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Abstract: This systematic literature review paper aims to provide a comprehensive analysis of moment marketing and its
implications for brand communication. By following a systematic approach, relevant studies were identified and
synthesized to understand the definition, key components, effectiveness, challenges, benefits, and future trends of moment
marketing. The findings highlight the significance of real-time engagement, social media reach, data analytics, and
personalized content creation in enhancing brand communication. The paper concludes with implications for marketers
and recommendations for future research.
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INTRODUCTION
1.1 Background and Context

Moment marketing has gained significant attention in recent years due to the growing influence of digital platforms and
social media. This section provides an overview of the importance of moment marketing in contemporary brand
communication and the need for a systematic literature review on this topic.

1.2 Research Objectives

The primary objective of this systematic literature review is to analyze existing research on moment marketing and
provide a comprehensive understanding of its definition, key components, effectiveness, challenges, benefits, and future
trends. This section outlines the specific research questions addressed in the review.

1.3 Methodology of the Systematic Literature Review

This section describes the methodology employed for the systematic literature review, including the search strategy, study
selection criteria, and data extraction process. It emphasizes the systematic approach used to identify and synthesize
relevant studies for analysis.

DEFINITION AND COMPONENTS OF MOMENT MARKETING
2.1 Definition of Moment Marketing

Moment marketing is characterized by its real-time nature and the ability to leverage timely events, trends, or cultural
moments to engage with the target audience. This section explores various definitions provided by scholars and industry
experts. According to Kaplan and Haenlein (2011), moment marketing refers to the practice of leveraging timely
opportunities to deliver relevant brand messages.

2.2 Key Components of Moment Marketing

Moment marketing comprises several key components that enable effective brand communication. This section discusses
the importance of social media platforms, data analytics, customer engagement, and personalized content creation in
moment marketing strategies. Kumar and Mirchandani (2012) highlight the role of social media in real-time engagement
with the audience.

METHODOLOGY FOR STUDY SELECTION AND DATA EXTRACTION

3.1 Inclusion and Exclusion Criteria

© IARJSET This work is licensed under a Creative Commons Attribution 4.0 International License 604


https://iarjset.com/

IA R\] SET ISSN (O) 2393-8021, ISSN (P) 2394-1588

(’@ International Advanced Research Journal in Science, Engineering and Technology
ISO 3297:2007 Certified < Impact Factor 8.066 :: Peer-reviewed / Refereed journal :¢ Vol. 10, Issue 6, June 2023
DOI: 10.17148/IARJSET.2023.106101

To ensure a comprehensive review, specific inclusion and exclusion criteria were applied to select relevant studies. This
section outlines the criteria used to identify studies that focused on moment marketing and its implications for brand
communication.

3.2 Search Strategy

A systematic search strategy was employed to identify relevant literature from various databases and sources. This section
describes the search terms used and the databases searched to retrieve studies related to moment marketing.

3.3 Data Extraction Process

The data extraction process involved systematically extracting relevant information from the selected studies. This section
describes the data extraction framework used to capture key details, such as author(s), publication year, research
methodology, and key findings.

ANALYSIS OF SELECTED STUDIES
4.1 Analysis of Study Characteristics

A comprehensive analysis of the selected studies was conducted to identify common themes and patterns. This section
provides an overview of the characteristics of the included studies, such as their research design, sample size, and main
findings.

4.2 Themes and Patterns in the Literature

Based on the analysis of the selected studies, several themes and patterns emerged related to moment marketing. This
section discusses the main themes identified, including real-time engagement, social media reach, data analytics, and
personalized content creation.

EFFECTIVENESS OF MOMENT MARKETING IN BRAND COMMUNICATION
5.1 Real-Time Engagement and Brand Communication

Moment marketing has shown to be effective in enhancing brand communication through real-time engagement with the
target audience. This section discusses studies that highlight the impact of real-time messaging in capturing audience
attention and driving positive brand associations. Kaplan and Haenlein (2011) emphasize the role of timely interactions
in moment marketing campaigns.

