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Abstract 
 
Social Media, today, is one of the ‘best opportunities available’ to a brand to connect 
with prospective consumers. Social media is basically a medium to socialize. The social 
media platform like Facebook, YouTube, Twitter etc. win the trust of consumers by 
connecting with them at a deeper level. Social media marketing is the new mantra for 
several brands since the last couple of years. Marketers are taking note of many 
different social media opportunities and beginning to implement new social media 
programmes at a higher rate than ever before. Social media marketing and the 
businesses that utilize it have become more sophisticated. A company cannot afford to 
have no presence on the social channels if the competitor is gaining influence with its 
products and services. The explosion of social media phenomenon is unbelievable and 
the pace at which it is growing is maddening. Global companies have recognized social 
media marketing as a potential marketing platform, utilized them with innovations to 
power their advertising campaign with social media marketing. 

 
This paper discusses about the concepts of social media and social media marketing 
and other aspects like the growth and benefits, role and relevance of social media in 
marketing, social media marketing strategies. It also presents an overview on social 
media marketing in India. 
 
Key words: Social Media, Social Media Marketing (SMM), Social Channels. 

Meaning, Definition & Theoretical Background  

The meaning of the term ‘social media’ can be derived from two words which 
constitute it. Media generally refers to advertising and the communication of ideas or 
information through publications/channels. Social implies the interaction of 
individuals within a group or community.Taken together, social media simply refers to 
communication/publication platforms which are generated and sustained by the 
interpersonal interaction of individuals through the specific medium or tool. 
Wikipedia has a general definition of the term: Social Media is the democratization of 
information, transforming people from content readers into content publishers. It is 
the shift from a broadcast mechanism to a many-to-many model, rooted in 
conversations between authors, people, and peers Social media uses the “wisdom of 
crowds” to connect information in a collaborative manner 

 
Social media can take many different forms, including Internet forums, message 
boards, weblogs, wikis, podcasts, pictures, and video. 
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What is Social Media? 

 
There are many definitions of social media but, at its core, social media uses Internet-
based technologies that facilitate the creation and exchange of user-generated content. 
Social media refers to Web sites that permit people to interact with the site and with 
each other using simple interfaces. At the time of publication, Facebook, qq.com, 
Twitter and YouTube are among the most popular social media sites. 
 
Social media refers to the information that people share on those sites, 
including status updates, image and video comments, responses to blogs and 
forums, and any other individual contributions to the online space. This 
information reflects naturally occurring conversations among people who may 
or may not personally know each other. 

 
Sites like Face book, Twitter, LinkedIn are influencing the way users establish, 
maintain and cultivate a range of social relationships, from close friendships to casual 
acquaintances. Consumers today want to be more informed about products before 
they make the purchase. Most importantly, social networks are extremely capable of 
informing and influencing purchase decisions, as many users now trust their peer 
opinions more than the marketing strategists. Customers now have the power to talk 
back at the brand and broadcast their opinions of the brand. 

 

Therefore, marketers have no choice but to treat them differently and with greater 
respect 

 

Literature Review: 

 

The purpose of this chapter is to critically review literature related to the 
theoretical concept of the topic of social media, traditional marketing channels 
and brand awareness. The literature review is to develop a theoretical 
framework for the study.  
Social media has gained a lot of popularity over the past few years and as a result of 
this popularity, other traditional Media have experienced decline in both business and 
popularity. Palmer and Lewis (2009) argued that the main stream media channels 
have faced many challenges in recent times that have led to  
closure with TV facing down turn in their profits levels. According to Forrester 
research study (2011) by Ernst.J, David M. and Cooperstein, Dernoga M, found that 
companies (brands) are gradually shifting their advertising priorities to align 
better with today's buyers Today’s buyers are tech savvy and social media 
maniacs. 
 

