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Abstract 

No doubt, Social media marketing is a quick and very essential tool for your business which helps 

you to achieve business goals by expanding your brand visibility, reach out to customers and grow 

your business. Billions of users on any platform, from Facebook, Instagram, LinkedIn, means that 

social media provides direct access to a lot of consumers to connect with your target audience 

directly. But not only is this method efficient and cost effective, delivering often above average 

returns when compared to conventional marketing channels, it also facilitates real time interaction 

and feedback on the part of the customer, establishing trust and loyalty to the brand. Targeted 

advertising and insights help businesses pinpoint customers, then reach and speak to them in a way 

suited to their preferences and behaviors. Furthermore, social media helps companies to monitor 

how well their products are doing through metrics like how often they engage, what parts of a 

given post are received more positively by the audience or what parts are ignored, and even which 

conversions are occurring. Social media platforms offer a great deal of flexibility due to which 

they can support content ranging from videos and images to interactive stories and live stream, 

maximizing the ability of social media to engage the audience. Social Commerce and influencer 

partnerships are growing as social media marketing continues to develop and new possibilities for 

businesses to be relevant and competitive in the digital age. This paper attempts to analyze these 

dynamics based on the multifaceted benefits and effectiveness of social media marketing for 

businesses today. 
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Introduction 

With the ability to instantly thrive on social media marketing has changed the way businesses 

connect with consumers, becoming an essential part of the modern marketing strategy. This is such 

because it allows for reach, engagement opportunities and data insight. With billions of users 

active in platforms such as Facebook, Instagram, Twitter, LinkedIn, businesses can reach varied 

demographics, offering them direct access to the audience of their choice including tailor the 

messaging for their intended target audience or increase the brand visibility like never before. 

Social media marketing is effective because it is cheap. Social platforms are unlike traditional 

marketing channels like TV or print media, as they are much less expensive to utilise to gain 

potential market. Startups and large corporations can create free profiles to help generate free 

organic content for growing brand awareness without spending a large budget. And there are also 

paid advertising options which are also scalable and so businesses can spend money within their 

budget to achieve exemplary results. Ads on news websites can be cheap and attractive because 

companies can placement can be cheap and appeal to interested customers through targeting users 

based on location, interests, and online behavior. 

Another important advantage of social media marketing is connect directly with the consumers. 

Instantly Brands can address questions, provide support and respond to feedback, delivering even 

the most critical messages to the public. It is two way communication that allows businesses to 

align with their customer and hence develop a strong and trusted relationship that directly benefits 

the customer loyalty and retention. Social media is also real time which actually helps brands stay 

relevant with live comments, live feeds, live updates on the events, trends, or cultural 

conversations and works towards making the brand image human.Using social media has great 

data value that helps businesses to understand how users behave, to improve strategies and to 

evaluate ROI. Detailed analytics tools provide engagement rate, conversion tracking and more to 

help brands know for sure what works and what doesn’t, which can help inform future campaigns. 

Social media marketing provides businesses with the opportunity to test, adjust and target with an 

essentially customer driven, responsive approach that is often lacking in traditional marketing. 

Importance of Social Media for Modern Businesses 
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Social media is an indispensable part of businesses today that have transformed the way businesses 

engage with customers and grow their business. Billions of users logged in to Facebook, Instagram, 

LinkedIn and Twitter every day means businesses have more opportunities than ever before to 

bring the brand that much further in front of their target audience for much less than traditional 

marketing. Companies use social media to connect with customers in real time, and thus industries 

can achieve direct communication and groom them with customer relationships. By not only 

humanizing brands with this immediate interaction, but also creating trust and elements of loyalty, 

this is proving to be a huge factor in long term success. Beyond that, social media's analytical rich 

is a goldmine of the insights of consumers' behavior and preferred; businesses can use this to 

modify their marketing strategies thus achieving optimization of their content thus improving the 

customer experience. Using data allows companies to make decisions and put their efforts where 

they will have the biggest impact on the audience, pivoting at the speed of trends and feedback. 

Furthermore, social media is a place for creative, visually exciting content that is shareable, and 

you get organic reach from user generated content and word of mouth marketing. These 

capabilities alone for businesses create the capability to drive brand growth, generate sales, and 

ultimately give companies a competitive edge in a rapidly digitizing world that has made social 

media a necessity, not an option, for any comprehensive marketing strategy. 

