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ABSTRACT  

This paper explores the concept of social media marketing and identifies the key factors influencing its 

effectiveness. Social media has become an integral part of contemporary marketing strategies, offering 

businesses new ways to connect with consumers, build brand awareness, and drive engagement. Through a 

review of existing literature, this study examines the role of various factors, including audience behavior, 

platform algorithms, content strategy, and the impact of social influence, in shaping the success of social media 

marketing efforts. The findings highlight the dynamic nature of social media marketing and emphasize the need 

for businesses to adapt their approaches to the ever-changing digital landscape. The paper concludes by 

suggesting strategies for enhancing social media marketing effectiveness in light of these influencing factors. 

Keywords: Social media, marketing, Online marketing effectiveness, Consumer behavior and social media, 

social media marketing tools, Audience targeting on social media, social media marketing impact on sales, social 
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INTRODUCTION 

In the present technology driven scenario the social media (SM) plays an important role in marketing and further 

influence consumers. The word social media gains light in early 90s and today it has become indissoluble entity 

and have around 2 billion+ active users worldwide (Chawla and Chodak 2021). Social media marketing (SMM) 

can be defined as a link between consumer and brands which involves social interaction and provide platform 

by utilizing personal channel and currency (Chi, 2011). Marketing is the use of online available social media 

sites and platforms to promote products and services to connect with audiences (Jeswani, 2023). With the 

emergence of social media marketing significant changes have been observed in the branding, business world, 

as this involves interaction between marketers and customers by using different online available platforms 

(Laradi, et al. 2023). SM has regulated the thought process of consumers and their way of searching and 

evaluation of the product, as it provides easy accessibility and real time searching. It has helped marketers to 

create unique online platform to display their products and target the customers to enhance their revenue (Nusair   

et al. 2019). SM provides an unbiased platform for reviewing the products and customers can freely share their 

experience and feedback. Marketers took SM as an opportunity to display their brand and created positive 

influence on the customers by positively positioning their product in the sight of audiences and customers. Thus, 

SM act as an integral part of marketers in regulating their marketing strategies (Bashar   et al. 2024). The different 

sub disciplines of marketing involve promoting a product, communication regarding marketing, marketing 

intelligence, building public relations and customer management and these can be controlled by using SM 

(Tanuri, 2010). Different SM platform have different effect on the marketer and his marketing strategies and 

performance so it is important to understand the correlation between SM and marketing (Stephen and Galak 

2010). The SM being a hot topic has gained the interest of scholars in understanding its effect in regulating 

customer behavior and how it influences the marketing.  

The Evolution of Social Media Marketing 

Initially, social media was seen as a means for personal interaction. Over time, businesses recognized its potential 

to connect with consumers, leading to the development of social media marketing as a specialized field. It now 
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encompasses a wide range of strategies, from paid advertising to influencer collaborations and content marketing 

(Dwivedi, et.al 2015). 

Meaning of Social Media Marketing 

Social media marketing refers to the strategic use of social media platforms and websites to promote a product, 

service, or brand. It involves creating and sharing content that engages users, stimulates interactions, and drives 

traffic to a business's website or physical stores. The aim is to build brand awareness, foster relationships with 

customers, and drive sales through organic or paid content. Businesses use a variety of social media channels 

such as Facebook, Instagram, Twitter, LinkedIn, TikTok, and YouTube to reach a wide audience. Social media 

marketing strategies can include creating posts, videos, advertisements, and other forms of media that align with 

the interests and behaviors of the target audience (Chaffey, et.al 2009). Digital marketing and ecommerce is the 

use of social media (a platform where users create conversations and share information) to build a company’s 

brand, increase sales, and drive website traffic (Hayes, et, al, 2023). In addition to providing companies with a 

way to engage with existing customers and attract new ones, SMM also provides data driven analytics that allow 

marketers to track the success of their efforts and identify additional collaboration opportunities (Dwivedi, et.al 

2021). The growth of digital communication channels over the past 18 years, from 2004, when Myspace became 

the first social media site to reach 1 million users, to 2022, has made social media a challenge for television and 

radio. There are 4.76 billion social media users (more than 59% of the world’s population) (Ahmed, et al. 2019). 

More than 80% of consumers say social media (especially content) influences their purchase decision, so 

marketers across the industry are driving commercial marketing (SMM) to intelligently respond to a critical and 

growing consumer market through tools that represent multiple areas of marketing expertise. Social media the 

power of business comes from social media, which is unparalleled in our core business: connection, engagement 

and customer insights (Barysevich, et al. 2020). 

