[bookmark: _Toc1]Article information:
Social media marketing strategy: definition, conceptualization, taxonomy, validation, and future agenda | SpringerLinkhttps://link.springer.com/article/10.1007/s11747-020-00733-3
[bookmark: _Toc2]Article summary:
1. The article defines social media marketing strategies (SMMSs) and provides a conceptualization of the developmental process of SMMSs.
2. A taxonomy is proposed to classify SMMSs into four types according to their strategic maturity level.
3. The taxonomy is validated using information from prior empirical studies, as well as data collected from interviews and a survey among social media marketing managers.
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May be slightly imbalanced: The article presents the information in a generally reliable way, but there are minor points of consideration that could be explored further or claims that are not fully backed by appropriate evidence. Some perspectives may also be omitted, and you are encouraged to use the research topics section to explore the topic further.
[bookmark: _Toc4]Article analysis:
The article provides an in-depth analysis of social media marketing strategies (SMMSs), including a definition, conceptualization, taxonomy, validation, and future agenda. The authors have conducted extensive research on the topic, drawing on both primary and secondary sources to provide a comprehensive overview of the subject matter. The article is well-structured and clearly written, making it easy to follow the authors’ arguments. 
The trustworthiness and reliability of the article are further strengthened by its use of valid sources for its claims and evidence for its conclusions. The authors have drawn on both prior empirical studies as well as data collected from interviews and surveys with social media marketing managers to validate their proposed taxonomy of SMMSs. This ensures that the findings presented in the article are based on reliable evidence rather than speculation or opinion. 
The only potential bias in the article could be related to its focus on social media marketing strategies from a strategic perspective rather than other perspectives such as consumer psychology or computer science which may also be relevant to understanding SMMSs more fully. However, this does not detract from the overall trustworthiness and reliability of the article since it is clear that this was not intended to be an exhaustive review but rather an exploration of SMMSs from a strategic perspective.
[bookmark: _Toc5]Topics for further research:
· Social media marketing consumer psychology
· Social media marketing computer science
· Social media marketing tactics
· Social media marketing ROI
· Social media marketing best practices
· Social media marketing trends
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