Key Elements of Effective Social Media Marketing 

Effective social media marketing involves several key elements that work together to boost a 

brand's online presence, engage target audiences, and achieve business objectives. Here are the 

essential components: 

1. Clear Goals and Objectives 

 Defining specific, measurable, achievable, relevant, and time-bound (SMART) goals is 

critical for social media success. Whether the goal is to increase brand awareness, drive 

website traffic, or boost conversions, having clear objectives guides strategy and helps 

measure progress. 

2. Audience Targeting and Segmentation 
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 Understanding the target audience is essential for creating relevant content. Social media 

platforms allow for detailed targeting based on demographics, interests, behaviors, and 

even location. Segmenting audiences enables personalized messaging, increasing the 

likelihood of engagement and conversions. 

3. Content Strategy and Consistency 

 Effective social media marketing relies on a well-planned content strategy, which includes 

the types of content (images, videos, articles), themes, and posting frequency. Consistent, 

high-quality content that aligns with brand values helps maintain audience interest and 

establishes a reliable online presence. 

4. Engagement and Community Building 

 Social media is about building relationships, not just broadcasting messages. Brands should 

actively engage with their followers by responding to comments, sharing user-generated 

content, and creating interactive posts like polls or Q&As. This fosters a loyal community 

and encourages authentic connections with the brand. 

5. Use of Paid Advertising 

 While organic reach is valuable, paid advertising on social media can amplify results. 

Sponsored posts, boosted content, and targeted ads increase brand visibility among new 

audiences. Paid ads allow businesses to reach specific demographics and measure 

campaign effectiveness in real time. 

6. Influencer Partnerships and Collaboration 

 Partnering with influencers who resonate with the target audience can increase brand 

credibility and exposure. Influencers can promote products authentically, often yielding 

higher engagement rates and helping brands reach wider or niche audiences effectively. 
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7. Data Analysis and Optimization 

 Regularly analyzing performance data is crucial to understanding what works and what 

doesn’t. Metrics like engagement rates, reach, conversions, and click-through rates provide 

insights for refining strategies, enabling businesses to focus on high-impact activities and 

improve ROI. 

8. Adaptability to Trends and Platform Features 

 Social media is ever-evolving, with trends and features constantly changing. Brands that 

adapt to new trends, such as using short-form video or interactive content, stay relevant 

and leverage the latest tools to enhance engagement. 

Each of these elements is integral to a well-rounded, effective social media marketing strategy that 

aligns with business goals and keeps the brand competitive in the digital space. 

Benefits of Social Media Marketing for Businesses 

Benefits of Social Media Marketing to Businesses include interaction with Consumers, growth in 

several fields and way making, to mention but a few. Increased brand awareness is one of the main 

advantages. Businesses can use social media platforms to reach a wide number of people to create 

visibility with both future and current customers. Regular, engaging posts make it easier for brands 

to attract new customers yet again and keep loyal customers coming back. 

Social media marketing, another major benefit, is in fact cost effective. This is unlike traditional 

advertising, where you can open up a free profile and post free content, before deciding to spend 

on paid ads which fit whatever budget you and your business have. Paid social media ads are very 

adaptable, businesses can specify demographics and interests while the returns make them costly. 

For customer engagement, however, social media provides a direct, real time interaction with the 

customer. This type of free SEO content gives businesses a chance to bond with customers through 

comments, messages, and shared content, while also addressing customer questions, responding 

to feedback, and building trust. Brand Humanization is an effort to not just rewrite marketing for 

the new paradigm but also to give brands a semblance of humanity by engaging with their users. 
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And social media marketing is also an excellent way for lead generation and conversion. 

Businesses can attract those people who actually have an interest in their content, and convert them 

into customers by sharing valuable content, special promotions, and calls to action. This enables a 

marketer to track and analyze metrics like click through rates, engagement, and conversions in 

order to target marketing efforts and refine strategy to optimize results. 

Marketing decisions are influenced by valuable data insights from social media. On these 

platforms, analytics tools help businesses to understand customer preferences and behaviors, and 

make data driven decisions. The combination of endless data and everyday consumer engagement 

makes social media a powerful and indispensable element of modern marketing, and business can 

improve their strategies, customer experience and boost business growth by continually checking 

what works and tweaking it accordingly. 

