community.

On the presented bibliometric map (Figure 8), the keywords are displayed along with their evolution over
time, as indicated by the colour scale. The main trends identified are as follows:

—Until 2016, the blue and purple clusters predominantly included terms related to fundamental concepts
such as "cross-sectional study", "major clinical study"”, and "health promotion”. The focus during this period
was on fundamental health and nutrition research. Additionally, methodological terms such as "reproducibility
of results™ and "construct validity" began to emerge.

—From 2017 onwards, the green, olive, and yellow clusters highlighted the active development of topics
related to social media and healthy eating promotion. These were characterized by keywords such as "social
media”, "social media marketing"”, "advertising"”, and "trust”. This reflects a shift in emphasis from clinical
studies to social studies and audience interaction. Additionally, increased attention has been given to specific
aspects of healthy eating, such as the "healthy eating index", "dietary pattern”, and "food preference".
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On the basis of the results of the bibliometric analysis of the evolution of keywords, it can be concluded
that there has been a shift in the focus of the research field from general concepts (human health) to specific
practical applications (studying the impact of media, risks, and social trends). The integration of digital tools
is also evident, as social media and machine learning have gradually become significant elements in studying
the effects of informational campaigns on people's behaviour.
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Figure 8. Bibliometric map of the evolution of keywords in the researched articles
Sources: Developed by the authors (VOSviewer, 2024).

4. Conclusions. Healthy eating is a vital component of overall health, and ensuring access to a balanced
diet requires a comprehensive approach. Analysis of search queries reveals a decline in interest in general
concepts of nutrition ("healthy eating™) and a rise in the popularity of specific products ("healthy food"),
reflecting a shift towards practical aspects. Effective influence demands collaboration between governments,
businesses, and society to promote awareness and accessibility of healthy foods as a key investment in quality
of life.

Research has demonstrated an interdisciplinary approach to popularizing healthy eating through SMM,
integrating medical, social, and marketing aspects. Bibliometric analysis identified key trends, including the
influence of the Mediterranean diet, behavioural change techniques, dietary quality indices, and the role of
influencers. The results highlight increasing interest in interactive SMM tools over recent years, considering
cultural and regional specifics, making this topic relevant for further research and practical application.

The dynamics of scientific publications reveal a growing interest in healthy eating and its promaotion
through SMM, particularly since the 2000s. Bibliometric analysis shows the integration of various knowledge
domains — from medicine to social media — and the evolution of research from fundamental concepts to
practical applications, underscoring the importance of interdisciplinary approaches for the effective promotion
of a healthy lifestyle.

The findings suggest several critical policy implications for promoting healthy eating through SMM.
Policymakers should prioritize public-private partnerships to improve access to and awareness of healthy food
options. Regulatory frameworks can encourage businesses to incorporate health-promoting messages into
their marketing strategies while maintaining transparency and combating misinformation. Additionally,
policies can incentivize the creation of culturally and regionally tailored campaigns to address specific dietary
needs and preferences, making healthy eating initiatives more impactful and inclusive. Educational programs
that integrate digital literacy and nutrition awareness can also empower individuals to make informed dietary
choices.

Despite the significant insights provided, the study is not without limitations. The reliance on Scopus and
Web of Science databases may result in the exclusion of relevant publications from other sources, potentially

122



Marketing and management of innovations, 15(4), 2024

limiting the comprehensiveness of the analysis. Additionally, the bibliometric approach identifies trends and
clusters but does not delve deeply into qualitative aspects of how SMM tools influence behavior change. The
study also does not consider the impact of rapidly evolving digital platforms and technologies, which could
significantly alter the landscape of SMM and healthy eating promotion. Future research should address these
limitations by incorporating broader data sources, qualitative analyses, and assessments of emerging digital
tools.
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SMM sk iHCTpYyMeHT mMpoMoIlii 310pOBOro XapuyBaHHs: 0i0TioMeTpuuHMii aHAJTI3