Facebook 

 

Facebook was launched in 2004 and has over 800 million active users (active in 
September 2011), of which 350 million users access Facebook through mobile devices. 
An average Facebook user is estimated to have at least 130 friends and is connected to 
80 community pages, groups and events. There are more than 70 languages available 
on the site. Its main use is to establish and maintain relationships in work related 
situations, in political affiliations or just among friends and families 
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(http://www.facebook.com/press/info.php?statistics). Facebook has become the 
most powerful tool for marketing today. In April 2011, the company launched a new 
service for marketers and interested creative agencies which is a form of online 
platform (Portal) that allows marketers and creative design agencies to build brand 
promotions on Facebook.  

 

Twitter 
 

Twitter was created in March 2006 by Jack Dorsey and launched that same year in 
July. Unlike Facebook where one can have friends to share different things, with 
twitter one has to get connected to the latest information on what they find 
interesting. One has to find the public stream that interests them and follow in the 
conversations. Each tweet is 140 characters in length. One can still follow the tweets 
regardless of whether they do not tweet at all, and also there is no limit as to how 
many tweets one can send within a given day. (http://twitter.com/about, 
 
Through Twitter businesses now share their information or news faster to a large 
audience online following the company, and from a strategic stand point, this has 
helped companies that uses Twitter to position their brands and also gather business 
insight through feedback to boost their market intelligence in order to accurately 
target customers with relevant services and products or enhance business 
relationships. Twitter has helped lift brands, enhance customer relationship 
marketing and also improved direct sales by reaching out directly to the engaged 
audience on the platform (http://twitter.com/about, 2012). 

 

YouTube 

 

YouTube was created in February 2005 as a video sharing website on which users 
can upload, view and share videos as an informative and inspirational to others 
across the globe. The company uses Adobe Flash Video and HTML5 technology to 
display a wide variety of user-generated video content. YouTube acts as a platform 
for distributing contents by creators and advertisers as well. Over 3 billion videos 
are viewed every day and there are more than 400 million views per day on mobile 
devices (2011). It is estimated that more than 800 million people visit YouTube 
every month to watch and share contents. (youtube.com, 2011) Just as the adage 
goes a picture is worth a thousand words, pictures have an impact in creating an 
image in the mind of a person. This has given YouTube a competitive advantage in 
online marketing; all in all more businesses are now using YouTube for their 
marketing advertising campaigns. Various companies with outstanding video 
campaigns have had their breakthroughs in this form of brand marketing, 
especially when the videos have gone viral. Most of these viral successes can be 
attributed to expertise and creativity of the brand marketer to entertain the 
audience hence making the public share the videos with others. 
 

The role of social media Networks 

 
Social media network are applications that allow users to build personal web sites 
accessible to other users for exchange of personal content and communication. 
Social media according to Palmer and Lewis can be characterized as: online 
applications, platforms and media which aim to facilitate interactions, 
collaborations and the sharing of content.  
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Fauser et al. (2011) argue that though communication is the core dimension of 
social media networks, not all platform categories are equally suitable for all 
marketing objectives because most of the platforms are not equally well suited for  
information, collaboration, and even for cultivating relationships. 

 
According to Gummesson (2002) however, it is through frequent communication 
initiated by the marketer on the interactive social networks that a long term 
friendship can be developed and maintained between the business and the customer. 
Janal (1998) on the other hand, states that the information provider (marketer) are 
the ones creating their own communities with their social network constructs, hence 
staffers and vocal members of these constructs lead discussion.  

 
However, the dilemma facing companies planning to interact with social networks 
is how to control communication environment within the network, in an effort to 
make sure that their brand image is protected. Palmer and Lewis (2009) therefore 
conclude that a true social network should give members a feeling, a sense of 
ownership of the community and if that is not perceived there is potential for 
network members to be resentful. Therefore for companies to be successful in 
using social technologies, the first step would be to prepare and align internal 
roles, processes, policies with the business objectives. 
 
Marketing through Social Media 

Chaffey et al. (2003) describe internet marketing as the application of the 
Internet and related digital technologies to achieve marketing objectives . These 
marketing objectives can be realized by use of social media  
networks which is a subset of internet application. Social media networking 
platforms serve as a tool for marketers. This implies that  
Facebook, twitter etc. are means of accomplishing marketing strategies through the 
internet. It is therefore imperative for marketers to find suitable platforms to suite 
their marketing objectives. A good marketing objective enables marketers to acquire 
new customers, while retaining the already existing ones through customer 
satisfaction. 