Literature Review 

Bashar, A., Ahmad, I., et al (2012). However social media has become a powerful marketing 

tool, revolutionizing the means by which business interact with customers. In addition, it allows 

companies to reach a large, diverse audience and use targeted ads and personalization to get the 

most ‘bang for their buck’ regarding outreach. It makes it easy even the smallest of businesses to 

reach potential customers from all over the world. Real time feedback, brand storytelling and direct 

communication built into social media creates stronger relationships with your customers. 

However, many companies have been able to leverage platforms such as Instagram, Facebook and 

Twitter to drive awareness of a brand name and to produce sales.  The analytics on these platforms 

can offer marketers a lot of insights about the behavior of the consumers that will help them better 

adjust their strategies. According to studies, brands that talk to their customers across social media 

have a habit of achieving higher rates of customer engagement, resulting in more loyal customers, 

better sales, and greater brand loyalty. Markets must have a well-planned way to have an effective 

bearing on the Social Media’s potential challenges like need of continuous content generation and 

risk of negative publicity. 

Adegbuyi, O. A., et al (2015). The application of social media marketing has helped Ota-

Metropolis, Nigeria based small scale business perform greatly as it has been able to reach wider 
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audiences at reduced advertising cost. If small businesses want to connect with local customers, 

build brand awareness, or just show off some products, then they need to take advantage of 

platforms like Facebook, Instagram and WhatsApp. With such exposure to digital, many business 

in Ota can now attract new customers, give them better experience with their customers, but more 

so, be able to generate sales using promotions on their promoted contents. By linking a business’ 

tweets or posts with purchases, social media can also inform them of customer preferences that are 

useful in refining offerings.  Some struggle with the need for digital skills, as well as the time 

commitment needed to keep online engagement alive and to remain relevant. There are barriers, 

but small business owners in Ota have seen their performance increase as they jump on the social 

media marketing bandwagon and it has turned out to be the most inexpensive way for growth and 

competitiveness in a fast paced digital space. 

Icha, O. (2015). I show that social media networks are very efficient means tocarry out 

organizational brand engagement and realize customer's outreach as well as market insight through 

the organizational marketing management. Organizations can not only raise brand visibility but 

also make direct, interesting associations to their crowds by joining stages like LinkedIn, 

Facebook, and Twitter. Today with social media, companies have channels to reply real time in 

case of any customer query, collect feedback & handle issues, which improves customer loyalty 

& satisfaction.  With data analytics available on these platforms, organizations can gain detailed 

insights into consumer behavior and trends and base those decisions on marketing. However, using 

traditional marketing methods it’s impossible to engage at this level and create a feedback loop as 

well. But given all of this central involvement in the online world and the attendant risks of bad 

publicity, social media networks are now indispensable resources for businesses looking to 

develop rapid, customer-driven marketing techniques that fuel brand growth and customer loyalty. 

Assaad, W., & Gómez, J. M. (2011). There are many risks using social media marketing, but it 

does offer valuable opportunities for your business. This is a big deal because it reaches 

everywhere and everyone and it’s affordable for brands to connect with millions of users around 

the world. With targeted ads and engaging content, companies can target an audience that they 

want, build brand loyalty, and receive a direct feedback. Such platforms like Instagram, Facebook, 
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even allow brands to give their personality and build a community around their product, creating 

a closer relationship with their customers. Risks Come With Social Media Marketing. The only 

way to stay relevant constantly means creating content and that takes time and creativity. If not 

managed properly, negative feedback can spread very quickly and damage that brand’s reputation. 

Data breaches, and the misuse of consumer info, will reduce trust. Despite these challenges, brands 

can take advantage of these platforms with a well worked out social media strategy that creates 

opportunities, risks, and allows for successful impactful marketing. 

Pradiptarini, C. (2011). To be successful, a social media marketing campaign also needs to 

measure its effectiveness and the correct target market. Engagement metrics, such as engagement 

rate, click through rate, conversion rate, among other are measures that help to understand how the 

social media efforts are performing.Tools like Google Analytics, Facebook Insights, and Instagram 

Analytics provide marketers access to these metrics to get crystal clear picture of audience 

interactions and how the campaign has moved the needle. Based on data like demographics, 

interest and online behaviors, businesses are able to better understand their audience and build the 

content that resonates with them.am Analytics help marketers track these metrics, offering a clear 

picture of audience interactions and the campaign’s impact.  by analyzing data such as 

demographics, interests, and online behavior, businesses can better understand their target market 

and tailor content to meet their audience's preferences. By mastering the target market, we know 

how to create personal, relevant content that speaks to and gets the attention of specific groups, 

and drives higher engagement and conversion. Together, identifying the target market and 

measuring effectiveness makes it possible for businesses to sharpen their strategies, maximize their 

marketing spend better and reach social media goals more effectively. 

