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ARTICLE INFO ABSTRACT

Key Words: Social media, social This paper aims to explore the field of social media marketing for
media marketing, businesses, businesses. Individuals use social media to stay in contact with friends,
engage, brand, social media family and communities at large. Businesses of all kinds and sizes use
platforms social media to interact with customers and promote their brand at a

relatively low cost. In today’s digital era, social media platforms have
revolutionized the way businesses engage with their target audience,
build brand awareness and promote their products and services.

The study delves into various strategies used in social media marketing
such as selecting the right platform, creating compelling content,
leveraging influencer collaborations and enhancing customer
engagement. Additionally, the paper attempts to compare the
effectiveness and impact of social media marketing with traditional
marketing methods. For this purpose, a descriptive research approach
was employed, utilizing secondary data.

The research findings provide valuable insights into the significance of
social media marketing as a powerful tool for businesses, especially
micro and small enterprises to reach and engage with their customers.
By embracing the power of social media marketing, businesses can
effectively reach their target audience and stay competitive in this
digital age.
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Introduction

Social media marketing is a form of digital marketing
that utilizes various social media platforms to achieve
marketing and branding objectives. In today’s world
here everything is online and easily accessible on the
internet, social media marketing has gained tremen-
dous popularity among various businesses and com-
panies. It is also commonly known as E-marketing.
Companies leverage social media to connect with
the general public, current and potential customers,
employees, bloggers and other stakeholders.

Social Media Marketing holds significant impor-
tance as it fosters engagement between buyers and
customers. It serves as a powerful tool for businesses
to reach a wide range and diverse types of customers.
Additionally, it offers an easy and convenient method
to connect with current customers, potential consum-
ers and the broader public.

The term “social media” encompasses websites
and applications that focus on communication, inter-
action, content-sharing and collaboration. In today’s
times, people rely on social media to stay in contact
with friends, family and communities at large, while
businesses use it to promote and market their products
or services. Social media platforms have become inte-
gral to the marketing efforts of individuals and busi-
nesses of all sizes.

Traditional marketing standard encompass all
activities undertaken to promote the buying and sell-
ing of goods and services. It involves employing various
ways and methods to attract consumers to a particular
brand’s product or service. This marketing approach
includes the 4P’s: Product, Price, Place and Promotion,
a framework provided by E. Jerome McCarthy.
Organizations and businesses effectively implement
their marketing strategies by utilizing the right combi-
nation of these variables.

Information technology has advanced and
brought significant changes in today’s world and
society. Initially the internet served as a means for
exchanging information and ideas but in recent times
it has evolved into a multidisciplinary tool for various
activities. From young children to the elderly almost
everyone owns a phone or computer, and the easy
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availability of the internet, has transformed communi-
cation and interaction. The advent of the internet and
social media platforms has revolutionized the way we
connect and interact with others.

Literature Review

Dr. S.A Shamsudeen and P. Ganeshbabu (2018) pre-
sented a paper that highlighted various issues related
to digital marketing. The study emphasized the sig-
nificance of social media marketing, which allows
businesses to engage customers and internet users
by encouraging them to post user-generated content
instead of relying solely on marketer-prepared adver-
tising copy.

According to the article, establishing connections
with users and seamlessly integrating all systems with
the digital platform are crucial aspects of successful
digital marketing. Companies are advised to design
an effective platform to harness the potential of digital
marketing more efficiently.

Another study conducted by Bala Devi (2018)
investigated the effectiveness of social media as a
marketing tool with specific focus on the district
Pathanamthitta. The findings revealed that most of
the respondents acknowledged the lower prices com-
pared to direct marketing when using social media as
a buying tool. An impressive 77% of the respondents
from the sample, recommended social media as an
effective tool for purchasing products.

Gil, Lauren, Rhonda and Andrew (2019) high-
lighted two aspect of the current social media land-
scape. First they discussed the platforms that provide
the business models and technologies comprising the
industry and ecosystem. Second they explored how
various organizations and individuals use these tech-
nologies for different purposes. The paper presented
nine themes related to the future of social media,
incorporating their own insights, views from current
research and opinions from industry experts regarding
the future of social media marketing.

A study by Nilsson (2023) aimed to establish a
theoretical perspective on the development of compo-
nents and vital elements aligned with the need of cus-
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tomers. It utilized key elements of marketing models
to clarify decisions made in the marketing process.
One of the critical functions of marketing management
is to enhance the marketing activities of a company/
business, encompassing performance, planning, orga-
nizing, directing, controlling and facilitating the entire
process of buying and selling.

The paper concluded that marketing management
identifies market opportunities and applies appropri-
ate policies to capitalize on them. While the concept of
marketing may seem straightforward, its implementa-
tion is challenging and demanding. The study suggested
that if a company can identify the needs, requirements
and preferences of its customers through its marketing
activities, it can achieve its goals more rapidly.

Yatish, Weng, Khyati and Satish (2023) provided
insights on social media influencer marketing in their
article. With the growing dominance of social media
influencers in consumer decision-making, the study tried
to provide a comprehensive overview of methods, theo-
ries and themes through a structured review of articles.

