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ABSTRACT: 

Social media also known as Social Networking Sites is an internet-based form of communication that provides its users a platform to have both formal and 

informal communications between two persons, groups, and organizations to share information as well as create web content for personal or business purposes. 

Over the past few decades, social media has been widely used by people across the world in order to communicate and interact with their friends, family, and 

various communities virtually from a distant place. Social media affect the way people interact with one another virtually as it creates new modes for 

collaboration and discussions amongst two or more individuals in concern to their personal matters, business proposals or organizational meetings, and many 

more. All the contents posted on social media by an individual, group, or organization are persistent as it remains within their official site until and unless it is 

removed by individuals at their own will or some legal authorities as a preventive measure. Over the past few decades along with the advancement of social 

media marketing the business organization has succeeded in upgrading the effectiveness of its operations into a new form easing the process of conducting the 

business activities like promotion, advertisement, fixation of price, selling of goods and services as well as delivering it the consumers efficiently and effectively. 

According to ‘Marketo’, Social Media Marketing has been defined as the production, consumption, and exchange of information through online social 

interactions and platforms. Social Media is an interactive technology that facilitates the creation and communication of information, ideas, interests and other 

forms of expression through virtual networks. People generally use social media in order to communicate and interact with friends, family and communities at 

large. Through social media platforms every user can obtain the following benefits: 1. Build personal or organizational relationships. 2. Share the experience and 

expertise of individuals to the world. 3. Educate friends, family and the society at large. 4. Connect and interact with friends and family at any time over the 

internet. Marketing is a process through which a company promotes the buying or selling of a product or service. Marketing includes advertising, selling, and 

delivering products to consumers and other business organizations. Social Media Marketing also known as digital or e-marketing is the platform through which 

individuals can create social networks and share information widely to a targeted audience in order to build a company’s brand, improve overall performance and 

increase sales and eventually profits of a business organization From a business perspective, the companies engaged in conducting their activities through social 

networking sites realized that they had the advantage to keep in touch with their potential clients through social media marketing because of which social media 

marketing was born. The concept of social media marketing is perceived as a modern contemporary style of marketing as it lays more emphasis on creating new 

horizons for the brands to promote their offerings (goods and services), advertise them, and then sell it at fixed price rates to the target consumer at different 

geographical locations at the same time via Social Networking Sites. Business organizations are now able to interact with their target consumers from any place at 

any time in order to spread the features of a product, the benefits it provides to facilitate the buying and selling of commodities as well as transmitting the funds 

virtually from the consumers to the suppliers. Advertising the products and services of recognized brands through social media platforms have been c onsidered as 

one of the most prominent marketing strategies to this date as it provides various benefit to both the buyers and sellers in numerous ways. As eligible marketers, 

they get the right to advertise and sell products to the targeted consumers at a specific fixed price rate in a targeted geographical location. Whereas, the consumers 

get the right to enjoy the benefit of viewing the various number of similar goods and services with one single click at different online stores and order the 

products and/ or services that suit their choice, lifestyle, and economic background. A rational consumer will spend his/her money only on those commodities that 

are expected to meet their satisfaction level on its consumption immediately or over time.  

INTRODUCTION 

Social media marketing started after social platforms gained the attention of big crowds, providing the marketer with a strong new means to reach 

consumers. Initially employed for community development and communication, social media soon emerged as a leading retail and marketing platform. 

Facebook, which was launched by Mark Zuckerberg in 2004, spearheaded this revolution. It quickly gained popularity, and by 2006, it was opened to 

the public and saw Facebook Ads, a new era in which brands could directly interact with users. Twitter also had a significant contribution in enabling 

individuals to connect around the world using short messages, transforming the way information was spread. Instagram and LinkedIn then followed, 

enabling companies to build online communities and engage with crowds in real time. 

 
With smartphones and broadband, social media was available anywhere, anytime. This made the users capable of sharing in the moment, and 

companies were able to respond with these sites by marketing their products, connecting with customers, and monitoring consumer action. Firms began 

producing content not only to sell, but to connect—making loyalty and recognition. Social media enabled both paid (branded ads) and organic (non-

paid) avenues to reach and communicate with buyers. 
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Nowadays, marketers are utilizing analytics to gain deep insights about users—what they love, how they purchase, and who they listen to. Influencer 

marketing, where celebrities endorse goods, has taken center stage. In the years to come, emerging technologies such as the metaverse, improved 

influencer collaborations, and increased video-centric content will define business utilization of social media. As platforms evolve and expand, 

marketers will need to evolve to satisfy users' demands while establishing impactful digital connections. 

1.2 Problem Statement. 

Detailed Understanding: Problems in the Role of Social Media in Marketing 

 
1. Restricted Reach and Algorithm Challenges 

Social media platforms such as Facebook, Instagram, and Twitter, use algorithms to filter the content that individuals can see. The algorithms usually 

limit the organic (unpaid) reach of posts created. Even though a business has thousands of followers, only a tiny percentage might be able to see each 

post. It is also worth mentioning that the algorithms change frequently; hence it is complicated for marketers to predict the performance of their content. 

