
122 
 

ADVERTISING WITH SOCIAL MEDIA: A VIEWPOINT 
*
Sushma Yadav 

**
Dr. Arvind Kumar Saxena 

  Paper Received: 12.11.2021 / Paper Accepted: 30.12.2021 / Paper Published: 03.01.2022    

  Corresponding Author: Sushma Yadav; doi:10.46360/cosmos.ahe.520212021 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Introduction 
In today's businesses, digital marketing is 

frequently prioritised as a central component of an 

overarching marketing strategy. This includes 

search engine optimisation (SEO), email 

marketing, content marketing, and other forms of 

digital marketing conducted online. A strategy that 

prioritises digital channels and technology as the 

major method of communication, interaction, and 

company operations is referred to as a "digital-

first" approach. Creating digital experiences, 

improving an organization's online presence, and 

utilising technology to improve marketing, 

customer service, and transactional processes are 

all required steps in this process. This strategy 

takes into account the growing dependence on the 

internet and other digital platforms, not only by 

consumers but also by companies. In the area of 

digital communication, it intends to provide 

interactions that are fluid, convenient, and 

effective. Adopting a digital-first approach 

necessitates investments in technology, data 

analysis, and user experience in order to fulfil the 

ever-changing expectations of customers and 

maintain a competitive edge in a marketplace that 

is increasingly dominated by digital platforms. 

 

The many social media platforms are important 

communication channels that may be used to 

contact and interact with clients. Businesses can 

utilise them to increase consumer awareness of 

their brands, distribute content, communicate with 

followers, and run advertising campaigns using 

these platforms.  

 

 

 

A digital strategy known as "marketing with social 

media" is one that makes use of widely used social 

networks as a way to interact with and engage a 

certain demographic of consumers. Businesses 

develop and distribute material such as text, 

photographs, videos, and advertisements in order to 

increase awareness of their brands, drive traffic, 

and cultivate relationships with customers. Because 

of the two-way contact that is made possible by 

social media, companies are able to listen to their 

customers, respond to their concerns, and earn the 

followers' trust. It provides extremely specific 

targeting possibilities in addition to analytics, 

which helps marketers analyse their effectiveness 

and improve their strategy. Because social media is 

a fluid and ever-changing environment, effective 

marketing necessitates keeping abreast of the latest 

trends, exercising creativity, and modifying 

marketing methods in order to interact with people 

on social media platforms like as Facebook, 

Instagram, Twitter, and LinkedIn. 

 

Review of Literature  
DeMers, J. (2014) [2] Some business owners see 

social media marketing as the "next big thing," a 

trend so potent that it must be exploited while it's 

hot. Some people think it's just a fad with no real 

benefits and a difficult learning curve. Some 

businesses and consumers have written off social 

media as a fleeting fad because of how quickly it 

emerged. But the numbers paint a different picture. 

Ninety-two percent of marketers in 2014 said social 

media marketing  was  crucial  to  their  operations, 
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Abstract 
 

When it comes to advertising, the use of social media presents a landscape that is both dynamic and 

diversified in its perspectives. For marketers, it provides accurate targeting, cost-effective campaigns, and 

extensive analytics, which together make it possible to communicate effectively with an international 

audience. However, consumers frequently experience ad fatigue and concerns about the protection of their 

data. As society struggles to come to terms with the impact of advertising on social media platforms, ethical 

questions and the obligation to combat disinformation have emerged. On the bright side, it encourages 

customer participation, user-generated content, and influencer marketing. The goal is to strike a balance 

between these features while negotiating the ever-changing algorithms and advertising restrictions. 

Advertising on social media platforms is still an essential element of contemporary marketing strategy, 

provided that it is carried out with care. 
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and eighty percent said it drove more visitors to 

their websites. And despite the fact that 97% of 

marketers are using social media, 85% of those 

marketers aren't sure which social media platforms 

are most effective for their needs, as reported by 

Social Media Examiner. 

 

Ajina, A. S. (2019) [3] Despite the dramatic 

increase in the use social media marketing and 

huge business investments allocated to online 

marketing, little is known about consumers’ 

perceived value of social media marketing. The 

perceived value concept is key factor in traditional 

consumer behavior. However investigations into 

online channels have not been done intensively. 