Key Aspects of Social Media Marketing 

1. Content Creation: Content is central to social media marketing. Brands create engaging and shareable 

content that resonates with their target audience. This could include blog posts, videos, Infographics, and 

even memes (Ryan, 2016). 

2. Engagement: Social media marketing aims to foster two-way communication between brands and their 

customers. Engagement can include likes, comments, shares, and direct messages, all of which help 

strengthen relationships with the audience (Kaplan & Haenlein, 2010). 

3. Paid Advertising: Paid social media campaigns allow businesses to reach a broader or more targeted 

audience. Social media platforms such as Facebook and Instagram offer sophisticated tools for businesses 

to run ads that appear in users’ feeds based on their demographics and interests (Lipsman et al. 2012). 

4. Analytics and Performance Monitoring: Social media platforms provide analytics tools that allow 

businesses to track engagement, audience reach, and conversion rates. These insights help marketers 

refine their strategies to achieve better results (Chaffey, 2020). 

Marketing and its role in connecting businesses to their target audience 

From sharing photos and videos to chatting with friends and family, social media has changed the way we 

communicate and interact (Décieux   et al. 2019). But social media is no longer a personal communication 

platform; it has become an influential tool for business to reach and interact with their target audience (Mukhtar, 

et al. 2022). In the present digital environment, social media marketing has become an integral part of a 

successful business (Dwivedi et al. 2021). The main aim of the marketing is to create and share content which 

further involves its interaction with followers. It also helps in managing paid promotions and studying 

performance metrics to enhance the results (Rosário. et al. 2023). Following is some points discussing the 

importance of social media marketing in ongoing digital environment: 

1. Increased Brand Awareness 

 

It is essentially important for companies to have consumer awareness and there is bigger challenge and 

competition in the present market for creating brand awareness to engage the consumer (Sanil and Hussin 2022). 

https://rsisinternational.org/journals/ijriss
https://rsisinternational.org/journals/ijriss
http://www.rsisinternational.org/


INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue II February 2025 

Page 1429 

www.rsisinternational.org 

 
 
 

 
 

Thus, it is need of an hour to utilize the internet and different social media platforms for creating engaging and 

productive brand awareness. Social media marketing is known to create positive impact on the brand awareness, 

engagement and also on the purchase intention of the consumer (Zeqiri   et al. 2024). Social media is one of the 

best ways to increase brand awareness and reach a wider group of people (Li   et al. 2021). Marketing involves 

designing, creating, sharing and spreading the relevant content which can influence business and engage the 

consumers who are actually unaware of the brands before (Chaffey, et al. 2009). Social media also allows 

businesses to build a community of trusted individuals who can help promote their brand, share their values, and 

spread the word about their products or services (Wang   et al. 2021). 

2. Improved Customer Engagement 

Social media have played significant role in customer engagement and communication via providing a platform 

where different customers can engage and interact with each other. SM improve customer activities as they can 

evaluate service performance by using online platforms via commenting and sharing about the products to all 

the other wide range of social media users. The active customer engagement is two sided while passive customer 

engagement is para social and it is one-sided (De Oliveira et al. 2020). Social media allows companies to 

communicate directly with customers. By engaging with their followers through messages, shoutouts, and 

announcements, businesses can connect with their audience and better understand their needs and preferences. 

This feedback can be used to improve products and services and provide customers with a more personalized 

experience. (Moreno, et al. 2016). 

 3. Increased Website Traffic and Conversions 

Social media can be a powerful driver of website traffic and conversions. Businesses can attract and encourage 

customers to visit their websites by linking to blog posts, product pages, and social media landing pages. Social 

media can also be used to target specific audiences and drive traffic to a landing page with a clear call to action 

(Khanom, et al. 2023) 

4. Improved Search Engine Rankings 

Social media can also be beneficial for search engine rankings. By sharing quality content that is relevant and 

valuable to their target audience, businesses can attract inbound links and increase the authority and credibility 

of their website. This can improve search engine rankings and increase the visibility of their brand (Şahin, et al. 

2023).  

5. Cost-Effective Marketing 

Compared to traditional advertising such as television, radio or print, advertising is a great way for businesses 

to reach their target audience. (Chung, et al. 2021). Many social media platforms offer targeted advertising and 

customized ads, allowing businesses to effectively reach their customers without wasting money on ineffective 

advertising (Sharma and Ashfaq 2023). 