Syaifullah, J., Syaifudin, et al (2012 Many MSMEs used online platforms creatively to either 

increase sales or customer loyalty, such as in the case of live session, virtual product launches, and 

customer interaction. Meanwhile, social media helped with cost effective advertising for smaller 

enterprises, struggling financially. While it comes with challenges such as rising competition and 

the requirement for digital skills, MSMEs that adapted their social media marketing strategies were 

able to mitigate losses, maintain customer connection as well as have expanded their reach, 
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indicating the power of social media marketing in mitigating losses, keeping customer connections 

and expanding their reaches in the midst of pandemic. 

DeMers, J. (2014). Businesses are discovering how social media marketing can help them and 

will find that social media marketing is an essential part of today’s marketing strategies. It 

increases awareness of the brand by engaging with people across all platforms. Secondly it enables 

targeted advertising, where specific businesses can reach specific demographics as well as acts of 

interests. Third, social media generates direct customer engagement that enables real time 

interaction and feedback. Fourth, it creates brand loyalty by getting consistent about 

communications and delivering value in the content. Fifth, social media posts lead website traffic 

by directing users to a brand’s website. It leads to increased social engagement and thus social 

search on a brand’s website, which helps to increase a brand’s online authority and improves search 

engine rankings. The seventh is that it offers cheap marketing choices and particularly to smaller 

companies. 8. Social media helps us gain great information about the customer preferences and 

behavior. That’s ninth and it also improves conversion rates with the use of personalized 

advertising. Last, it gives businesses an edge over their competitors by allowing them to adapt very 

quickly to marketnyeends and audience needs, which further reinforces social media as a 

prominent marketing item. 

Marzouk, W. G. (2016). Social media marketing is increasingly understood by organizations to 

be one of the best ways to reach and engage a digitally connected audience. Businesses regularly 

use platforms such as Facebook, Instagram and Twitter to extend brand visibility, talk to the 

customers and push sales. Social media is being used to get at the details of audience and tailor the 

content, and target specific people, extremely efficiently by Egyptian organizations. That targeted 

approach has been especially good because companies can get in touch with young, tech savvy 

Egyptians who are heavy social media users. It has been reported by many organizations that social 

media marketing has increased brand awareness, customer loyalty and conversion.  With the 

challenges of maintaining continuous content creation and managing public perception, in addition 

to navigating digital trends at breakneck speed, this is not a sustainable or predictable business 

model. However, even these challenges don’t make social media an unviable option as a marketing 
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medium for organizations in Egypt; it is a cheap, powerful yet exceptionally flexible way to 

circulate and involve with your intended crowd. 

Future Trends in Social Media Marketing 

Emerging technologies, changing consumer behaviors, and platform innovations are shaping the 

future of social media marketing, and new trends are moving businesses forward, or falling behind. 

This is one of the major trends which is becoming higher weightage to the short form video content 

and platforms such as instagram reels and youtube short is keen to support the brief and interesting 

video content which can catch the attention faster and fits with the shorter attention span audience. 

Furthermore, augmented reality (AR) and virtual reality (VR) are being deployed to social media 

to enrich experiences of interaction through virtual try-ons or immersive branded environments 

increasing user engagement and personalization. A growth trend is social commerce, where more 

platforms are facilitating smooth in app purchasing options, transforming social media channels 

into one stop shops. Now consumers can discover, explore and buy products in the app without 

leaving, and businesses can convert followers into customers more easily. 

Concurrently, artificial intelligence (AI) and machine learning are heavily contributing to the 

personalization of content, the predictive analysis, and the customer service by better converting 

chatbots into doing more proactive and forceful work associated with customer service. But 

influencer marketing is constantly changing: The trend of using 'micro-influencers' with smaller 

followings but higher engagement rates because they have a better niche and are more believable 

with their audience is very common. Additionally, data privacy and transparency also matter more; 

given that consumers are cautious in using their data, the brands are required by consumers to 

respect transparency and follow stricter data protection practices to win their trust. Brands have 

been moving towards user generated content (UGC) to encourage a sense of community and 

authenticity. This community driven content is trending. This will be in step with the growing 

tendency for brands to have a position on social and environmental issues especially on the fact 

that today’s consumers want brands with their values. Taken collectively, these trends suggest that 

social media marketing will grow to be increasingly interactive, personalized and embedded in 
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everyday life such that businesses will need to be agile, creative, and able to meet the demands 

and tastes of their audience. 