The study found that consumers are indirectly
influenced by brands through influencers. Brands
should carefully engage with influencers who possess
expertise, credibility, attractiveness, interactivity and are
a good fit for their products. Moreover, the study empha-
sized that the content created by influencers should be
authentic, informative, transparent, and original as it
significantly impacts consumer reactions. Special atten-
tion is required from influencers regarding parental
opinion when promoting brands to kids and youth.

Kalpana and Ranjeeta (2022) assert that social
media platform create opportunities for existing and
upcoming business ventures. These platforms serves as
a podium for potential entrepreneurs to establish their
business and develop their skills. The paper focused on
examining how social media empowers women in a
cultural context like India. It also studied the impact of
digital marketing on women entrepreneur during the
Covid-19 pandemic period.

The study revealed that the Covid-19 pandemic
had an adverse effect on businesses owned by women
entrepreneurs, leading to a decline in their sales.
However it provided an opportunity for women entre-
preneurs to adopt social media marketing and identify
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potential customers. Through social media they were
able to connect with their customers, ultimately boost-
ing their business. Social media allowed them to share
information about their products and services and
receive immediate feedback in return.

Objectives of the Study:

o To study social media marketing and the various
strategies that businesses can implement.

o To observe the effectiveness and impact of social
media marketing over traditional methods of mar-
keting.

Research Methodology

A descriptive research was conducted on social media
marketing. Secondary data was collected with the help
of journals, books, reports, newspapers etc.

Social Media Marketing

The rise of social media has fundamentally changed
the traditional marketing outlook. The capacity to pre-
cisely target specific demographics and track consumer
behavior, has made social media marketing an import-
ant aspect of any comprehensive marketing strategy.
It has emerged as an influential tool that allows busi-
nesses to directly interact and engage with consumers,
consequently building brand awareness.

The rapid growth of social media platforms in
recent years has also reshaped the way businesses
market their goods and services. Social media plat-
forms like Instagram, Facebook, You-Tube, LinkedIn,
Twitter etc., have become integral parts of people’s lives.
With the increasing popularity of these social media
platforms, businesses can now reach a large number of
people at a relatively low cost.

The most significant advantage of using social
media marketing is its ability to directly interact and
engage with customers. As a result, promoting businesses
through social media has become essential. Through
these platforms businesses can listen to client feedback,
respond to queries and address concerns in real-time,
fostering trust and building a loyal customer base.
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Various strategies that can be implemented by busi-
nesses to refine social media marketing are:

o Define your Objective/Aim — There should be
proper set of goals regarding our social media
marketing efforts. Specify areas such as increas-
ing brand awareness, generating leads or boosting
sales.

o Identify the target audience - Identify the target
audience and understand what they are looking
for or require. Gain insights into their demograph-
ics, interests, and behaviors and then produce
content accordingly.

o Updated Website — Always keep the website of the
brand/business streamlined. It should be user-
friendly, smooth and easy to navigate for the audi-
ence.

«  Opting for the right platform — Choose the correct
platform for marketing your business. Focus your
efforts on the platform that your audience uses
the most and ensure it aligns with the product or
service you want to promote. Utilize social media
platforms such as Instagram, Facebook, Twitter,
LinkedIn, Pinterest etc. to boost your business.

o  Create good content - Sharing information or mar-
keting with the help of good content is essential.
Develop a content strategy to target the audience
with content that builds interest in the product or
business. Design valuable content that aligns with
the brand and resonates with the audience. Use var-
ious formats such as pictures, videos, articles, blog
post, live streams etc., to enhance your content.

»  Consistency — Publish content continually on the
respective social media account to engage the fol-
lowers and maintain visibility.

o  Paid Advertising- Run paid ad campaigns on social
media platform to reach a wider audience. These
ads direct traffic to relevant account, introducing
the brand to new potential customers.

« Interact with the followers — Social media users like
to interact with brands. Engage with your audience
through live streaming, relevant hashtags, starting
new trends, creating applicable groups, etc. This

Year 2024, Volume-18, Issue-1 (January-June)

can expand your reach and attract new followers
interested in topics related to your brand.

o Influencer marketing or partnership - Since
today’s generation relies on social media for infor-
mation, reach out to influencers or industry expert
for collaborations. Social media influencers bring
their perspective and uniqueness to create content
that gives followers a different experience. Their
endorsements or sponsored content can increase
brand visibility and credibility. Collaborate with
the influencers who have significant followers and
relevance to your brand. For example, a food blog-
ger/chef can be used to market new food items or
new restaurants, while a fashion influencer could
promote clothing or skincare products.

o Analytics and Tracking — Use logical tools to mea-
sure the effectiveness of social media performance
provided by social media platforms or third party
services. Track metrics like engagement, reach,
impressions, response rate and time, conversion
rate etc., to assess your marketing efforts.

o Cross Promotion - Cross promote your business
and brand on different channels by providing
links in social media.

