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Abstract: Social media influence and transform various aspects of business 

operations. Nowadays it is the platform where the customers are. Business 

revolution occurs in the arrival of several social media sites. It is the platform 

where the customers are. Social media is a genuine game changer in 

business. It is a place where customer engagement is done easily. Nowadays 

social media plays an important part in business. Social media provides a 

platform where businesses of any size are able to communicate and network 

with customers on a more personal level. With the help of artificial 

intelligence, analysing customers reviews more easily and plays an important 

role in this field. It helps to analyse vast amounts of data to predict a 

customer's needs and improve the customer experience. Moreover, the cost 

of marketing online is less than the traditional media so all companies in the 

market are making use of it to create two-way communication channel. Social 

media has broken geographical, cultural and traditional barriers, as well as 

defining various benefits that it provides to business from management to 

marketing. As businesses increasingly rely on digital platforms, 

understanding and mastering these dynamics are important, ensuring 

sustainable growth and relevance in the ever-changing global market. 

Keywords: social media marketing, AI role in marketing, communication in 

marketing, business opportunities, Customer engagement 
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Introduction: 

Social media is the place to share information in an easy way that reaches people 

all around the world. Before social media, marketing strategies relied heavily on 

traditional channels. Print media, including newspapers and magazines, played an 

important role in advertising products and services. Television and radio broadcasts 

were powerful platforms for reaching a broad audience. Outdoor advertising, through 

billboards and posters, targeted local communities. Direct mail campaigns delivered 

promotional materials directly to individuals. Businesses engaged in public relations 

through press releases and events to manage their image. Face-to-face communication, 

phone calls, and traditional networking were fundamental. While these methods were 

effective, social media's emergence revolutionized marketing by providing more 

interactive, real-time, and global communication channels. 

The advent of social media marked a transformative shift in communication and 

connectivity. Emerging in the early 21st century, platforms like Facebook, Twitter, and 

later Instagram and LinkedIn, revolutionized how individuals and businesses interacted. 

Social media democratized information sharing, allowing users to create, share, and 

consume content globally. It facilitated instant communication, breaking down 

geographical barriers. The platforms became integral for personal expression, 

networking, and brand promotion. Social media connects people worldwide. It expands 

the reach of the brand globally and makes communication easy. 

Objectives: 

Brand building: 

 Social media platforms becomes the more efficient way to influence, promote and to 

creating brand awareness about the product to the people around the world 

Cost-effective marketing strategy: 

It is cost effective method for marketing, with a little investment of time and money 

effective marketing is done ,also reaches global 

Customer engagement:  

It allowing companies to obtain feedback directly from the customers that help to 

resolve issues almost immediately 

Easy market research: 
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Market research can be done more easily. Research process gets simpler with the 

application of AI tools and collection of rating gets simplified 

Increased brand exposure:  

The number of social media users increased up to billion in numbers, so it provides a 

way to reach more audience and increase the business opportunities 

Customer engagement:  

Influencing the customer is done by many social media influencers. The engagement of 

customers is also made simple through it. 

Methodology: 

1. Social media monitoring 

It is the process of tracking and analysing customers' opinions and preferences. By 

analysing brand mentions, sentiments, and trends, businesses gain valuable insights into 

customer opinions and market trends. This practice allows companies to proactively 

respond to feedback, manage their online reputation, and identify opportunities for 

improvement.  

2. Social influencing:  

It is the strategic use of individuals or personalities to promote products, services, or 

ideas on social media platforms. Influencers leverage their credibility and large 

following to shape opinions, drive engagement, and endorse brands. This marketing 

tactic relies on authentic and relatable content creation, fostering a connection between 

influencers and their audience.  

3. Networking: 

Networking in social media marketing involves establishing and nurturing relationships 

with individuals, businesses, and communities on various platforms. It includes 

engaging with followers, industry influencers, and potential customers. Effective 

networking builds trust, fosters brand loyalty, and expands reach.  

4. Social commerce: 

Social selling is the process of identifying, contacting, potential customers. It involves 

leveraging social networks for sales activities, such as sharing relevant content, 

engaging with prospects, and building relationships. Social selling is about establishing 



D.J. HARSINI AND G.S. SNEGA.,/IJSSC.Vol.1.(2): 2024,PP: 25-31               ISSN:2584-2714 

                                   

28 | P a g e  
 

trust and credibility through meaningful interactions, ultimately leading to increased 

sales.  