6. Improved Customer Loyalty and Retention 

Social media can also be used to increase customer loyalty and retention. By providing excellent customer 

service and engaging with customers via social media, businesses can create loyal customers who are more likely 

to repeat and recommend their products or services to others (Siregar, et al. 2023). 

In short, social media marketing has become an integral part of a successful digital marketing campaign today. 

By using social media to raise business awareness, engage with customers, increase website traffic and 

conversion rates, improve search engine rankings, and build customer-centric trust, businesses can stay 

competitive and achieve their business goals. Whether you are a small business owner or a large corporation, 

marketing should be an important part of your overall business. 

Different platforms commonly used for marketing campaigns 

Marketing campaigns are essential for businesses to reach their target audience, build brand awareness, and drive 
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sales. With the rapid evolution of digital technologies, companies have access to a wide range of platforms to 

execute their marketing strategies. These platforms vary in their functionalities, audience reach, and methods of 

engagement, enabling businesses to tailor campaigns that suit their objectives. This paper explores various 

platforms commonly used for marketing campaigns, including social media, search engines, email marketing, 

content marketing, and influencer marketing. 

1. Social Media Platforms 

Social media platforms such as Facebook, Instagram, Twitter, LinkedIn, and TikTok have become integral 

components of digital marketing campaigns. These platforms offer businesses the ability to engage with users in 

real time, share targeted content, and leverage paid advertising options to enhance visibility. Facebook and 

Instagram, for example, offer sophisticated ad targeting options based on user demographics, interests, and 

behaviours, making them ideal for both B2C (business-to-consumer) and B2B (business-to-business) marketing 

strategies (Lipsman et al. 2012). 

Additionally, newer platforms like TikTok have seen rapid growth, particularly among younger demographics. 

TikTok's short-form video content allows brands to creatively showcase products and connect with their 

audience in a highly engaging manner (Montag    et al. 2021). Social media's interactive nature and viral potential 

also contribute to its effectiveness in building brand awareness and generating leads. 

2. Search Engine Marketing (SEM) 

Search engine marketing, particularly through Google Ads, remains a cornerstone of digital marketing. This 

platform allows businesses to target users who actively search for relevant keywords, placing ads at the top of 

search engine results pages (SERPs). Google Ads uses a pay-per-click (PPC) model, where advertisers only pay 

when users click on their ads, ensuring cost-effectiveness for businesses. 

Moreover, search engine optimization (SEO), which focuses on improving a website's organic ranking on search 

engines, is closely associated with SEM. A well-executed SEO strategy can complement paid search campaigns, 

driving traffic and improving online visibility over time (Chaffey, 2018). SEM is particularly effective for 

businesses with a clear value proposition, as it targets customers at the moment of intent. 

3. Email Marketing 

Email marketing continues to be a powerful tool for nurturing relationships with both existing customers and 

prospects. Platforms like Mailchimp, Constant Contact, and HubSpot allow businesses to automate personalized 

emails based on user behaviour, preferences, and purchase history. According to the Direct Marketing 

Association (DMA, 2019), email marketing has one of the highest returns on investment (ROI) among digital 

marketing strategies. 

Through segmentation and personalized messaging, email marketing helps businesses deliver tailored content to 

specific audience groups, increasing the chances of engagement. This platform is particularly effective in 

customer retention, loyalty programs, and driving repeat sales. 

4. Content Marketing 

Content marketing focuses on creating valuable, relevant, and consistent content to attract and engage a target 

audience. Blogs, podcasts, webinars, and videos are common forms of content that businesses use to connect 

with their audience. Platforms like WordPress for blogging, YouTube for video content, and Medium for long-

form articles enable businesses to establish themselves as thought leaders and build trust with potential customers 

(Pulizzi, 2014). Content marketing is essential for SEO efforts, as high-quality content can improve a website's 

search engine ranking while providing value to users. Moreover, educational and informative content helps 

businesses build relationships with customers, rather than focusing solely on direct sales (Lieb, 2012). 

5. Influencer Marketing 

 Influencer marketing has gained significant traction in recent years, especially with theorise of social media 
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influencers. Brands collaborate with influencers who have a large and engaged following to promote products 

or services. Platforms like Instagram, YouTube, and TikTok are prime venues for influencer marketing 

campaigns. Influencers offer credibility and authenticity, which can resonate more deeply with their audience 

than traditional advertising methods. A study by Nielsen (2015) found that 92% of consumers trust 

recommendations from individuals over advertisements. Therefore, businesses leverage influencer marketing to 

build brand credibility, enhance visibility, and drive conversions. 

