
          International Journal of Scientific Research in Engineering and Management (IJSREM) 

                          Volume: 09 Issue: 06 | June - 2025                              SJIF Rating: 8.586                                     ISSN: 2582-3930                                                                                                                                               

 

© 2025, IJSREM      | www.ijsrem.com                                 DOI: 10.55041/IJSREM50451                                                   |        Page 1 
 

A Study on the Impact of Social Media in Marketing 

Prashant Mishra*1| Dr. Priyanka Kumari*2 

*1Researcher, Department of Management, School of Business, Galgotias University 

*2Mentor, Department of Business, School of Business, Galgotias University 

 

ABSTRACT 

The changing importance of social media in contemporary marketing is examined in this study paper. Businesses have 

implemented creative tactics to increase visibility and interact with clients as a result of the quick growth of social 

media sites like Facebook, Instagram, TikTok, and LinkedIn. This study evaluates the effects of social media on 

customer behavior, marketing efficacy, and overall business success using both qualitative and quantitative 

methodologies. The results indicate that although social media marketing is influential and reasonably priced, there are 

drawbacks, including difficulty measuring return on investment, content saturation, and platform algorithm changes. 

Strategic suggestions for maximizing social media utilization in marketing are included in the paper's conclusion. 

INTRODUCTION 

Marketing strategies have changed as a result of the development of digital technologies. Social media sites have 

become essential resources for targeted advertising, consumer engagement, and brand communication. These channels, 

in contrast to traditional media, provide worldwide reach and real-time involvement. The purpose of this study is to 

examine the efficacy of social media marketing (SMM), with a particular emphasis on how it affects ROI, brand 

recognition, and customer behavior. 

OBJECTIVES OF STUDY 

• to examine the ways in which social media affects customer behavior and purchase choices. 

• to determine which social media channels work best for different types of businesses. 

• to assess social media's benefits and drawbacks as a marketing tool. 

• to evaluate the cost-effectiveness and reach of social media in comparison to traditional marketing. 

• to suggest best practices for social media marketing tactics that work. 

RESEARCH QUESTIONS 

1. In what ways does social media improve consumer interaction and brand visibility? 

2. What effect does social media have on decisions about what to buy? 

3. In comparison to conventional techniques, how successful is social media marketing? 

4. What are the main obstacles to putting social media plans into practice? 

LITERATURE REVIEW 

Social media has emerged as a disruptive force in contemporary marketing, providing firms with innovative means of 

engaging with customers, raising awareness, and influencing their purchasing decisions. The way that platforms like 

Facebook, Instagram, LinkedIn, Twitter (now X), and TikTok are changing marketing methods across industries has 

been thoroughly examined by academics. 

According to research by Mangold & Faulds (2009) and Kaplan & Haenlein (2010), social media gives consumers and 

marketers an engaging platform. According to the research, influencer marketing builds customer trust, while social 

media sites like Facebook and Instagram aid in boosting brand engagement. But issues like false followers, content 

fatigue, and privacy concerns are still common. 
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RESEARCH METHODOLOGY 

A mixed-methods strategy was used: 

Quantitative Data: One hundred participants completed online surveys that focused on social media preferences, internet 

buying habits, and brand content engagement. 

Qualitative Data: Interviews with business owners and digital marketers to learn about the difficulties in implementing 

strategies. 

Purposive sampling and convenience sampling are the methods of sampling. 

Analysis tools include thematic analysis for qualitative data and statistical analysis with Microsoft Excel. 

KEY FINDINGS 

• 94% of those surveyed are aware of social media marketing and actively interact with brand content. 

• Platform Preference: Facebook and Instagram are favored for their community involvement and visuals, 

respectively. 

• Influence on Consumers: 94% are occasionally influenced by social media, and 67% always check it 

before making a purchase. 

• Demographics: The majority of respondents are under 30, have a strong grasp of digital technology, and 

react strongly to online branding. 

• Challenges: The main ones are calculating return on investment, controlling algorithm modifications, 

and producing consistent material. 

• Social media is more impactful and less expensive than traditional media, but it lacks quality control 

and is therefore less reliable. 

DISCUSSION 

Social media is now an essential component of marketing campaigns rather than an optional tool. Its interactive features 

make brands more relatable and encourage repeat business. Marketers need to use analytical tools, provide real content, 

and implement platform-specific strategies. Low regulatory awareness suggests that data privacy and compliance 

education is necessary. 

RECOMMENDATIONS 

• Customize Content: TikTok for young interaction, LinkedIn for business-to-business, and Instagram for 

images. 

• Use Analytics: To track performance, use applications such as Hootsuite or Meta Business Suite. 

• Team Training: Give groups expertise in analytics, digital trends, and content production. 

• Influencer Strategy: For genuine promotion, work with reputable micro-influencers. 

• Crisis Management: Establish procedures for responding to unfavorable comments. 

• Combine Paid and Organic: Employ an approach that strikes a balance between trust and reach. 

CONCLUSION 

By increasing reach, engagement, and customer trust, this study demonstrates the critical role social media plays in 

marketing strategy. Businesses must deal with issues including content rivalry, algorithm updates, and extensive data 

analysis, despite the fact that it has many advantages. Social media marketing is a dynamic and changing tool that will 

continue to revolutionize how brands interact with their target customers. It is not merely a passing fad. 

According to the survey, social media is essential to contemporary marketing. It influences customer impressions, 

increases engagement, and expands brand reach. Even though it has many benefits, issues like content overload and ROI 

measurement need to be resolved. In the digital age, companies that implement flexible, data-driven strategies will be in 

the forefront. 
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