 
2. Over imposed Content  

Every second of the day, more and more material is posted on the internet, potentially drowning the superior quality with which brands try to prove 

"how good they are." Consumers seem to encounter identical commercials and communications repeatedly and could be suffering from fatigue or 

desensitization. 

 

3. Negative Feedback Risks and Reputation Damage 

It permits users to publish their sentiments on public forums. Negative opinion comments, critiques, or wild-scrolling complaints can ruin the reputation 

of any brand very, very quickly. Businesses cannot entirely control responses from the public and therefore become susceptible to much faster spread 

criticism of the brand. 

 

4. High Time- and Resource-Consuming 

Successful social media marketing involves continuous posting, creating content, engaging with the community, and running after the trend.  This 

process takes much time, creativity, and most of the time a whole team, which is a challenge for small or growing businesses.  

 

5. ROI and Performance Measurement 

Social media often harbors the kind of ambiguous measurements that make it difficult for a business to determine ROI. Unlike direct sales channels, 

metrics, like likes and shares, do not translate necessarily into actual sales or loyal customers. Important impacts, such as trust in or awareness of a 

brand, are much more difficult to quantify. 

 

6. Security and Privacy Issues 

Social media is sometimes a target for hackers, and any data that breaches in these platforms could ruin the trust of customers. In addition, changes to 

privacy regulations (like GDPR) will change the collection and usage of data related to businesses, increasing complexity in terms of legality 

surrounding marketing. 

1.3 Objective of the study  

 To study how Brand Awareness is created through social media marketing 

 To study how users from social platforms are brought to the company’s website, landing pages, or blogs. 

  To study how to attract customers by promoting offers, products, or services directly through posts and  

  To study how to build strong relationships with comments, messages, polls, and feedback. 

1.4 Scope of Social Media Marketing 

Scope:  
Massive potential is provided to companies with the cost-effective, global outreach of social media marketing. Simultaneously, it facilitates real-time 

communication, better visibility of brands, and targeted advertising on user demographics and interests. Trust can be built between the brands with the 

steady content branded personality and direct communication with its customers. Extending the reach and measuring exact effectiveness are influenced 

by collaborations with influencers and performance analytics.  

Limitations:  

Though it is an advantage of social media marketing, there are restrictions on the side of social media marketing. The alteration of algorithms can limit 

visibility on posts, and thus making it uncertain in predi cting organic reach. Demand for continuous content creation, updating raters, and satisfying 

audience interaction is time-consuming. The measurement of return on investments (ROI) becomes somewhat of a challenge owing to the intangible 

returns like awareness about the brand. Any negative comment on a public-facilitated platform can cause a bad reputation for a brand. Further risks 
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include data privacy regulations and reliance on platforms in the long run. The immediate life expectancy of content continuously calls for efforts on 

relevance and rivalry within the fast-paced digital environment. 

Evolution of Digital Marketing: A Data-Driven Journey from 1990 to Today 

1990 – The Birth of the Internet Era Social media has become a powerful force that shapes consumer behaviour and influences purchasing decisions in 

profound ways. By leveraging interactive platforms like Facebook, Instagram, TikTok, and YouTube, businesses can reach potential customers more 

personally and persuasively than traditional advertising ever allowed. Here’s how social media impacts the way people decide to buy products or 

services: 

1994 – First Clickable Banner Ad 

 Milestone: The appearance of the first clickable banner ad on HotWired.com marked the inception of online advertising.  

 Data Point: Early banner ads had very low click-through rates (CTR)—often below 0.2%—highlighting both the novelty and the initial 

challenges of digital ad engagement. 

1995 – Launch of Yahoo 

 Milestone: Yahoo’s launch helped popularize web portals and search, creating new avenues for digital marketing. 

 Data Point: By the late 1990s, Yahoo was attracting millions of unique visitors monthly, laying the groundwork for search-based 

advertising. For example, by 1997, the platform was estimated to have several million users. 

1998 – Founding of Google 

 Milestone: Google’s entry revolutionized how information was searched and consumed online. 

 Data Point: Today, Google processes over 5 billion searches per day, and its advertising platform (Google Ads) is a dominant force in global 

digital ad spend. 

1999 – The Emergence of Blogging 

 Milestone: The rise of blogging platforms introduced content marketing to a broader audience, setting the stage for influencer and inbound 

marketing strategies. 

 Data Point: Around the year 2000, it was estimated that there were approximately 16,000 blogs worldwide, a figure that grew exponentially 

as the decade progressed. 

2003 – Launch of LinkedIn & WordPress 

 Milestone: 

 LinkedIn: Provided a professional networking platform, later becoming a key tool for B2B marketing. 

 WordPress: Democratized website building and content management. 

 Data Points: 

 LinkedIn: As of recent data, LinkedIn boasts over 810 million members worldwide. 