5.2 Social Media Reach and Audience Engagement

The use of social media platforms provides brands with a broader reach and enables direct engagement with the audience.
This section reviews studies that demonstrate the effectiveness of social media in amplifying brand messages and fostering
audience engagement. Trusov, Bucklin, and Pauwels (2009) highlight the role of online social networking sites in driving
word-of-mouth marketing.

5.3 Data Analytics and Trend Analysis in Moment Marketing

Data analytics and trend analysis play a vital role in moment marketing strategies. This section examines studies that
explore the use of data analytics to identify relevant moments, create personalized content, and optimize campaign
performance. Kumar and Mirchandani (2012) emphasize the importance of leveraging data analytics to inform decision-
making in moment marketing.

5.4 Personalized Content Creation for Effective Communication

Personalized content is crucial in moment marketing to create a more meaningful connection with the audience. This
section discusses studies that highlight the benefits of tailoring brand messages to specific moments and audience
segments. Sundar, Bellur, and Oh (2015) explore the persuasive potential of personalized content in marketing
communications.
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CHALLENGES AND BENEFITS OF MOMENT MARKETING

6.1 Challenges in Implementing Moment Marketing Strategies

Moment marketing strategies also face challenges and risks that need to be addressed. This section discusses studies that
highlight the need for balancing speed and accuracy in real-time messaging, maintaining brand consistency, and managing
negative backlash. Schultz and Peltier (2013) address the challenges faced by brands in social media marketing.

6.2 Benefits and Opportunities for Brands

Despite the challenges, moment marketing offers numerous benefits and opportunities for brands. This section reviews
studies that emphasize the increased brand visibility, enhanced customer engagement, and opportunities for viral
marketing and word-of-mouth. Phelps et al. (2004) emphasize the power of electronic word-of-mouth in amplifying brand
messages.

FUTURE TRENDS IN MOMENT MARKETING
7.1 Integration of Artificial Intelligence in Moment Marketing

Artificial intelligence (Al) is expected to play a significant role in the future of moment marketing. This section explores
studies that discuss the potential of Al in automating real-time communication and personalizing brand messages.

7.2 Personalization and Automation in Real-Time Communication

The future of moment marketing lies in personalized and automated real-time communication. This section discusses
studies that highlight the use of advanced technologies to deliver personalized content to the target audience in real-time.

7.3 Augmented Reality and Virtual Reality Experiences

Augmented reality (AR) and virtual reality (VR) offer new possibilities for moment marketing. This section examines
studies that explore the use of AR and VR experiences to engage the audience and create immersive brand interactions.

7.4 Ethical Considerations in Moment Marketing

As moment marketing evolves, ethical considerations become crucial. This section reviews studies that discuss ethical
challenges and considerations associated with real-time messaging and data usage in moment marketing campaigns.

IMPLICATIONS FOR MARKETERS
8.1 Practical Insights for Marketers

Based on the findings of this systematic literature review, this section provides practical insights for marketers to
effectively implement moment marketing strategies. It highlights the importance of real-time monitoring, data-driven
decision-making, and personalized content creation.

8.2 Recommendations for Effective Moment Marketing Strategies

Drawing on the literature, this section offers recommendations for marketers to develop and execute effective moment
marketing strategies. It emphasizes the need for strategic planning, audience segmentation, and continuous adaptation to
changing trends.

CONCLUSION
9.1 Summary of Findings

This systematic literature review provides a comprehensive understanding of moment marketing by examining its
definition, key components, effectiveness, challenges, benefits, and future trends. It emphasizes the significance of real-
time engagement, social media reach, data analytics, and personalized content creation in enhancing brand
communication.

9.2 Limitations of the Study
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This section acknowledges the limitations of the systematic literature review, such as potential publication bias, limited
inclusion criteria, and the evolving nature of moment marketing strategies.

9.3 Future Research Directions

To further advance the understanding of moment marketing, this section proposes future research directions. It suggests
investigating the impact of emerging technologies, exploring cross-cultural perspectives, and examining the ethical
implications of real-time messaging.
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