€Brenin 3s6ina, x.e.H., CyMCbKUil ep)kaBHUI YHIBEPCUTET, YKpaiHa

Sna Kpuny, k.e.H., CyMChKUii Jep>KaBHUH yHIBEpCUTET, YKpaiHa

Jlykam ITiron, Yuisepcurer WSB y Jlom0Opogiii ['ypHiuiii, [Tonbiia

L5 crarTs y3arajipHIOE apryMeHTH Ta KOHTPapryMEHTH B MeXaX HayKOBOi AMCKYCII 3 MUTaHHS BUKOPHCTaHH: social
media marketing (SMM) st momyssipu3aniii 310poBoro xapuyBaHHs. OCHOBHOIO METOIO MPOBEICHOTO JOCIIPKCHHS €
aHaii3 TpeHAiB 1 edexruBHOCTI SMM-iHCTpyMeHTIB y cdepi 370poBOro XapyyBaHHS Ta IOBEHIHKH JIIOJHMHHU.
Cucremarun3aliis JliTepaTypHHUX JUKEPEN Ta MiJXO/IB A0 BUPIIIEHHS NMPpo0IeMH HOMyIsIpH3allii 3J0pOBOTO XapuyBaHHS
3aCBiIYMIIA, IO OCTAHHIM YacOM CIIOCTEPIraeTbCs 3HAYHE 3POCTAHHSA yBarW 10 IHTEPAKTUBHUX MapKETHHTOBUX
cTparerid. AKTyaJbHICTh BUPILIEHHS AaHOT HAYKOBOI IPOOIEMH IOJISIrae B TOMY, IO 37I0pPOBE Xap4yBaHHs € BXIMBUM
KOMITOHCHTOM TPOMAJICEKOTO 30pOB’ s, i SMM Moske cTaT e()eKTUBHUM iHCTPYMEHTOM sl QOpMyBaHHS BiIITOBITHUX
3BHYOK y HaceJeHHs. JlOCHi[KeHHS MHTaHHA BHUKOpHCTaHHA SMM y craTTi 3[iliCHEHO B HACTYITHIA IJIOTIYHIN
TIOCJITOBHOCTI: aHaJIi3 JiTepaTypH, Oi0IiOMETpUIHUH aHAli3 AWHAMIKH Ta Teorpadii myOmikariii, BUSBICHHS KIFOYOBUX
TPEHIIB 1 KITAacTepiB AOCIHiIKEHb, IEpPeBipKa TiMOTe3 IMOI0 BIUIMBY PETIOHAIBHHUX OCOONHMBOCTEH 1 iHHOBAIl HHHX
iHCTpyMeHTiB SMM. MeToanmdHuM iHCTpyMEHTapieM NMPOBEICHOTO IOCHTIHKEHHS CTald MeToAu 0i0rmioMeTpudHOTO
aHamily, a mepiofoM aociikeHHs oopaHo 1969-2024 poxu. O6’€KTOM IOCHTIHKEHHS 00paHO HAYKOBi myOiikaii 6a3
nanux Scopus i Web of Science, oCKiIbKY came BOHU HaJIAI0Th HANIIKMPILIE YSBICHHS PO I7100aj1bHI TeHAeHIIT. Y cTaTTi
MPEJICTABICHO PE3YJIbTaTH EMIIIPUYHOTO aHANi3y IUHAaMIKK IMyOIiKaliifHOI aKTHBHOCTI Ta KIIIOYOBHX TEPMIHIB Yy
JIOCITI/DKYBaHIM TeMaTulli, SKUil 3aCBiMUMB, 1110 32 OCTAHHI 5 POKIB BiJI3HAYAETHCSI 3POCTAHHS YBaru /10 BUKOPUCTaHHS
iHTepakTUBHUX SMM-IHCTpYMEHTIB y NOMyJIsIpU3anii 310poBOTO XapuyBaHHs. JlOCIiKEHHS eMITIPUYHO MiATBEPIKYE
Ta TEOPETUYHO JJOBOJHTH, 110 KYJIBTYPHI Ta perioHajbHi 0COOIMBOCTI BIUTMBAIOTH Ha BUOIp MapKETUHIOBHUX CTpaTerii
y SMM, a Takox 110 iHHOBalLiliHi IHCTPYMEHTH CIIPUSIOTH ITiIBUIICHHIO €()eKTUBHOCTI TaKUX KammaHii. PesymbraTti
MPOBEIEHOTO AOCII/HKEHHS MOXKYTh OyTH KOPHCHUMH JJIsl MAPKETOJIOTIB, TOCIIJHUKIB y cepi poMaCbKOTro 3/10pOB’s,
a TaKoX IJIsl OpraHi3amid, siKi 3aliMaroThCS TOIMYJISPU3ALIEI0 370POBOTO CHOCOOY >KUTTS, AK€ BOHH JO3BOJISIIOTH
amantyBatu crpaterii SMM 10 KyJnbTYpHHX 1 perioHanbHUX ocoOmuBocTell. OKpIM BOTO, Pe3yIbTaTH JOCITIHKEHHS
MOXYTb CTaTH OCHOBOIO JUIA TOIANBIINX HAYKOBHX POOIT, MPUCBIYEHUX €(PEKTHBHOCTI NMU(PPOBUX TEXHOJOTIH Y
(hopMyBaHHI 310pOBHX 3BUYOK. BUsBIIEH] TEHACHIIIT CIPHATHMYTH PO3pOOIIi IHHOBAIIITHAX MiAXOIIB A0 MOMYJISPH3AIii
3/I0POBOTO XapuyBaHHS 3 BAKOPUCTAHHIM IIEPCOHATI30BAHOTO KOHTEHTY.

Ki1ro40Bi ci10Ba: xapdoBi 3BHYKH, 3I0POBE XapuyBaHHS, 310poBa ika, mpocyBaHHsI, SMM.
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