 WordPress: Currently powers around 40% of all websites using a content management system, reflecting its significant market penetration. 

2004 – Introduction of Facebook 

 Milestone: Facebook redefined social interactions online and rapidly became a crucial platform for digital marketing.  

 Data Point: Today, Facebook has more than 2.9 billion monthly active users, providing marketers with an unprecedented audience for 

targeted campaigns. 

2005 – The Birth of YouTube 

 Milestone: YouTube’s launch catalyzed the rise of video marketing, influencing how brands tell their stories visually.  

 Data Point: As of recent counts, YouTube has over 2 billion logged-in monthly users, making it one of the largest video platforms globally. 

2006 – The Launch of Twitter 

 Milestone: Twitter introduced microblogging, enabling real-time communication between brands and consumers. 

 Data Point: Over time, Twitter has evolved to serve around 450 million monthly active users, emphasizing its role in real -time customer 

engagement and trend tracking. 
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2007 – Rise of Mobile Marketing 

 Milestone: The introduction of the iPhone revolutionized the mobile landscape, shifting a significant portion of digital consumption to 

mobile devices. 

 Data Point: Mobile devices now account for approximately 60% or more of global internet traffic, underscoring the critical importance of 

mobile-first marketing strategies. 

2010 – Debut of Instagram 

 Milestone: Instagram popularized visual marketing and catalyzed the growth of influencer and experiential marketing.  

 Data Point: Currently, Instagram reports around 2 billion monthly active users, highlighting its vast and engaged audience. 

2012 – Big Data and Analytics Take Center Stage 

 Milestone: Marketers began harnessing big data to understand consumer behavior and personalize campaigns. 

 Data Point: Digital ad spend worldwide soared, with estimates surpassing $300 billion by 2021, as data-driven strategies became 

indispensable for targeting and measurement. 

2014 – Emergence of Programmatic Advertising 

 Milestone: Automated, real-time bidding systems changed how digital ads were purchased and optimized. 

 Data Point: In regions like the U.S., programmatic advertising now accounts for roughly 85% of digital display ad spend, indicating its 

dominance in the market. 

2016 – Integration of Chatbots and AI 

 Milestone: Artificial intelligence began being integrated into marketing strategies—particularly through chatbots that enhance customer 

service and engagement. 

 Data Point: Projections around this time suggested that up to 85% of customer service interactions could be handled by chatbots, 

accelerating digital customer service automation. 

2018 – GDPR Enforcement 

 Milestone: The enforcement of the General Data Protection Regulation reshaped digital marketing practices, particularly around data 

privacy and consumer consent. 

 Data Point: GDPR affected over 500 million EU citizens, prompting global businesses to revise their data collection and handling practices 

to comply with stricter privacy standards. 

2020 – Digital Marketing Surge Amid COVID-19 

 Milestone: The COVID-19 pandemic dramatically accelerated digital adoption, shifting consumer behavior more firmly online. 

 Data Point: Global e-commerce sales saw an increase of around 32% year-over-year, and companies rapidly scaled their digital and social 

media efforts in response to lockdowns and restrictions. 

2023–2024 – The Age of Short-Form Video & AI-Driven Marketing 

 Milestone: Platforms like TikTok and Instagram Reels are now leading the shift toward short-form video content, while AI tools are 

becoming central to content creation and customer engagement strategies. 

 Data Points: 

 TikTok: Reports indicate it has surpassed 1 billion active users globally. 

 AI utilization has tripled in digital marketing applications, revolutionizing campaign optimization and personalized marketing. 

This timeline not only provides historical milestones but also integrates quantifiable data that reflects the evolution and impact of digital marketing. 

Each phase builds on the previous one, demonstrating a trajectory from a few experimental websites to a multi -trillion-dollar global industry driven by 

data and technogy 

Here’s a timeline graph visualizing key milestones in digital marketing along with corresponding user counts or market data (scaled for clarity): 

 Early internet era starts with few websites (~100). 

 First clickable banner ads in 1994. 

 Google’s explosive search volume by 1998 (scaled to billions of daily searches). 

 Facebook and YouTube reach billions of users by mid-2000s and 2010. 

 Mobile traffic rises sharply by 2007. 
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 Instagram grows to 2 billion users by 2010. 

 Programmatic advertising dominates 85% of display ad spend by 2014. 

 GDPR impacts over 500 million users in 2018. 

 COVID-19 pandemic accelerates e-commerce growth by 32% in 2020.TikTok hits 1 billion users by 2023. 

LITERATURE REVIEW 

According to Kaplan and Haenlein (2010), social media allows for user-generated content and real-time interaction, making it a powerful tool for 

businesses. 
Mangold and Faulds (2009) describe it as a hybrid form of promotion, combining traditional word-of-mouth with advanced communication technology. 

