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This study conducts a systematic literature review (SLR) to
examine the evolving role of Twitter, recently rebranded as
X, in political and commercial marketing. The review
synthesizes peer-reviewed studies published between 2021
and 2023 to capture contemporary insights into the
platform’s transformation and strategic applications.
Findings show that Twitter/X has been pivotal in political
communication, enabling agenda-setting, voter
mobilization, and the amplification of discourse through
real-time interactions, hashtags, and algorithmic visibility. In
the commercial context, the platform fosters customer
engagement, brand awareness, and offline consumer
behavior when message design and interactivity are
effectively utilized. However, challenges such as shifting
platform features, monetization strategies, and regulatory
changes create uncertainties for consistent political and
marketing outcomes. This review highlights both the
opportunities and limitations of Twitter/X, proposing
future research to explore platform governance, algorithmic
dynamics, and cross cultural user behaviors. By doing so, it
provides an updated synthesis of the platform’s dual role in
shaping digital communication strategies across political
and commercial domains.
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1. Introduction

The transformation of Twitter into X in July 2023 marked a new phase for
the platform, yet its role as a strategic arena for political and commercial marketing
had been established long before. In the political sphere, studies highlight that
Twitter/X facilitates campaigning, agenda-setting, and voter mobilization through
real-time interactions and symbolic tools such as hashtags and mentions (Jungherr,
2016; Bossetta, 2018). Conceptual frameworks linking new media and politics
emphasize mediatization how the logic of social media shapes style, rhythm, and
tactics of political actors and its implications for the digital public sphere (Enli, 2017;
Bruns & Highfield, 2016). The rebranding to “X” underscores the platform’s
ambition to become an “everything app,” while simultaneously introducing
ecosystem shifts and audience dynamics that require systematic examination in
recent scholarship (Reuters, 2023)

In the commercial domain, digital marketing literature positions Twitter/X as
a key channel for driving engagement and business outcomes, although its
effectiveness depends on message design, social cues, and algorithmic dynamics
across platforms (Dwivedi et al., 2021; Liadeli et al., 2023). Empirical evidence at the
message level shows that tweet features text length, sentiment, hashtags/mentions,
and visuals correlate with engagement, offering tactical insights for brands (Han &
Peng, 2019). At the retail level, social media conversations have been linked to
increases in physical store visits, showing that digital word-of-mouth on Twitter/X
can translate into offline behaviors (Weinandy et al., 2023). In the post-rebrand

landscape, changes in features, monetization strategies, and user structures directly
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affect advertising reach and consumer behavior factors that must be synthesized
through a systematic literature review (SLR) to address fragmented findings across
political and commercial contexts.

Building on this background, this SLR aims to: (1) map key themes and
research gaps regarding the use of Twitter/X in political marketing (e.g., candidate
strategies, agenda-setting, mobilization, and discourse quality) and commercial
marketing (e.g., message design, engagement, and business impacts); (2) compare
dominant methodologies from digital trace data to experimental and quasi
experimental designs; and (3) propose a future research agenda post-rebrand that
accounts for changes in platform architecture, regulations, and cross-national user
behaviors. By doing so, this review provides a timely synthesis relevant to both
academics and practitioners seeking to understand the effectiveness, limitations, and

ethical implications of Twitter/X as a tool for political and commercial marketing.

2. Literature Review

Twitter, which rebranded as X in 2023, has become a significant platform for
both political and commercial marketing due to its unique features that facilitate real
time communication and audience engagement. In the political context, scholars
note that Twitter has transformed campaigning strategies by enabling direct
interaction with voters, enhancing agenda-setting, and shaping political discourse
(Larsson, 2016). Moreover, the platform’s interactive architecture, such as hashtags

and mentions, has allowed political actors to amplify messages and mobilize support

rapidly (Kreiss, 2016).
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From a commercial perspective, Twitter/X has been recognized as an
effective medium for fostering customer engagement and brand loyalty. Research
indicates that message design, emotional tone, and the use of multimedia
significantly affect consumer responses and online engagement (Pentina et al., 2018).
In addition, studies show that brand conversations on Twitter contribute not only
to online interactions but also to offline consumer behaviors, such as purchase
intentions and store visits (T'simonis & Dimitriadis, 2019). More recently, attention
has shifted to how platform reconfigurations and algorithmic changes alter
marketing effectiveness, making it critical to reassess Twitter/X’s role in digital
strategies (Kaplan et al., 2010).