Table 1 Social Media Platforms: User Demographics, Business Impact, and Key Features 

Platform Number of 

Active Users 

(Monthly) 

Demographics Primary 

Business Impact 

Notable Features 

for Businesses 

Facebook 2.9 billion Broad, all ages, 

skewing 25–54 

Brand 

Awareness, 

Customer 

Engagement 

Ads, Groups, 

Marketplace, 

Live Streaming 

Instagram 2 billion Primarily 18–34, 

visually-oriented 

users 

Brand Building, 

Product 

Showcasing, 

Influencer 

Marketing 

Stories, Reels, 

Shopping, 

Influencer 

Partnerships 

LinkedIn 930 million Professionals, 

B2B, 25–55 

B2B 

Networking, 

Recruitment, 

Thought 

Leadership 

Job Listings, 

Articles, 

Professional 

Groups 

Twitter (X) 450 million Diverse, skewed 

to 18–49 

Real-Time 

Engagement, 

Customer 

Support, PR 

Threads, 

Hashtags, 

Spaces, Polls 

YouTube 2.5 billion All ages, broad 

appeal 

Long-form 

Content, 

Tutorials, Brand 

Loyalty 

Ads, Channels, 

Community Tab, 

Live Streaming 

Pinterest 465 million Predominantly 

female, 18–45 

Product 

Discovery, 

Visual Branding 

Pins, Boards, 

Shopping, 

Visual Search 

Snapchat 530 million Mostly Gen Z Brand 

Awareness, 

Real-Time 

Engagement 

Stories, AR 

Filters, 

Location-Based 

Ads 

WhatsApp 2 billion Global, broad 

usage 

Customer 

Service, Direct 

Communication 

Business 

Accounts, 

Catalogs, Direct 

Messaging 
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Reddit 430 million Diverse, interest-

based 

communities 

Community 

Engagement, 

Market Research 

Subreddits, 

AMAs, Voting, 

Community Ads 

Source: Source: Own processing based on https://www.statista.com/statistics/278414/number-of-

worldwide-socialnetwork-users/ 

Social media key parameters table containing monthly active users, primary demographics, 

business impact and notable utilities for the business. The platforms are used by each user 

constituency population with each providing different features for a set of marketing objectives. 

Facebook has 2.9 billion active users and easily reaches age 25-54, audiences ideal for awareness 

and consumer engagement. Space on Facebook offers a variety of such tools such as Ads, Groups, 

Marketplace and Live Streaming, which allow for brands to directly interact with consumers for 

promoting products and creating community through interactive groups. 

The active users are primarily young and visually interested while aged 18-34, and there are 2 

billion users. Brands that understand this use it predominantly for brand building, product 

showcasing, and influencer marketing. Instagram has championed visual and creative content; 

from stories, to reels, shopping, to influencers partnerships, it's a natural choice for brands trying 

to promote products and be interactive with customers through engaging content. 

With 930 million users who value B2B networking, recruitment and thought leadership, LinkedIn 

is a platform of choice for professionals. Companies widely use the platform for job listings, 

publishing industry insights and joining professional groups, thereby providing brands a 

meaningful space to position themselves as authority and engage with business groups. 

Twitter (X) was founded by Chris Bender and Evan Winslow; and has 450 million users aged 18 

to 49 years old who frequently engage in real time. That being said, it’s an excellent platform for 

customer support and PR, because brands can make Threads, Hashtags, Spaces, and Polls to enter 

conversations about hacks, share news of deals or add new products, and respond to customer 

queries very quickly. 

Long-form content, tutorials, and brand loyalty go nicely with YouTube, with 2.5 billion users of 

all ages. Advertisers, Channels, Community Tabs and Live Streaming help businesses add robust, 
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detailed, value added content such as product demos, tutorials, or branded series, to help develop 

audience connection. 