Studies have shown that social media increases brand awareness and encourages customer engagement. For example, Ashley and Tuten (2015) found 

that visually appealing and interactive content leads to higher audience interaction. Kietzmann et al. (2011) emphasized how features like sharing, m  

social media allows for targeted marketing through data analytics and algorithms. 

Tuten and Solomon (2017) noted that marketers can send personalized messages to specific user groups, increasing conversion rates and influencing 

consumer behaviour. Although social media marketing is often cost-effective, especially for small businesses, challenges remain. These include 

measuring return on investment, content saturation, negative feedback, and privacy concerns. Therefore, businesses must adopt  flexible strategies to 

stay competitive in this fast-changing digital space. 

The following are the people who had contributed their ideas and approaches in the social media marketing 

Existing research study 

1. Brendan James Keegan and Jennifer Rowley (2017) contributes to knowledge regarding social media marketing strategy by developing a stage 

model of SMM evaluation and uncovering the challenges in this process. The research paper has developed a Social Media Marketing Evaluation 

framework. This framework has the following six stages: setting evaluation objectives, identifying key performance indicators (KPIs), identifying 

metrics, data collection and analysis, report generation and management decision making. Moreover, the paper also identifies and discusses challenges 

associated with each stage of the framework with a view to better understanding decision making associated with social media strategies. Two key 

challenges depicted by the study are the agency y-client relationship and the available social analytics tools. 

 

2. Rodney Graeme Duffett (2017) examines the influence of interactive social media marketing communications on teenagers‟ cognitive, affective 

and behavioral attitude components in South Africa. The paper also studies the impact of a number of additional factors such as usage (access, length of 

usage, log-on frequency, log-on duration and profile update incidence) and demographic (gender, age and population group) variables on young 

consumers‟ attitudes toward social media marketing communications. The study ascertained that social media marketing communications had a 

positive influence on each attitude component among adolescents, but on a decline ng scale, which correlates to the purchase funnel model. Thus this 

investigation also makes an important contribution to attitudinal research in developing countries, where there is a lack of research in social media 

marketing communications. The practical implication n of the study is that the companies and their brands should consider using and/or adapting their 

strategies based on the declining impacts of social media marketing communications on the hierarchical attitude stages among young consumers and 

the divergent influence o n usage and demographic variables when targeting the lucrative and technologically advanced, but capricious, Generation Z 

consumers. 

 

3. Priyanka P.V and Padma Srinivasan (2015) in her research study identified various factors that determine the purchase of a product using social 

media from a customer's point of view. A model from the retailer's perspective has been developed that explains how social media can be used for 

increasing customer loyalty. The study concludes that continuous customer support services will result in improvement of customer retention. New 

applications and social platforms will flourish and allow even greater personalization and real-time, location-based engagements in media. 

 

4. In a recent case study by Christopher Ratcliff (2014) on a global organization that appears to have mastered its social media strategy, Ford. In his 

blog, he explains how Ford has included the key success elements in its strategy including customized posts, user connectivity through tone of voice 

and perhaps most importantly, a social media team that reads and responds to every single comment made by followers. However, it is worth noting 

that Ford has worked out what works for its own business, and this exact strategy may not necessarily drive the same achievement for different 

organizations. 

 

5. Ates Bayazıt Hayta (2013) in their research paper “A study on the of effects of social media on young consumers' buying behaviors” determines th e 

effects of social media networks on purchasing behaviors of young consumers. The study results indicate that social media tools directly effects 

Need to study Social media marketing:- 

In today’s digital age, social media has become an essential component of marketing strategy for businesses of all sizes. The primary objective of 

examining the role of social media in marketing is to understand how these platforms can be used strategically to build a brand, reach and engage 

customers, drive sales, and stay ahead in an increasingly competitive market environment. Social media platforms such as Facebook, Instagram, X 
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(formerly Twitter), TikTok, LinkedIn, and YouTube offer unique tools and opportunities that, when used effectively, allow businesses to accomplish 

multiple marketing objectives simultaneously. 

1. Increasing Brand Awareness 

One of the most important functions of social media in marketing is to enhance brand awareness. Social media enables businesses to reach a vast and 

varied audience, far beyond traditional geographic or demographic boundaries. By creating visually appealing, informative, and engaging content, 

companies can make their brand more recognizable and memorable to consumers. This is especially crucial for startups and small businesses tha t need 

to introduce themselves to the market. Social media platforms are ideal for storytelling and visual branding, which help in developing a brand identity 

and voice. For example, a startup clothing brand might use Instagram Reels to showcase new fashion collections, behind-the-scenes content, or 

influencer collaborations, quickly gaining visibility and building interest around their offerings. 

2. Engaging with Customers 

Unlike one-way traditional marketing methods, social media enables real-time, two-way communication between businesses and customers. This 

dynamic interaction allows brands to respond instantly to customer inquiries, address complaints, and gather valuable feedback. Engagement fosters a 

sense of community and connection, building trust and credibility. When customers feel heard and valued, they are more likely  to become loyal 

supporters of the brand. For instance, when a hotel responds promptly to reviews and questions on Facebook, it not only provides customer service but 

also publicly demonstrates its commitment to guest satisfaction. This transparency and responsiveness are key to maintaining strong customer 

relationships in the digital era. 