 
Chaffey et al. (2004) further outline 3 points on how the internet can be used to 
achieve the processes: 

 
 Identifying how the internet can be used for marketing research to find out 

customers‟ needs and wants   
 Anticipating the online revenue contribution  

 
 Customer satisfaction through electronic channel; satisfaction here refers to 

the site easy usability, adequate performance, and identifying what the 
standard associated customer service is.  

 
 
On the other hand Gay et al. (2007) are quick to point out some major weakness that 
online marketing face. The first problem is that cultural and language differences 
may present difficulties in information gathering across national boundaries. 
Secondly, it can be difficult to guarantee that the person responding is the person the 
marketer thinks they are : 
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Growth of social media marketing:  
 75% have a company page on a social networking site.   

 69% post status updates or articles of interest on social media sites.   

 57% build a network through a site such as LinkedIn.   

 54% monitor feedback about the business.   

 39% maintain a blog.   

 26% tweet about areas of expertise.   

 16% use Twitter as a service channel.  

 
According to the study, different industries are adopting social media marketing at 

different rates, and while many industries have started using social media marketing 

in their efforts to reach more customers, many still have not positioned it as their top 

priority. 

Objective of Study: 
 

 To study whether social media helps consumers in buying decision making.  
 


 To study the gap between consumer expectation from Social media and its 

performance  
 

 To suggest strategies to bridge the gap between expectation and performance 
to improve its effectiveness.  

 
Scope of the Study: 

 

The scope of the study has been limited to social media marketing only.  
Only Respondents having internet access and accessing social media sites have been 
selected for this study. 

The study has been conducted in Pune city among 100 respondents only. 

Research Methodology: - 
The study is based on Descriptive Research design. 

 
Data Collection Method:- 

 

1. Primary Data:  
For the purpose of this study, Primary Data was collected from respondents 
by using Questionnaire consisting of Questions that are relevant to the 
Objective of project Work. 

 
2. Secondary Data: 
This Data is pre-collected Data and passed through the Statistical Process. The 
Secondary Data has been collected from source available viz. Books, Magazines, 
company website, search engines, etc 
 
Sampling Design: 

 

In this Study, Non-Probability Sampling Method of Convenience Sampling was 
adopted. 
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Sample Size: -. 
 
Due to time limitation, a Sample Size of 100 was decided upon. 

Tools for Data Collection:  
The research instrument used was a Structured Questionnaire. 

DATA ANALYSIS: 

1. Respondents’ access to the Internet: 

Access  Percentage 

  

  

Personal computer  

 25 

Computer at work 12 

  

Internet café 24 

  

Mobile telephone 39 

  

 

Most of the respondents access the internet through their mobile phones, followed by 

personal computers & workplace respectively. Few use the cyber café. 
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2. Hours spent on social media sites per day: 

Hours   Percentage 

  

0hr – 1hrs 13 

  

1hrs – 2hrs 36 

  

2hrs- 3hrs 30 

  

More than 3hrs 21 

  

 

As seen from the above graph, most consumers spend one or more than 3 hours on the 

social media sites. Only 13% spent less than an hour on social media sites daily. 

3. Social Media sites Accessed 

Social Media Sites Percentage 

Facebook 100 

You tube 76 

Twitter 47 

LinkedIn 59 

Blogs 26 

Others 0 
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All the respondents were using Facebook. Youtube is the second most accessed social 

media site, followed by Twitter & then LinkedIn. Very few access blogs. 

4. Reason for Using social Media Sites 

Activity Percentage 
  

a) To keep in touch with friends and family. 60% 
  

b) To meet new people. 20% 
  

c) To make professional and business contacts. 57% 
  

d) To share photos, videos, and music. 42% 

  

e) To play games. 26% 

  

f) To discover new music, books, films, and other 29% 

entertainment.  

g) To find information and share feedback about 41% 

brands and products.  

h) To promote a business or cause. 39% 

  

  

 

Most of the respondents use social media sites to keep in touch with friends & family, 

followed by sharing photos, videos & music & to find information about brands & 

products. Few of the respondents use social media for meeting new people. 
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5. Users’ Thoughts about Social Media Advertising 

Feeling Percentage 

Very Useful 27 

Somewhat Useful 38 

Indifferent 0 

Somewhat Annoying 32 

Very Annoying 3 
  

Most of the respondents found social media advertising useful to very useful. Few i.e. 