The audience for Pinterest is predominantly female and 18-45 years old and as such, is powered 

by product discovery and visual branding. Brands have features such as, Pins, Boards, Shopping, 

and Visual Search, to promote products visually and appeal to users in an exploration phase. 

For brand awareness the younger Gen Z audience are key and Snapchat (530 million users) is 

effective. Stories of the real world, AR Filters, and Location Based Ads are a powerful way for 

brands to interact with users through immersive, interactive experiences. 

With significant user bases, WhatsApp and Reddit support customer service, customer 

communication, and community engagement, giving businesses a means of using customer 

interaction as a focus or market research. 

 

 

Table 2 Key Social Media Marketing Metrics and Benchmarks 

Metric Platform Industry 

Average 

High-

Performance 

Benchmark 

Description 

Monthly Active 

Users 

Facebook 2.9 billion - Total reach 

potential 

Engagement Rate 

(%) 

Instagram 6% 10% User interaction 

rate 

Click-Through 

Rate (CTR) 

Facebook Ads 1.5% 3% Ad clicks relative 

to views 

Cost per Click 

(CPC) 

Instagram Ads $1.20 $0.90 Average ad cost 

per click 

Conversion Rate 

(%) 

LinkedIn Ads 1.1% 2.5% Percentage of 

users converting 

from ads 
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Follower Growth 

Rate 

TikTok 5% 8% Monthly increase 

in followers 

Lead Generation 

(Monthly) 

LinkedIn 800 leads 1,500 leads Average leads 

generated per 

month 

Source: https://sproutsocial.com/insights/social-media-metrics/ 

Social media marketing effectiveness – key performance metrics for this is given in this table in 

terms across different platforms, showing industry average and high performance benchmarks. 

As an example, Facebook has 2.9 billion users in the Monthly Active Users metric. This means 

that the total reach possible for that platform is the Monthly Active Users metric, a vital metric for 

companies that want to reach a broader audience because not all users engage with them 

consistently. Using real case study, I will demonstrate that for Instagram Engagement Rate an 

industry average of 6% user interaction rate can be increased up to 10 % with optimized, interactive 

content, key to the growth of a loyal audience. 

The average click through rate (CTR) for Facebook Ads is 1.5 percent — the percentage of users 

who click on ads vs. views — and 3 percent CTR is what you need to aim for in order to be high 

performing, via compelling calls to action and targeting the right audience. Cost per Click (CPC) 

on Instagram Ads stands at $1.20, and can be optimized to $0.90; this means high ad cost 

efficiency. 

Most important for B2B businesses trying to generate leads, the average for Conversion Rate on 

LinkedIn Ads is 1.1%, while high performing campaigns are hitting 2.5%. Follower Growth Rate 

on Tik Tok, 5% average and brands can reach 8% growth per month through viral content. Finally, 

LinkedIn Leads Generation accounts for revenue of 800 leads a month, with the top performing 

campaigns at 1,500, making it clear that LinkedIn is a great vehicle for generating quality B2B 

leads. 

Conclusion 

The use of social media marketing has become an indispensable tool for the growth of businesses 

in terms of marketing their brand, earning brand visibility, and gaining customer arrangement. As 
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you know, Facebook, Instagram, LinkedIn, etc provide access to gigantic, targeted audiences for 

your businesses; so you can create the accurate, relevant messages that people want to read. Direct 

interaction with customers through social media's real time engagement keeps brands and 

customers in connect, build trust, loyalty and community  the backbone of long term business. 

Also, social media is very cost effective as businesses can achieve a high reach and engagement 

with very minimum budget, and often get returns higher than with traditional advertising. With 

analytics tools, brands can measure performance based on key metrics such as engagement rate, 

click through rate (CTR), and return on investment (ROI) then determine ways of refining 

strategies as a way of making data driven decisions. Features such as Stories, live streaming and 

influencer partnerships, which are available on a platform specific basis, help businesses create 

and personally engage with audiences in a creative manner. To fully take advantage of what social 

media has to offer, there’s no other way than to remain flexible to ever-changing dynamics in the 

platform, trends and behaviours of users. When taking the responsive, customer focused approach 

using social media, companies can actually handle social media as a powerful means to sustain its 

growth, improve relations with customers and take a strong position in the digital market. 

References 

1. Bashar, A., Ahmad, I., & Wasiq, M. (2012). Effectiveness of social media as a marketing 

tool: An empirical study. International Journal of Marketing, Financial Services & 

Management Research, 1(11), 88-99. 