The present work has succeeded in demonstrating 

the role of perceived value on online consumer 

behavior and its influences on online word of 

mouth (OWOM) and behavioral loyalty. Based on 

a sample of 525 respondents who were social 

media users, the study used Partial Least Squares 

(PLS) technique to analyze the data. The study has 

succeeded in filling various gaps of knowledge and 

literature. The gaps addressed by the present work 

includes aspects pertaining to perceived value of 

social media marketing, online word of mouth, 

behavioral loyalty on online channels, etc.  

 

The Surroundings 
The elements of our immediate environment, both 

physical and environmental, are collectively 

referred to as our surroundings. They consist of the 

architecture, plants, and ecosystems that have an 

influence on our day-to-day lives and encompass 

the landscapes. Our surrounds include not just the 

physical features of our environment but also the 

social and cultural aspects of our surroundings, 

such as the people, groups, and institutions that 

have an impact on our life. The way in which we 

engage with and make sense of the world around us 

can have a considerable bearing on both our well-

being and our perspective. The manmade surrounds 

represent human ingenuity and history, while the 

natural surroundings connect us to the beauty of the 

planet and supply important resources. Natural 

surroundings connect us to the beauty of the globe. 

We are able to cultivate relationships with the earth 

that are harmonious and durable if we show 

appreciation and care for our immediate 

environment. 

 

• The professionals have a discussion about 

the opportunities and difficulties 

associated with marketing through social 

media in respect to the environment. 

• They bring to light the significance of 

comprehending a variety of communities 

and cultures and engaging in dialogue 

with them in the context of digital 

marketing. 

• The problem of having too much 

information to process is discussed, and 

the necessity of having tools and systems 

that assist making decisions based on 

informed analysis of data is emphasised. 

 

Consumer Attitudes and Electronic Word of 
Mouth 
In the modern digital age, the attitudes of 

consumers towards electronic word of mouth 

(eWOM) are becoming an increasingly important 

factor. The term "eWOM" refers to the 

recommendations, evaluations, and opinions that 

are exchanged online by customers on platforms 

such as social media, discussion forums, and 

review websites. These interactions taking place 

online have a huge impact on purchasing decisions. 

When electronic word of mouth (eWOM) is 

positive, it can boost the reputation of a product or 

brand and promote sales, while when it is bad, it 

can turn off potential buyers. Consumers get the 

ability to make more informed purchasing 

decisions thanks to the accessibility of eWOM. The 

most successful companies are those that 

understand the necessity of e-word-of-mouth 

management and response in order to preserve a 

positive brand image and create trust with an 

educated and discriminating consumer base. 

 

• In the framework of electronic word-of-

mouth (eWOM), the specialists dive into 

the complexity of customer attitudes and 

trust. 

• We investigate both positive and negative 

eWOM, as well as the communication of 

these two types of eWOM through social 

networks. 

• The importance of conducting additional 

research on the potentially harmful effects 

of social media is emphasised here. 

 

Research on Marketing Through Social 
Media 
The impact of social platforms on consumer 

behaviour, engagement with brands, and the 

performance of businesses is investigated by 

researchers working in the field of marketing 

through social media. The topics of content 

strategy, audience segmentation, influencer 

marketing, and the efficiency of various social 

media channels are discussed in depth. This 

research helps organisations understand how to 

generate and deliver content that resonates with 

their target audience. It also assesses the return on 

investment (ROI) of efforts made for social media 

marketing and modifies plans in response to 

changing trends and algorithms. In addition to this, 

it investigates the ramifications of social media 

marketing with regard to ethics and privacy. The 
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findings of this body of research provide useful 

insights that may be used to develop and refine 

marketing tactics in this era of digital technology. 

 

• The specialists cover a variety of facets of 

user behaviour research within 

organisations, such as consumer behaviour 

and user behaviour characteristics, as well 

as other parts of social media marketing 

research. 

• The limitations of the previous research 

are brought to light here, including an 

overly narrow focus on segmentation and 

an over-reliance on student participants. 

• It is emphasised how important it is to 

perform research on the various types of 

social media users as consumer categories. 

 

Considerations for an Effective Marketing 
Strategy 
For a marketing plan to be successful, it is 

necessary to have an in-depth grasp of the target 

audience, as well as their requirements and 

preferences. It should be established on objectives 

that are clear and attainable, as well as a value offer 

that is well articulated. It is essential, in order to 

communicate with a varied audience, to use a 

combination of online and offline media. Conduct 

regular analyses and make adjustments to the 

approach on the basis of the data and the feedback. 