Taken together, prior research underscores the dual function of Twitter/X as
both a political communication channel and a commercial marketing tool. However,
findings remain fragmented, highlighting the need for a systematic literature review
that synthesizes cross-domain insights and provides direction for future

investigations.

3. Methods

This study employs a systematic literature review (SLR) approach to analyze
and synthesize existing research on the use of Twitter/X in political and commercial
marketing. The review focuses on peer-reviewed journal articles and conference
papers published between 2021 and 2023 to ensure that the findings reflect the most
recent developments in the platform’s transformation and its role in digital

communication strategies. The method includes three main stages: planning,
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conducting, and reporting. In the planning stage, the research questions were
formulated to guide the review toward identifying key themes, methodological
approaches, and research gaps. During the conducting stage, a structured search was
performed across major academic databases using relevant keywords such as
“Twitter marketing,” “political communication,” “digital engagement,” and
“Twitter/X branding.”

Articles were screened based on predefined inclusion and exclusion criteria,
focusing on studies that provided empirical evidence or conceptual insights into
political campaigning, agenda-setting, consumer engagement, and commercial
outcomes. The selected studies were then coded and categorized to capture recurring
themes, methodological trends, and emerging debates. Finally, in the reporting stage,
the findings were synthesized to highlight the dual role of Twitter/X as a tool for
political and commercial marketing, as well as to propose a future research agenda
that addresses the evolving features of the platform, its monetization strategies, and

global user behaviors.

4. Results and Discussion

The findings of this systematic review indicate that Twitter/X continues to
serve as a pivotal platform in both political and commercial marketing, though its
effectiveness is highly contingent upon message design, platform dynamics, and user
interaction. In the political sphere, studies reveal that Twitter has been instrumental
in shaping public discourse and mobilizing voters, with hashtags and symbolic cues

enabling campaigns to amplify visibility and foster real-time engagement (Stier et al.,
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2022). Recent research further suggests that algorithmic amplification on Twitter/X
influences agenda-setting by prioritizing certain issues, thereby extending the reach
of political communication beyond traditional media channels (Rauchfleisch &
Kaiser, 2021).

On the commercial side, Twitter/X has demonstrated strong potential in
enhancing consumer engagement and brand awareness, particularly when companies
leverage interactivity and emotional resonance in their messaging (Liu et al., 2021).
The integration of visuals, multimedia, and personalized tone has been shown to
significantly increase user interactions, translating online engagement into
measurable business outcomes such as purchase intentions and offline store visits
(Alalwan, 2022). However, challenges remain: studies point out that frequent
changes to platform features and advertising policies, particularly after the
rebranding to X, have created uncertainty for marketers seeking consistent strategies
(Rauschnabel et al., 2022).

Overall, the discussion highlights that while Twitter/X serves dual roles
facilitating political communication and driving commercial value it also raises
questions about long-term sustainability, ethical concerns, and the implications of
platform governance. The review underscores the need for future research to
investigate how evolving platform architectures, shifting regulatory environments,
and global variations in user behavior will reshape the efficacy of Twitter/X in both

political and commercial domains.
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5. Conclusion

This study highlights that Twitter, now rebranded as X, continues to play a
dual role as both a political communication channel and a commercial marketing
tool. In the political domain, the platform enables agenda setting, voter mobilization,
and the amplification of political discourse through interactive features such as
hashtags, mentions, and algorithmic visibility. In the commercial context, Twitter/X
supports customer engagement, brand awareness, and even offline consumer
behaviors when message design and interactivity are effectively employed. However,
the review also underscores several challenges, including shifting platform features,
monetization strategies, and regulatory changes, which create uncertainty for both
political actors and marketers.