FACTORS INFLUENCE SOCIAL MEDIA MARKETING 

Social media marketing has evolved into a powerful tool for businesses, brands, and organizations to connect 

with their audiences. Over the years, numerous factors have shaped the effectiveness and strategies involved in 

social media marketing. Understanding these factors is crucial for creating impactful campaigns and achieving 

desired outcomes. This paper discusses key factors influencing social media marketing, including technological 

advancements, user behavior, platform algorithms, content quality, and marketing objectives 

1. Technological Advancements 

Technology is one of the most significant factors affecting social media marketing. With the rapid development 

of digital technologies, social media platforms have become more sophisticated, offering advanced analytics, 

targeted advertising, and automation tools. These tools allow marketers to tailor their campaigns to specific 

demographics, track user engagement, and optimize marketing efforts in real-time (Chaffey, 2020). The rise of 

artificial intelligence (AI) and machine learning has further enhanced the ability to analyse consumer behaviour 

and predict trends, making social media marketing more efficient and data-driven (Kaplan & Haenlein, 2021). 

2. User Behavior and Engagement 

Understanding user behaviour is essential for any social media marketing strategy. Social media platforms offer 

a wealth of data about how users interact with content, including likes, shares, comments, and time spent on 

posts. By analysing this data, marketers can identify the preferences and interests of their target audience, which 

can help in crafting relevant and engaging content (Ryan, 2022). Additionally, user-generated content (UGC) 

plays a critical role in shaping brand perceptions and can significantly impact a campaign's success. Research 

has shown that consumers trust UGC more than traditional advertisements (Gillin, 2022). 

3. Platform Algorithms and Reach 

The algorithms used by social media platforms are another factor that influences social media marketing. These 

algorithms determine what content appears in users' feeds and, consequently, which content gets the most 

visibility. For example, Facebook and Instagram algorithms prioritize posts that encourage engagement, such as 

likes, comments, and shares (Tuten & Solomon, 2019). Marketers need to understand these algorithms and adapt 

their content strategies accordingly to maximize reach and engagement. As algorithms frequently change, 

staying up to date with these changes is essential for maintaining visibility on social media platforms. 

4. Content Quality and Relevance 

Content is king when it comes to social media marketing. High-quality, engaging content that resonates with the 

target audience is crucial for driving traffic and building brand loyalty. The type of content, such as images, 

videos, infographics, or blogs, can significantly influence the success of a campaign. Content that is not only 

aesthetically appealing but also relevant and informative can encourage user interaction and sharing, thereby 

increasing its reach (Evans, 2019). Personalization is also a key factor in content creation. Customized content 

that addresses the unique needs and interests of the audience is more likely to generate positive responses 

5. Marketing Objectives and Goals 

The overall goals and objectives of a social media marketing campaign significantly impact the approach taken 

by marketers. Whether the goal is brand awareness, lead generation, customer engagement, or sales conversion, 
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each objective requires a different strategy and set of tools. Marketers must clearly define their goals and measure 

success based on relevant metrics, such as reach, engagement rate, conversion rate, and return on investment 

(ROI) (Ashley & Tuten, 2015). Without a clear focus, social media marketing efforts can lack direction, leading 

to suboptimal outcomes. 

6. Influencers and Brand Advocacy 

Influencer marketing has become a dominant strategy in social media marketing. Collaborating with influencers 

who have a strong and relevant following can help brands reach a larger audience and build trust. Influencers, 

through their credibility and established relationships with their followers, can influence purchasing decisions 

and enhance brand visibility (Freberg, 2020). However, the selection of the right influencers—those whose 

audience aligns with the brand's target market—is crucial for maximizing the effectiveness of influencer 

campaigns. 

7. Legal and Ethical Considerations 

Social media marketers must also navigate legal and ethical issues related to privacy, data protection, and 

advertising standards. With growing concerns about data privacy and the regulation of online content, marketers 

need to ensure that their campaigns comply with legal guidelines and respect user privacy (Wirtz, 2021). Ethical 

considerations such as honesty in advertising and transparency in influencer collaborations also play a significant 

role in shaping consumer perceptions and maintaining brand reputation. 

Common challenges of social media marketing 

Social media marketing has evolved into a crucial component of any business strategy, offering brands the ability 

to reach and engage with their audience on a massive scale. However, despite its potential, businesses face 

several challenges in effectively leveraging social media platforms. These challenges can hinder the ability to 

create meaningful connections with consumers and achieve marketing objectives. 