2. Adegbuyi, O. A., Akinyele, F. A., & Akinyele, S. T. (2015). Effect of social media 

marketing on small scale business performance in Ota-Metropolis, Nigeria. International 

Journal of Social Sciences and Management, 2(3), 275-283. 

3. Icha, O. (2015). Effectiveness of social media networks as a strategic tool for 

organizational marketing management. J Internet Bank Commer, S2. 

4. Assaad, W., & Gómez, J. M. (2011). Social network in marketing (social media marketing) 

opportunities and risks. International Journal of Managing Public Sector Information and 

Communication Technologies (IJMPICT) Vol, 2. 



 

International Journal of Research in IT and Management (IJRIM) 
 Available online at: http://euroasiapub.org 
Vol. 9 Issue 09, Sep- 2019 

ISSN(o): 2231-4334 | ISSN(p): 2349-6517 | Impact Factor: 6.505   

 

 

 

 

International Journal of Research in IT and Management (IJRIM)  

Email:- editorijrim@gmail.com, http://www.euroasiapub.org 
  (An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

16 

5. Pradiptarini, C. (2011). Social media marketing: Measuring its effectiveness and 

identifying the target market. UW-L Journal of Undergraduate Research, 14(2), 2. 

6. DeMers, J. (2014). The top 10 benefits of social media marketing. Forbes. com, 11(3). 

7. Marzouk, W. G. (2016). Usage and effectiveness of social media marketing in Egypt: An 

organization perspective. Jordan Journal of Business Administration, 12(1), 209-238. 

8. Kaur, S. (2016). Social media marketing. Asian Journal of Multidimensional Research 

(AJMR), 5(4), 6-12. 

9. Chawla, Y., & Chodak, G. (2016). Social media marketing for businesses: Organic 

promotions of web-links on Facebook. Journal of Business Research, 135, 49-65. 

10. Bilgin, Y. (2018). The effect of social media marketing activities on brand awareness, 

brand image and brand loyalty. Business & management studies: an international journal, 

6(1), 128-148. 

11. Al-Mohammadi, R. A., & Gazzaz, H. (2014). Social Media Marketing-The effectiveness 

and challenges. European Journal of Economic and Financial Research, 4(3). 

12. Crittenden, V., & Crittenden, W. (2015). Digital and social media marketing in business 

education: Implications for the marketing curriculum. Journal of Marketing Education, 

37(2), 71-75. 

13. Becić, S., Stojanović, M., & Nikolić, M. (2018). ROLE OF MARKETING AND SOCIAL 

NETWORKS IN IMPROVING BUSINESS EFFECTIVENESS. Ekonomika, 64(3). 

14. Divya, S., & Regi, B. (2014). An empirical study on effectiveness of social media as a 

marketing tool. International Journal of current research and academic review, 2(3), 163-

168. 

15. Yang, Y., & Kankanhalli, A. (2014). The impact of social media marketing on online small 

business performance. 

16. Karimi, S., & Naghibi, H. S. (2015). Social media marketing (SMM) strategies for small 

to medium enterprises (SMEs). International Journal of Information, Business and 

Management, 7(4), 86. 



 

International Journal of Research in IT and Management (IJRIM) 
 Available online at: http://euroasiapub.org 
Vol. 9 Issue 09, Sep- 2019 

ISSN(o): 2231-4334 | ISSN(p): 2349-6517 | Impact Factor: 6.505   

 

 

 

 

International Journal of Research in IT and Management (IJRIM)  

Email:- editorijrim@gmail.com, http://www.euroasiapub.org 
  (An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

17 

17. Husain, S., Ghufran, A., & Chaubey, D. S. (2016). Relevance of social media in marketing 

and advertising. Splint International Journal of Professionals, 3(7), 21-28. 

18. Gbandi, E. C., & Iyamu, G. O. (2012). The effect of social media marketing on the growth 

of business: evidence from selected Small and Medium Enterprises (SMEs) in Benin City, 

Nigeria. Journal of Enterprise and Development (JED), 4(1), 77-98. 

19. Meliawati, T., Gerald, S. C., & Aruman, A. E. (2011). The effect of social media marketing 

Tiktok and product quality towards purchase intention. Journal of Consumer Sciences, 

8(1), 77-92. 

 

 