Effectiveness of Social Media Marketing
Over Traditional Methods of Marketing

Cost-Effective - Social media marketing is more
cost-effective than traditional methods of marketing
because it can target a specific audience based on their
interests, location and other demographics. Creating
a profile on social media platforms is mostly free, and
any paid promotions are relatively cheap compared to
other marketing methods. This approach helps reach a
larger audience at a lower cost and with greater flexibil-
ity. As of June 2023, there are 4.9 billion social media
users worldwide making it a significant platform for
businesses to leverage. On the other hand traditional
methods like television and print ads, may not be
cost-effective as they are not targeted toward a partic-
ular audience. These ads are typically seen by a broad
audience, some of whom may not be the interested in
the specific product or brand being advertised.
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Customer Engagement - Social media allows
businesses to interact with their audience in real time.
By gathering responses, feedback and solving queries/
complaints, businesses can build a positive brand
image. Customers tend to trust a brand more when
they see engagement and responsiveness on social
media. Additionally, social media platforms offer inter-
active features such as going live, quizzes, polls etc.,
which help businesses connect with the audience and
gather more information and reactions.

Traditional methods of marketing cannot be as
interactive as social media marketing and it often takes
more time and money to build trust and reputation
through traditional channels.

Measurable Results — Social media marketing
efforts can be measured using social media metrics
such as reach, impressions, engagement rate, video
views etc. By keeping track of these results, businesses
can assess the effectiveness of their strategies. This
enables them to identify successful approaches and
make improvements to strategies that are not yielding
the desired results.

In contrast, traditional methods of marketing do
not provide such a quick system of tracking and mea-
suring results, making it more challenging to gauge the
impact of their marketing campaigns.

Brand Awareness - In todays world a signifi-
cant number of people use social media platform. As
of June 2023, there are 4.9 billion social media users
worldwide, with India ranking second with 755.47 mil-
lion social media users. Social media platforms offer an
effective means for people to learn about products and
services. By posting high quality content, businesses
can attract and engage their target audience. The vast
reach of social media helps create brand awareness
widely and promptly, outperforming traditional mar-
keting methods in terms of spreading brand visibility.

Better customer service — Social media helps to
attain marketplace insights. It helps to know the cus-
tomer needs, requirements and opinion which oth-
erwise would not be possible. It assists in interacting
with the customers on one to one basis. Businesses can
make use of the comments and responses along with
being aware of customer interest and opinion. With all
the input and complaints, one can make the necessary
changes and act upon accordingly and immediately.
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Conclusion

Social media marketing has proven to be a powerful
tool for attracting, engaging and reaching customers.
As social media is an integral part of today’s genera-
tion, it has become easier to connect with customers
through various social media platforms. The evolving
nature of social media has transformed how businesses
interact with their audience, necessitating businesses
to adapt to changing industry dynamics. To keep up
with the latest trends and technologies, businesses
must embrace social media marketing, sharing valu-
able information and content about their products
or services, building a community of customers with
similar interest who promote the business through
word of mouth and positive comments. This in return
helps build brand loyalty and awareness. Social media
marketing’s features, including cost-effectiveness,
brand awareness, customer satisfaction and measur-
able results, have made it a convenient and effective
method of marketing.

In these digital times, it has become imperative
for any business to adopt social media marketing. By
employing proper strategies, business goals can be
achieved positively. Forming a well defined team to
implement these strategies effectively is crucial. The
primary objective should be to reach as many custom-
ers as possible, provide valuable information through
compelling content, deliver excellent customer service
and foster brand image and loyalty.

Thus, every business should enforce and use social
media marketing to reach a broader audience cost-ef-
ficiently and maximize profits. It is essential to have
a suitable strategy and technique to leverage social
media platforms for effective social media marketing.

References

Bala Devi Kunjamma S. (2018). A Study about the effec-
tiveness of social media as a marketing tool with
special reference to the district Pathanamthitta;
IJCRT, 6(1), February 2018. ISSN: 2320-2882.

Dr. S.A Shamsudeen Ibrahim and P. Ganeshbabu (2018).
A Study on the Impact of Social Media Marketing
Trends on Digital Marketing; International Journal
of Management, 6, ISSN: 2321-4643.



Gyan Management Journal

Gil Appel, Lauren Grewal, Rhonda Hadi and Andrew
T.Stephen (2019). The future of social media in
marketing; Journal of the Academy of Marketing
Science, 48, 79-95. https://doi.org/10.1007/s11747-
019-00695-8

Kalpana Kataria and Ranjeeta Phukan (2022). Social Media
and Digital Marketing of Women Entrepreneurs in
NCR. VEETHIKA-An International Interdisciplinary
Research Journal, 8(4) Oct-Dec-2022. E-ISSN: 2454-
342X.

Nilsson Rager (2023). New marketing models for devel-
oping a marketing strategy; International Journal of
Innovation in Marketing Elements, 3(1), 23-29.

Year 2024, Volume-18, Issue-1 (January-June)

Yatish Joshi, Weng Marc Lim, Khyati Jagani and Satish
Kumar (2023).Social media influencer marketing:
foundations, trends, and ways forward. Electronic
commerce research, https://doi.org/10.1007/s10660-
023-09719-z

Statista. (n.d). Social Media Marketing. Retrieved from

https://www.statista.com/topics/1538/social-media-mar-
keting/#topicOverview