Opverall, the synthesis of recent studies from 2021 to 2023 reveals that while
Twitter/X holds strong potential for enhancing engagement and outcomes across
domains, its long-term effectiveness depends on how users, organizations, and
policymakers adapt to the evolving platform ecosystem. Future research should
therefore focus on the implications of the rebrand, the impact of algorithmic
governance, and cross cultural user behaviors to provide a deeper understanding of

how Twitter/X will shape political and commercial marketing in the years ahead.

19 | Global Journal of Online Marketing



Makkatul Mukarramah

References

Alalwan, A. A. (2022). Investigating the impact of social media advertising features
on customer engagement: Empirical analysis in the context of Twitter. Journal
of Retailing and Consumer Services, 64, 102778.

Bossetta, M. (2018). The digital architectures of social media: Comparing political
campaigning on Facebook, Twitter, Instagram, and Snapchat. Political
Commmunication, 35(1), 21-24.

Bruns, A., & Highfield, T. (2016). Is Habermas on Twitter? Social media and the
public sphere. In A. Bruns, G. Enli, E. Skogerbo, A. O. Larsson, & C.
Christensen (Eds.), The Routledge companion to social media and politics (pp. 56—73).
Routledge.

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, ., Filieri, R., Jacobson, ., ...
& Wang, Y. (2021). Setting the future of digital and social media marketing
research: Perspectives and research propositions. International Jonrnal of
Information Management, 59, 102168.

Enli, G. (2017). Mediated authenticity: How the media constructs reality. Peter Lang.

Han, X., & Peng, S. (2019). The influence of tweet form on user engagement on
Twitter. Journal of Marketing Development and Competitiveness, 13(3), 10—-18.
Jungherr, A. (2016). Twitter use in election campaigns: A systematic literature review.

Journal of Information Technology & Politics, 13(1), 72-91.
Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and

opportunities of social media. Business Horizons, 53(1), 59—68.

120



Kreiss, D. (2016). Seizing the moment: The presidential campaigns’ use of Twitter
during the 2012 electoral cycle. New Media & Society, 18(8), 1473—1490.
Larsson, A. O. (2016). Online, all the time? A quantitative assessment of the

permanent campaign on Facebook. New Media & Society, 18(2), 274—-292.

Liadeli, G., Jarvinen, J., & Karjaluoto, H. (2023). The effects of brands’ owned social
media on consumer engagement: A meta-analysis. Journal of Interactive
Marketing, 62, 1-23.

Liu, X., Shin, H., & Burns, A. C. (2021). Examining the impact of luxury brand's
social media marketing on customer engagement: Using big data analytics and
natural language processing. Journal of Business Research, 125, 815-826.

Pentina, I., Guilloux, V., & Micu, A. C. (2018). Exploring social media engagement
behaviors in the context of luxury brands. Journal of Business Research, 89, 405—
411.

Rauschnabel, P. A., Babin, B. J., Tom Dieck, M. C., Krey, N., & Jung, T. (2022).
What is XR? Towards a framework for augmented and virtual reality.
Computers in Human Bebhavior, 133, 107289.

Rauchfleisch, A., & Kaiser, J. (2021). The false positive problem of automatic bot
detection in social science research. PLLOS ONE, 75(10), ¢0241045.

Reuters. (2023, July 24). Twitter rebrands to X. Reuters. Retrieved from

https://www.reuters.com

Stier, S., Bleier, A., Lietz, H., & Strohmaier, M. (2022). Election campaigning on
social media: Politicians, audiences, and the mediation of political

communication on Twitter. Political Commmunication, 39(2), 165—188.

21| Global Journal of Online Marketing


https://www.reuters.com/

Makkatul Mukarramah

Tsimonis, G., & Dimitriadis, S. (2019). Brand strategies in social media. Marketing
Intelligence & Planning, 37(5), 508—524.

Weinandy, T. J., Hill, A. J., & Kwon, E. (2023). Twitter-patter: How social media
drives foot traffic to retail stores. Journal of Retailing and Consumer Services, 71,

103184.

|22