3. Promoting Products or Services 

Another major objective of using social media in marketing is the promotion of products or services. With the decline of traditional advertising and the 

rise of personalized digital experiences, social media offers an efficient and cost-effective platform for running targeted promotional campaigns. Brands 

can use precise demographic data and user behavior analytics to tailor content and ads to specific audiences, ensuring higher  engagement and 

conversion rates. Social media campaigns can also be launched instantly and adjusted in real-time based on performance. A common example is a food 

delivery app offering discount codes through Instagram Stories or Facebook Ads to attract more weekend orders. This targeted promotion drives 

immediate customer action and enhances visibility. 

4. Driving Website Traffic and Conversions 

Social media is also an effective tool for driving traffic to websites, landing pages, or e-commerce platforms. Posts can include call-to-action (CTA) 

buttons or direct links that guide users to take specific actions — such as reading a blog, signing up for a newsletter, or making a purchase. This 

seamless integration between social media and other digital assets helps improve conversion rates and supports the sales funnel. For example, a 

technology company may share insightful blog content on LinkedIn with a link to their website, encouraging potential clients to explore their services 

further. These clicks can be tracked and analyzed to measure the return on investment (ROI) of social media efforts. 

5. Gathering Customer Insights and Market Data 

An often overlooked yet critical role of social media in marketing is its ability to provide valuable customer insights and real-time market data. Every 

like, comment, share, and message provides feedback about customer preferences, interests, and pain points. Most platforms offer built-in analytics 

tools that allow businesses to monitor engagement metrics, track audience growth, and evaluate campaign effectiveness. These insights help marketers 

make informed decisions, optimize strategies, and personalize future content. For instance, a cosmetics brand might observe that posts featuring a 

certain product receive higher engagement, prompting the brand to promote that item more heavily or use similar content formats for future campaigns. 

6. Building Brand Loyalty and Community 

Social media also plays a vital role in building long-term brand loyalty. Through consistent engagement, storytelling, and interactive content, 

businesses can create emotional connections with their audience. By showcasing customer testimonials, sharing user -generated content, and 

highlighting brand values, companies foster a sense of belonging and loyalty among their followers. Loyal customers are more likely to make repeat 

purchases and recommend the brand to others, acting as unofficial brand ambassadors. A great example is a fitness company tha t shares transformation 

stories from its clients, which not only celebrates customer success but also reinforces the brand’s value and commitment to well-being. Such efforts 

build a strong, supportive community 

RESEARCH METHODOLOGIES   

PRIMARY METHOD 

These are the questions that were presented to people in order to gather their responses and perspectives on the role of social media in marketing. 
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RESEARCH COLLECTING METHOD 

Questionnaire  

A questionnaire is a popular way to collect primary data directly from people. It involves designing a set of questions — either closed-ended or open-

ended — to gather information about their opinions, preferences, and habits. For a study on social media marketing, a questionnaire might ask 

consumers about their preferred platforms, how often they use social media, and whether promotions or reviews influence their  buying decisions. 

Questionnaires can be distributed online through Google Forms or email, or in person on paper. They are useful because they can reach a large number 

of people quickly and at a low cost. The answers can be easily coded, analyzed, and presented in charts or graphs. Questionnaires help a researcher 

measure trends and patterns across a sample and draw conclusions about the role of social media in influencing consumer choices. However, their depth 

is limited, and closed-ended questions may not capture all perspectives. 
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Interview 

An interview is a primary method that involves directly speaking to people to gather rich, detailed information. It can be face-to-face, over the phone, 

or through video calls. There are different types of interviews — structured, semi-structured, and unstructured — depending on how much freedom the 

researcher wants in the conversation. For a study on social media marketing, interviewing a business manager or a marketing expert can provide deep 

insight into strategies companies use and the results they observe. It lets the researcher ask follow-up questions and clarify points to get a clear view of 

attitudes and experiences. The main advantage of an interview is that it brings in subjective perspectives and rich details that a survey might miss. 

However, this method can be time-intensive and may reflect the view of only a small number of people, making it hard to generalize findings across a 

large population. 

Observation 

Observation involves directly watching and noting how people or organizations use social media. The researcher may observe a company’s social 

media page to see what kind of content it posts, how frequently it interacts with consumers, and how consumers respond — through likes, shares, or 

comments. It can also be used to observe consumer behavior, for example, how often people refer to social media reviews or promotions when making 

buying decisions. Observation lets the researcher gather information in a natural setting, without the influence of questions or an interviewer. It is 

especially useful for understanding actual behavior instead of what people say they do. However, observation can be subjective, and it may be hard to 

interpret motives or attitudes from actions alone. Nevertheless, it provides valuable, first-hand data about the role of social media in influencing 

businesses and consumers in the real world. 