It is essential to have a brand image that is 

consistent and to provide material that is of high 

quality and relevance. Reach can be expanded 

through collaborative efforts with influential people 

and strategic alliances. Long-term success requires 

not only responsible and ethical business practises, 

but also adherence to laws governing the privacy of 

customer information and an ability to pivot in 

response to shifting market conditions. 

 

• The specialists discuss several areas of 

strategic marketing related to social media 

marketing, such as customer engagement 

behaviours, the effects of technology on 

B2B marketing, positive customer 

journeys, AI-driven social media 

performance, and ethical components. 

• They highlight the value that can be 

brought to organisations by digital and 

social media marketing through a better 

understanding and use of these strategic 

factors, and they stress the importance of 

this. 

• In general, the viewpoints of the experts 

provide useful insights into the many 

aspects of social media marketing. These 

opinions highlight both the opportunities 

and the obstacles that are presented to 

organisations in this field. 

Conclusion 
In today's society, the internet and numerous social 

media platforms offer a wide range of benefits and 

applications for a wide variety of people. Most 

people use the internet and social media for the 

following reasons: 

 

1 Communication 

• Websites like Facebook, Twitter, and 

Instagram have made it easier than ever to 

stay in touch with loved ones and 

acquaintances far away. 

• Communication in real time through text, 

phone, and video messages is made 

possible through instant messaging 

services such as WhatsApp, Facebook 

Messenger, and Telegram. 

 

2 The Exchange of Data 

• In order to keep up with current events, 

consumers rely on a variety of online 

resources, including social media sites, 

news websites, and blogs. 

• Knowledge and resources for students of 

all ages can be found on educational 

websites, online courses, and e-learning 

platforms. 

 

3 Economics and Advertising 

• Advertising and content marketing done 

on social media platforms have shown to 

be highly effective in increasing brand 

awareness and sales for businesses. 

• With the advent of e-commerce and 

marketplaces like Amazon and eBay, 

consumers now have an easier time 

making purchases than ever before. 

 

4 Joining a Network 

• LinkedIn is widely used for professional 

networking where users may find contacts 

in their field, discuss relevant topics, and 

research available positions. 

• Websites like Reddit and niche message 

boards facilitate communication among 

people who have specific interests. 

 

5 Amusement Number 

• Streaming services such as Netflix, 

YouTube, and Spotify provide users with 

access to an extensive media library. 

• Gamers can interact with one another and 

compete with one another via online 

gaming communities, consoles, and 

mobile apps. 

 

6 Individuality in Expression 

• Blogging and vlogging are two ways in 

which people can reach an international 
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audience and impart their knowledge, 

insights, and opinions. 

• Artists and artists can express themselves 

and receive fame by posting their work on 

social networking sites like Instagram, 

Pinterest, and TikTok. 

 

7 Advocacy and Activism 

• Causes in the public good Social media is 

an effective platform from which to 

educate the public, rally support, and 

lobby on behalf of causes in the public 

good and the political sphere. 

• Crowdfunding websites, such as 

GoFundMe and Kickstarter, allow users to 

donate to charitable projects of their 

choice. 

 

8 Studying and Finding Out 

• Scholarly Work Online academic 

publications, databases, and other services 

make it easier for researchers to work 

together. 

• Tutorials, guidelines, and how-to articles 

or videos on subjects like cooking, home 

improvement, and personal growth are all 

available to users through self-help and 

DIY resources. 

 

9 Constructing Community 

• Groups that help people through difficult 

times, whether those times are health 

problems, personal difficulties, or shared 

hobbies. 

• Social media facilitates relationships 

between people locally and globally who 

have common interests, values, and 

experiences. 

 

10 Teamwork and Distant Employment 

• Tools for Working Together: Services like 

Slack, Microsoft Teams, and Google 

Workspace (previously G Suite) make it 

possible for teams and businesses to 

communicate and work together remotely. 

• Online project management software 

allows groups to more effectively 

communicate and collaborate on projects. 

 

The internet and social media have become 

indispensable to modern life, allowing for 

widespread and instantaneous two-way contact as 

well as the dissemination and consumption of 

news, entertainment, and the promotion of 

businesses. Despite their usefulness, users should 

exercise caution when implementing them due to 

privacy and security risks. Internet, social media, 

mobile applications, and other forms of digital 

communication technology have all evolved to the 

point where they are now an essential component 

of daily life for billions of people all over the 

world. 
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