1. Constant Algorithm Changes 

One of the most persistent challenges in social media marketing is the frequent changes in algorithms by 

platforms like Facebook, Instagram, and Twitter. These algorithms determine the visibility of content, making 

it difficult for marketers to maintain consistent engagement rates. When algorithms change, businesses may 

experience a sudden decline in organic reach, requiring them to adjust their content strategies frequently (Evans, 

2020). 

2. Content Saturation 

With the growing number of businesses and individuals using social media to promote their products and 

services, the competition for attention is fierce. Content saturation refers to the overwhelming amount of content 

being posted daily across various platforms, making it harder for brands to stand out (Kaplan & Haenlein, 2010). 

Marketers must focus on creating unique, high-quality content that resonates with their target audience to avoid 

getting lost in the noise. 

3. Managing Customer Expectations 

Social media provides consumers with the ability to voice their opinions publicly, and they expect swift 

responses from brands. The expectation for rapid customer service has risen significantly, as customers are 

accustomed to immediate interactions. Businesses must invest in monitoring and responding to customer queries 

in real-time to maintain a positive brand reputation (Tuten & Solomon, 2017). Failure to do so can result in 

negative publicity or a loss of trust. 

https://rsisinternational.org/journals/ijriss
https://rsisinternational.org/journals/ijriss
http://www.rsisinternational.org/


INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue II February 2025 

Page 1433 

www.rsisinternational.org 

 
 
 

 
 

4. Data Privacy Concerns 

As businesses gather data from social media users to improve targeting and personalization, there are growing 

concerns about data privacy and security. Stringent regulations like the GDPR (General Data Protection 

Regulation) and CCPA (California Consumer Privacy Act) have placed greater emphasis on protecting consumer 

data. Marketers must navigate these regulations carefully to avoid penalties and ensure that their practices align 

with legal requirements (Culnan, 2019). 

5. Measuring ROI 

Another common challenge in social media marketing is measuring return on investment (ROI). Unlike 

traditional marketing channels, the impact of social media efforts is often intangible and difficult to quantify. 

Marketers struggle to attribute specific sales or revenue to their social media campaigns, which can make it 

challenging to justify the budget allocation for these initiatives (Barger    et al. 2016). Advanced analytics tools 

and clear KPIs (Key Performance Indicators) are essential to track and assess the effectiveness of campaigns.  

6. Platform Specificity 

Each social media platform has its unique features, audience demographics, and content formats. What works 

on Instagram might not work on LinkedIn, and marketers must adapt their strategies accordingly. This means 

businesses need to tailor their content and advertising strategies to each platform, which can be resource-

intensive and require a deep understanding of platform-specific best practices (Mangold & Faulds, 2009) 

7. Building and Maintaining Engagement 

Creating engaging content that resonates with the audience is only part of the equation; brands also need to 

sustain this engagement over time. Social media marketing is not a one-time effort but requires continuous 

interaction, content updates, and community building. Many businesses struggle to keep their audiences engaged 

consistently, which can lead to declining interest or a drop in follower numbers (Bennett & Kassarjian, 2015). 

Strategies for Enhancing Social Media Marketing Effectiveness 

Social media marketing (SMM) has become an indispensable part of digital marketing strategies for businesses 

across industries. To stay competitive, companies need to continually refine and optimize their approach. Below 

are several strategies that can help businesses enhance their social media marketing effectiveness, backed by 

research and best practices. 

1. Define Clear Objectives 

One of the most critical first steps is to define clear and measurable objectives for your social media efforts. 

Whether it’s increasing brand awareness, generating leads, boosting engagement, or driving conversions, having 

clear goals will help tailor content, identify key performance indicators (KPIs), and measure success. According 

to the Content Marketing Institute (2023), 70% of successful brands use clearly defined goals as a core element 

of their strategy. 

2. Know Your Target Audience 

Understanding your audience is the foundation of any effective social media marketing campaign. This includes 

demographic information, interests, behaviours, and pain points. Leveraging tools like Facebook Insights, 

Twitter Analytics, and Google Analytics can help gather data on audience preferences and help segment content 

accordingly. A report from Sprout Social (2023) emphasizes that personalized content based on audience insights 

results in 50% higher engagement rates. 