Secondary Method  

The secondary method involves collecting information from sources that already exist, such as books, journals, reports, blogs, or industry surveys. 

Instead of collecting the data directly, the researcher reviews previously published material to gather knowledge about social media marketing. For 

example, industry reports can show trends in social media usage, blogs may highlight best practices, and academic journals can provide theory and 

context. The main advantage of secondary data is that it saves time and resources, letting the researcher quickly find extensive information from a large 

pool of sources. It also helps to put primary findings into context and compare them against broader trends. However, secondary data may be outdated 

or not perfectly tailored to the specific research question. Nonetheless, when combined with primary methods, it can provide a more complete view of 

the role of social media in marketing. 

Uses of research methodology 

 To examine how businesses use social media platforms (like Instagram, Facebook, Twitter, etc.) for marketing purposes. 

 To identify the effectiveness of social media marketing in reaching and engaging with target audiences. 

 To understand consumer behavior on social media and how it influences their buying decisions. 

 To analyze which social media platforms are most preferred for marketing and why. 

 To explore the benefits of using social media for brand awareness, customer relationship, and sales growth. 

 To find out the challenges businesses face in implementing social media marketing strategies. 

 To study how social media advertising (paid promotions) impacts consumer interest and action. 

 To evaluate the return on investment (ROI) and cost-effectiveness of social media marketing. 

 To compare social media marketing with traditional marketing methods in terms of effectiveness. 

 To suggest recommendations for improving the use of social media as a marketing tool. 

 
Research question : 

 Which platform is most engaging and effective in creating customer interaction and purchases? 

 Do user characteristics, such as age and gender, impact platform preference and purchase behaviour? 

 Does increased engagement in social media correspond to better business performance 

 Which social media platforms are most effective for marketing? 

 Is there a significant relationship between user demographics and social media platform preference? 

 Does higher engagement on social media mean an increase in customer purchases?: 

1. Quantitative Research 

Purpose: To collect numerical data and analyze trends, patterns, and relationships. 

Data Collection Methods: 

 Surveys/Questionnaires: Distribute online forms to businesses, marketers, or customers. 

 Example questions: "How often do you use social media for marketing?", "What platforms generate the most engagement for your 

business?" 

Analytics Data: 



International Journal of Research Publication and Reviews, Vol (6), Issue (6), June (2025) Page – 7647-7661                         7657 

 

 Collect data from tools like Facebook Insights, Instagram Analytics, Google Analytics, or social media ad reports (clicks, impressions, 

engagement rate). 

Structured Observations: 

 Track posting frequency, likes, shares, comments across platforms for selected brands. 

 Tools: Google Forms,  

 Suite The chart in your image titled number of monthly active users of selected social media platforms provides quantitative data that is 

crucial for marketers. Here's how marketers use such data effectively in their strategies: 

 

SECONDARY DETA 

 

1. Explanation of Quantitative Data in Marketing (Based on the Graph) 

 User Base Size and Growth Facebook has the highest number of monthly active users, exceeding 2 billion by 2018. 

 YouTube, WhatsApp, and Instagram also show significant growth, all surpassing the 1 billion mark. 

 Marketers prioritize platforms with larger user bases because they offer greater reach. 

2. Trend Analysis 

 From 2008 to 2018, the sharp rise in users on platforms like Facebook, YouTube, and WhatsApp shows a steady growth trend.  

 This helps marketers identify which platforms are gaining popularity and deserve more focus in campaigns. 

 Platform Selection 

 Platforms like MySpace show a decline, indicating they are no longer effective for marketing. 

 TikTok, though emerging later, shows quick growth — a sign o 

Data Analysis and Findings 

The data collected through questionnaires and research articles revealed that social media plays a vital role in modern marketing. Over 85% of 

participants use social media daily, with Instagram and Facebook being the most preferred platforms. Around 60% of users follow business or brand 

pages, showing strong consumer interest in brand engagement through social media. Significantly, 72% of users admitted that their purchasing 

decisions are influenced by social media content such as ads, influencer posts, and product reviews. 

Businesses that use social media marketing strategies experience up to 40% more customer engagement compared to those using traditional methods. 

Visual content like videos and reels attracts more attention and helps boost brand visibility. More than 65% of users prefer contacting brands via 

messages or comments on social platforms rather than through emails or phone calls, highlighting the shift to instant communication. 

Paid advertisements on platforms such as Facebook and Instagram offer targeted reach, with better conversion rates than many traditional methods. 

However, businesses face challenges like frequent algorithm changes and content management. Influencer marketing is growing, with 58% of users 

trusting influencer content more than official brand advertisements, indicating a new direction in customer-brand relationships through social media. 

 
Data collected through surveys often contain inconsistencies, missing values, or misunderstood questions, which can greatly a ffect the validity of the 

results. Here are some major editing issues confronted and how those were dealt with: 

 

1. Incomplete Surveys 

Issues: 

The aforementioned stated, approximately 10% of survey responses were incomplete. Missing values mainly fell in these:  

 

Demographic details (e.g., age, occupation, location). 