35%found it to be annoying. 

6. Customers purchasing a product based on social media advertisements. 

90% of customers have purchased a product based on an advertisement on social 

media networks. 

7. Customer Perception towards Social Media Advertising: 

 Strongly 
agree 

Slightly 
agree 

Neither Slightly 
disagree 

Strongly 
Disagree 

Social Media 
advertising is 
trustworthy 

31 28 15 18 8 

Social Media 
advertisements 
give complete 
information that I 
require about the 
product 

29 23 14 20 14 

Social media 
advertisements 
are annoying. 

11 19 13 33 24 

Social Media is 
my most 
preferred media 
for product 
advertisements 
 
 

17 22 13 27 21 

 

Most Respondents find Social Media Advertising trustworthy. However, most of them 

also find it annoying. When it comes to Social media being the most preferred media 

for product advertisements, respondents opinions were divided. 

Findings: 

 Most of the respondents access the internet through their mobile phones, followed 

by personal computers & workplace respectively. Few use the cyber café. 
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 Most consumers spend more than 1 hour on the social media sites. Only 13% 

spent less than an hour on social media sites daily. 

 Facebook is the most popular social media site, with all the respondents using it. 

YouTube is the second most accessed social media site, followed by Twitter & then 

LinkedIn. Very few access blogs. 

 Most of the respondents use social media sites to keep in touch with friends & 

family, followed by sharing photos, videos & music & to find information about 

brands & products. Few of the respondents use social media for meeting new 

people. 

 Majority of the respondents found social media advertising useful to very useful. 

Few i.e. 35% found it to be annoying. 

 90% of the respondents have purchased a product based on an advertisement on 

social media networks. 

 Most Respondents find Social Media Advertising trustworthy. However, at the 

same time, most of them also find it annoying. When it comes to Social media 

being the most preferred media for product advertisements, respondents opinions 

were divided. 

Conclusions: 

 With the advent & growth of smartphones, most people these days access social 

media sites through their smartphones compared to desktops & laptops.  

  Social media has become an integral part of people’s lives with most of them 

spending over 1-3 hours on social media sites daily. Thus marketers must dedicate 

more of their marketing budgets to social media advertising to bank on this fact. 

Social media should be included in the companies’ media mix when designing the 

advertising programme. 

 In line with global trends, here too, Facebook is the most popular social media site, 

followed by YouTube, Twitter & LinkedIn respectively. 

 The main purpose for using social media sites is to stay in touch with friends & 

family, sharing photos, videos & music. People also use social media sites to gain 

information about products. 

 Most people find Social media advertising useful. This is because they can read 

customer reviews, get complete information, post feedback & queries, and refer to 

the product page when they need to buy the product. Hence, company should 

focus on developing good product pages on Social media sites like Facebook, 

giving detailed product information & also respond to queries, grievances & 

complaints promptly. 

 As it was seen that 90% of the respondents purchased products based on social 

media advertisements, this shows that social media ads are indeed effective. 

Marketers must make good use of this fact & design & develop social media ads. 

  Most people find social media ads to be useful, though they also say they are 

annoying. Their opinions were divided on whether social media is their most 



IJRESS                 Volume 6, Issue 5 (May, 2016)             (ISSN 2249-7382) 
International Journal of Research in Economics and Social Sciences (IMPACT FACTOR – 6.225) 

                  International Journal of Research in Economics & Social Sciences 
                 Email id: editorijrim@gmail.com, http://www.euroasiapub.org 

 
  

151 

preferred media for product advertisements, with almost half of them saying it is 

their preferred media and the remaining said they prefer other media like 

television, radio, print ads & outdoor ads. Thus marketers must design the right 

media mix for their products including the right mix of the above media. 
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