3. Create High-Quality, Engaging Content 

Content remains king when it comes to social media marketing. High- quality content that resonates with your 
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audience is essential for fostering engagement. This includes a mix of formats such as images, videos, 

infographics, blog posts, and user-generated content. According to HubSpot (2023), 54% of consumers want to 

see more video content from brands they support. Utilizing engaging visuals, storytelling, and value-driven 

messaging will help differentiate your brand and maintain consumer interest. 

4. Leverage Influencer Partnerships 

Influencer marketing is an effective strategy for increasing brand visibility and credibility. Partnering with 

influencers who align with your brand values and resonate with your target demographic can amplify your 

message. Statista (2023) reports that 63% of consumers trust influencer recommendations more than brand 

advertisements. Carefully selecting influencers who are authentic and have a loyal following can enhance the 

effectiveness of social media campaigns. 

5. Optimize Posting Schedule and Frequency 

Posting at optimal times is essential to reach the maximum number of users. Research suggests that the best time 

to post varies by platform and audience, but in general, posting during peak hours (like mid-morning and late 

afternoon) ensures higher visibility. Using scheduling tools like Hootsuite or Buffer can help maintain 

consistency. A study by CoSchedule (2023) found that brands that post consistently receive 30% more 

engagement than those who post sporadically. 

6. Engage Actively with Your Community 

Social media is not a one-way street. Engaging with your followers by responding to comments, messages, and 

mentions is essential for fostering a sense of community. Active engagement not only boosts your brand’s 

visibility but also builds customer loyalty and trust. Sprout Social (2023) found that 77% of customers are more 

likely to buy from a brand that interacts with them on social media. 

7. Utilize Paid Advertising 

While organic reach is important, social media platforms often limit visibility unless you invest in paid 

advertising. Ads on platforms like Facebook, Instagram, and LinkedIn allow businesses to target specific 

demographics with precision. Paid social media ads can significantly enhance brand exposure and drive traffic 

to websites or landing pages. According to Word Stream (2023), social media ads can generate up to 50% more 

conversions compared to other digital advertising formats. 

8. Track Performance and Analyze Data 

Data-driven decision-making is key to improving the effectiveness of social media marketing. Tracking 

performance through metrics like engagement rates, click-through rates (CTR), impressions, and conversion 

rates will provide valuable insights into which strategies are working and which need adjustment. Tools like 

Google Analytics, Facebook Insights, and social media dashboards help to analyse performance. A report from 

Kiss metrics (2023) states that businesses that regularly analyse their data can improve ROI by 25%. 

9. Implement Social Proof 

Social proof, such as reviews, testimonials, and case studies, can greatly enhance trust in your brand. Positive 

feedback from customers on social media or influencer endorsements helps to reinforce your brand’s credibility. 

According to Nielsen (2023), 92% of consumers trust recommendations from people they know, and 70% trust 

online consumer reviews. 

10. Experiment with New Platforms and Features 

The social media landscape is constantly evolving, and staying up-to-date with emerging platforms or new 

features can give businesses a competitive edge. For example, experimenting with TikTok for younger audiences 

or utilizing Instagram Stories to share behind-the-scenes content can help increase engagement and reach. 
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HubSpot (2023) emphasizes that early adopters of new platforms often benefit from higher organic reach and 

increased brand awareness. 

11. Maintain Consistency in Branding 

A consistent brand voice and visual identity across all social media platforms helps create a cohesive brand 

image. This includes using the same colour palette, tone of voice, and logos. A well-defined brand identity 

strengthens recognition and helps customers relate to your content more effectively. Forbes (2023) highlights 

that consistent branding across platforms can increase revenue by up to 23%. 

12. Run Contests and Giveaways 

Contests and giveaways are excellent tactics for increasing engagement and generating buzz around your brand. 

These campaigns encourage users to interact with your content, share it, and invite their followers to participate, 

significantly increasing your reach. A report from Social Media Examiner (2023) reveals that 74% of consumers 

are more likely to engage with a brand offering giveaways. 

CONCLUSION 

Social media and digital marketing play a vital role in regulating customer awareness, engagement along with 

consumer buying and purchasing behavior. SMM provides a platform for successfully creating new opportunities 

for customer- business interactions across different online available channels such as social media network, e-

commerce websites and others. As social media continues to evolve, businesses need to adapt to stay competitive. 

It’s important to understand the changes that have occurred over the past year to meet customer needs and stay 

relevant in rapidly changing times. SM provides access to the consumers for the product information, review, 

price comparison which finally influences the purchasing decision. 
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