 

Platform usage patterns (e.g., how often they use Instagram, Facebook, etc.). 
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Insights into marketing behavior (e.g., whether they have ever bought something based on social media).  

 

Impact: 

Incomplete responses distort the dataset and, in fact, weakens reliability of the analysis. For example, we cannot accurately categorize social media 

behavior or analyze trends by demographics if we are not aware of age or platform preference of a respondent.  

 

Action Taken: 

 

Responses missing key variables were excluded from the final dataset. 

Some other important actions performed include discarding a survey if over 20% of its response was considered missing.  

For minor gaps, the filling of averages with which it would mess the categorical results (mean imputation) was avoided. 

 

2. Duplicate Entries 

Issue:  

Some users submitted the same response more than once and this is either by accidentally clicking "Submit" more than once or intentionally repeating 

the answer. 

 

Identification Methods: 

Duplicates were identified based on timestamps, matching answer patterns, and IP addresses.  

Some respondents with exact responses but slight variations in irrelevant fields were flagged for manual checking.  

 

Impact: 

Duplication creates inflated or biased results, particularly in small samples. For example, if 5 people accidentally submit the same pro-social argument 

in favor of social media twice, the data may claim that there is a massive support for it. 

 

Action Taken: 

The only retained entry from each respondent (identified using a timestamp) was the first entry. 

Duplicates were matched using demographic and response content information for cross-reference. 

 

3. Misunderstood Questions 

Issue: 

Certain questions, especially on social media business usage, have been misinterpreted by interviewees who tend to see the questions from a personal 

usage viewpoint. 

 

Some examples: 

A question such as: "How effective is your business's social media strategy?" would have been answered by an individual who does not own or run a 

business. 

Other questions requesting ROI (return on investment) from campaigns were misunderstood as general satisfaction with social media apps. 

 

Impact: 

Such misinterpretations created inaccurate data that intermingled personal user behavior with the intended business analysis, thereby compromising the 

accuracy of the findings pertaining to marketing strategy effectiveness. 

 

Action Taken: 

The responses reflecting this confusion were recoded under a separate tag such as "Personal Use Only". 

In some cases, further clarifications were sought or those responses were excluded from business-oriented statistical tests. 

Subsequent versions of the questionnaire were revised to contain clear instructions or branching logic, e.g., "If you are not a business owner, skip to 

Question X." 
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 SECONDARY DATA 

 
 Social Media Platform Effectiveness 

 This bar chart compares the average engagement rate and the percentage of users who made purchases across four major platforms. 

 Instagram leads in both engagement (7.4%) and purchase conversion (61%). 

 Facebook follows closely, while YouTube shows moderate performance. 

 LinkedIn ranks the lowest in both metrics, indicating its niche use for professional rather than consumer marketing..  

Age-wise Platform Preference 

     

SECONDARY DATA 

This pie chart illustrates the dominant platform preferences across different age groups (example data). 

 Instagram is most favored by the 18–24 age group. 

 Facebook attracts users aged 25–34. 

 YouTube is more common among 35–44-year-olds. 

LinkedIn is predominantly used by the 45+ demographic 
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Limitations 

While the study points out the increasing influence of social media as a marketing platform, it should be analysed keeping in mind some limitations and 

assumptions. These constraints impact the generalizability, validity, and extensiveness of the study and need to be addressed to comprehend the actual 

utility and limitations of the findings. 

Primarily, the research assumed that all of the respondents replied truthfully and clearly understood the questionnaire. Nevertheless, in reality, self-

reported data can very likely be subject to social desirability bias when participants reply in a manner that appears more socially appealing or socially 

desirable. This could impact the validity of the answers, particularly those questions pertaining to consumer behavior and purchasing habits driven by 

social media adverts. 

nother significant drawback was the limited sample size and non-random sampling technique. The survey questionnaire was sent mostly through online 

means such as WhatsApp, Instagram, and email, so that it largely targeted a younger, internet-savvy population. This renders the unrepresentative 

sample, as critical consumer segments like older people, people in rural areas, and those not using social media were underrepresented or left out 

altogether. Therefore, the results might not be representative of the views and actions of the general population. In addition, responses were partially 

completed or repeatedly submitted, necessitating manual editing and elimination of faulty input and lowering the number of available responses. 

 

With respect to reliability the research was for a limited time and did not include repeated testing or tracking over an extended period of time. This 

means that it is difficult to test if similar outcomes would be achieved if the study were replicated under varying conditions or at another point in time. 

The rapidly changing nature of social media trends is also a challenge, as what is topical today might not be so in the near future. 