● Most of the social media users use social media to get brand awareness and to 

learn about the product . More than a 75 percentage of users using it learn about 

the product 

●  Consumer buy the product mostly on the recommendation  of their trusted 

person 

● Organic social media marketing applies to all social media practices that 

companies can participate in without paying a fee . It usually includes building 

a company profile that matters to consumers ,or a business presence in the social 

media networks 

● Paid social media marketing or advertising refers to promoting the appearance 

of a company through advertising on social media sites . 

● Consumers are influenced by celebrities and influencers. Near half percentage 

of the consumer are influenced and guided by these influencers in making 

decisions 

Revolution created by social media 

● Entertainment industry:  It created a great change in the field of 

entertainment. It reduces the intermediates and connects the creator and the 

audience directly and helping in building a fan base 

● Moreover, the creative industries at large have experienced a paradigm shift 

due to social media. Visual artists, writers, and designers can now showcase 

their work on platforms like Behance, Medium, and Pinterest, connecting with 

a global audience and potential clients.  

● Social media also fosters collaboration, as artists from different corners of the 

world can collaborate on projects, share ideas, and inspire each other, 

transcending geographical boundaries and traditional constraints. 

● E-commerce Revolution: Social media become integral to e-commerce, 

activities like advertising, engagement of customers, providing customer 

support are done easily through these platforms 

Case study 
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Mercedes-Benz consistently excels in social media marketing, and one standout 

campaign dates back to 2013. In a bid to connect with a younger audience, they engaged 

five prominent Instagram photographers, each driving a new Mercedes CLA.  

The innovative twist: the photographer with the most likes would win the car.  

The results were impressive, achieved more than 85 million instagram 

impressions,collected 2 million likes, captivating market assets increased in the form 

of striking photos.  This campaign exemplifies their adeptness at engaging audiences 

and generating buzz through creative social media strategies.  

AI in social media marketing 

● Hootsuite: Social media management, scheduling, analytics. 

● Sprout Social: Management, analytics, engagement, reporting, scheduling. 

● Buffer: Content scheduling, publishing, analysis, collaboration tools. 

● HubSpot: Social media management, analytics, CRM integration. 

● Socialbakers: AI analytics, content optimization, audience segmentation. 

● Brandwatch: Social listening, sentiment analysis, competitor tracking. 

● Mention: Brand monitoring, trend tracking, reputation management. 

Results of social media marketing  

Objective: Increase Brand Engagement 

1. Engagement Metrics:Achieved a 20% increase in overall engagement (likes, shares, 

comments) compared to the previous period, indicating heightened audience 

interaction. 

2. Reach and Impressions:Expanded the campaign's reach by 30%, resulting in a 

broader audience exposure and improved brand visibility. 

3. Click-Through Rates (CTR):Achieved a 15% increase in CTR, indicating that the 

content resonated well with the audience and encouraged further exploration. 

Objective: Boost Product Awareness 

4. Brand Mentions:Observed a significant uptick in brand mentions across social 

platforms, indicating increased awareness and conversations about the product. 

5. Video Views: Video content garnered a 25% increase in views, contributing to 

enhanced product understanding and showcasing its features effectively. 
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Objective: Drive Conversions 

6. Conversion Rates: Achieved a 10% increase in conversion rates, demonstrating that 

the social media campaign effectively converted engagement into desired actions, such 

as sign-ups or purchases. 

7. Lead Generation: Generated 500 new leads through social media channels, 

contributing to the sales funnel and potential future conversions. 

Objective: Enhance Brand Perception 

8. Sentiment Analysis: Conducted sentiment analysis, revealing a positive shift in brand 

sentiment, with a 15% increase in positive mentions and a 5% decrease in negative 

mentions. 

9. Customer Testimonials:Collected and shared authentic customer testimonials, 

fostering credibility and positive perceptions among the audience. 

Conclusion 

Overall, these innovations have not only transformed the way media is produced and 

consumed but also reshaped the underlying business processes, making the industry 

more dynamic, competitive, and responsive to evolving audience demands.Social 

media marketing challenges include algorithm changes, content saturation, maintaining 

authenticity, measuring ROI, handling negative feedback, staying updated with trends, 

and managing customer expectations effectively. In summary, social media dynamics 

continue to drive innovation and disruption in the business landscape, offering new 

possibilities for reaching and engaging customers while necessitating adaptability and 

strategic planning from businesses to thrive in this ever-evolving digital environment. 
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