 

A number of issues arose during data collection, such as poor response rates among older age groups that restricted age diversity. Attempts were made 

to overcome this by advertising the survey through further channels, but outcomes continued to be biased towards younger users. Additionally, as 

sophisticated statistical software such as SPSS or R were not employed, the analysis of the data was restricted to simple descriptive tools provided in 

Excel or Google Sheets. This limited the depth of examination and excluded the application of more sophisticated techniques that may uncover more 

profound information or patterns. 

 

A number of useful lessons were taken from this experience to enhance future research. To enhance the validity and dependability of the findings, 

future research should seek to employ a larger randomly drawn sample consisting of varied age groups, occupations, and geographic locales. Pre-testing 

the survey on a small sample would assist in making ambiguous or loaded questions clearer. Also, employing mixed methods, like pairing surveys with 

interviews or focus groups, would give a better understanding of consumer trends. Finally, involving expert data analysis tools and making sure the 

research period is longer would lead to higher quality and meaningful results. 

 

Pointers 

Small Sample Size 

The study was done with a small population of participants who were, for the most part, young and from the city. Such a small 

group isn't representative of the whole range of individuals in the general population.  

A small sample makes the conclusions derived from the information weaker and less dependable.  

It widens the margin of error and restricts generalizability.  

For instance, although the research might indicate that most individuals are affected by  

Instagram advertisements, this fact may not be valid for  

a bigger population of individuals with diverse ages, locations, and economic statuses.  

A greater sample size would have been effective in including more diverse opinions  

and actions, leading to better and more credible findings. 

 

2. Non-representative Sample 

 

The survey was done entirely online, so only those with internet access and some knowledge of  

social media were able to participate. This automatically disqualifies significant groups of the  

population including: 

 

Older people who are not digitally engaged, 

 

Individuals residing in rural or outlying areas where internet penetration is low, 

 

 

Those who use mobile phones but not social media sites, 

 

Those who are less engaged with technology or digital tools. 
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Due to this, the sample is skewed toward urban, tech-savvy youth, thereby creating a gap in knowledge about how various groups use or 

are impacted by social media marketing. The results cannot be extrapolated to describe the behavior or taste of the general public. 

 

Self-reported Data 

 

The research employed a self- 

completed questionnaire, in which participants are expected to respond based on their own memory, comprehension, and truthfulness. 

This is prone to several types of response bias, including: 

 

Overstatement: Some participants might overstate the frequency of social media usage or frequency of purchases made due to it, in order to seem 

trendy or cutting-edge. 

 

Understatement: Others might minimize their usage due to concerns over privacy or social desirability. 

 

Misunderstanding: When questions are not well understood, subjects might select wrong or random responses.  

 

All the biases could lower the validity and reliability of the information gathered, impacting the reliability of the research outcomes as a whole. 

 

4. Short Duration of Study 

The study was conducted over a short time period, meaning it captured only one picture of social media use and advertising in fluence across that 

particular time. Social media is in flux—trends, platform functionality, user tastes, and ad strategy evolve quickly. A longer field study might have 

picked up changes in consumer behavior or popularity of platforms, providing stronger results and a better representation of long-term patterns. A 

brief field study might overlook seasonal patterns, marketing initiatives, or algorithmic shifts that influence user activity . 

 

5. Primitive Analytical Tools 

Lack of access to resources or knowledge, the research relied on basic software such as Microsoft Excel or Google Sheets for nalysis. 

Though these programs are adequate for percentage calculations and simple graphing,they do not 

have the ability to conduct advanced statistical analysis such as correlation, regression, or predictive modeling. Sophisticated software such as 

SPSS, R, or Python can reveal more intricate relationships within data—say, the way user demographics affect platform choice or buy decisions.  

These tools were not available and had limited the depth of the insights and range of conclusions to be derived 

Conclusions 

As one of the most powerful devices of a digital world, social media marketing is an influential opportunity that simply cannot be ignored. Social media 

marketing has changed the way in which businesses and consumers exchange information, breaking down barriers and analog systems, and will be vital 

in creating product and brand awareness, building brand loyalty, and driving sales. As social media platforms become more integrated into our daily 

lives (Facebook, Instagram, Twitter, LinkedIn, etc.), businesses are no longer limited to communicating with their customers during certain hours or 

from specific telephone numbers. Social media is changing how consumers and businesses connect, it can provide and help develop powerful 

marketing in the 21st century. Social media marketing allows businesses to market, share and connect with consumers in a way that can inform large 

audiences without telephone calls, television commercials, or expensive paper marketing. Social media marketing allows businesses to engage directly 

with their consumers to obtain feedback, questions, and suggestions in real time. Social media also allows businesses to quickly share content, which 

means consumers are always in the loop on the most recent promotions, information, and developments. Most social media platforms come equipped 

with analytic tools for businesses as well, helping marketers understand consumer behavior, track campaign success, and facilitate data-driven business 

decisions for future campaigns. In addition to communicating and promoting products, social media can help businesses humanize their brand. Instead 

of just playing the role of sellers of products or services, companies can share their beliefs with their consumers. They can tell their story, share behind-

the-scenes content and give insights into their practices. 


