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Abstract

Social media has become a common place for communication, networking and content
sharing. Many companies seek marketing and business opportunities in these platforms.
However, the link among the assets generated in these websites and business performance
remains largely unexploited. Each manager and economic advisors can benefit from the
instructions learned in this study. We conceptualize four channels by means of which social
media affects financial, operational and company social overall performance: social capital,
clients’ discovered choices, social advertising and social company networking. An empirical
test of our framework indicates that “followers” and “likes” definitely impact a company’s
share cost, however most effective after a vital mass of fans is attained. Our estimates
recommend that Twitter is a more powerful device to beautify commercial enterprise overall
performance than Facebook.

Keywords: Business, Communication, Information, Social Media, Social Media Marketing
(SMM).

I.  INTRODUCTION

Facebook, YouTube, Instagram, Tweeter and other social media play an essential role in how
online users discover, research, and share information about brands and new product business.
An online survey reported that around 60 percent of consumers who research products online,
learned about a specific retailer or brand through social networking sites [1]. Active social
media users are more likely to read product reviews online to learn more about the product and
to get to know the credibility, reputation and history of the company before purchase. Another
essential use of social media for any business is to keep track of organizations’ competitive
position providing vital market information and statistics around an industry as a whole. Social
media also fosters the exchange of knowledge and expertise thus speeding up innovation and
development of new products based on the feedback of suggestions and recommendation of
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consumers [2]. Finally, social media holds a number of real benefits for business with few
negative impacts in business development.

The data would be analyzed to find out the advantages and disadvantages of social media
applications in business organizations. The internet profoundly influences how people talk and
construct relationships these days. it has been broadly embraced by all form of human beings
of various races, cultures, and a long time, in their day by day lives, assisting them to broaden
and hold connection at a non-public degree and at work. those emerging technological
tendencies are at reach making it popular and attractive to anybody, such as how organizations
conduct business [3]. The objective of this studies is to pick out the effect of social media
within the point of view of commercial enterprise groups. It objectives to discover the benefits
and drawbacks together with the risks of the usage of social media in business companies.
phase 2 provides a short word on social media. segment three discusses the salient capabilities
of social media. segment four and five cites a few achievement tales of companies that select
to use social media campaigns, and listing businesses that use social media in marketing
respectively. And the relaxation of the paper incorporates literature overview, precis, objectives
of the have a look at, technique, conclusion, acknowledgments, and references [4].

This paper discusses the impact of social media in business organizations by highlighting the
competitive advantage on organizations’ engagement in social media. It aims to identify the
factors why business prefers social media as marketing and communication tools over other
available methods. An in-depth analysis of the advantages and disadvantages together with the
risks of social media on business is further presented in the paper. Some success stories of
organizations that used social media as part of their marketing campaign have been included
here in this paper. This paper also attempts to figure out widely used social media applications
in business. This research is qualitative in nature, which is done through literature review,
observations, and interview forms mailed to business development managers

Il.  DISCUSSION

A. Social Media is Important for Business:

Social media has greatly transformed the business landscape. It is one of the most important
aspects of digital marketing, which provides incredible benefits that help reach millions of
customers worldwide. If you are a CEO or a small business owner, it is very important to know
why you need to be on social media and how it is going to affect your business [5].

There are several questions you must ask yourself before you plan your social media strategy

I.  What are the channels where my customers are present?
ii.  What are the ways to target my audience on those channels?
iii.  What are my objectives and the Rol of the social media strategy?

So it is evident that social media can have an immense impact on your business and can be one
of the most powerful marketing channels to reach out to your audience.
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B. In anutshell, social media helps businesses in three key areas;

1. Brand building — Social media is one of the most profitable digital marketing platforms
that boosts your brand visibility among potential customers, allowing you to reach a
bigger audience. By applying a social media customer service strategy, you
significantly increase your brand recognition.

2. Omni channel engagement — Research shows, 60% of US millennials expect
consistent experiences when dealing with brands online, in-store, or by phone. Social
media strategies boost user engagement across channels in order to engage customers
and deliver better omni channel customer experience.

3. Business growth — Social interaction between businesses & customers is a growing
trend that increases sales and improves brand loyalty. SMM report says, more than 65%
of businesses are on social media to increase leads. So, let’s look into the positive
effects of social media on businesses [6].

C. Social media adds a new dimension to your omni channel customer service:

Today’s customers choose social media as the main source to interact with a brand as they get
instant attention. Research says that 42% of consumers expect a response on social media
within 60 minutes. Social media is a powerful channel to engage customers who reach out to
you through different social media channels such as Facebook, Twitter, LinkedIn, Instagram,
WhatsApp to deliver a seamless omni channel messaging experience. Providing omni channel
customer service is an important aspect of a business. However, it is even more important to
use the right tools, system which can help your business to deliver an omni channel experience
across the customer lifecycle. In order to deliver omni channel customer service, you can use
certain tools [7].

D. Social media helps to reach out to a bigger audience:

Almost 90% of marketers say their social marketing efforts have increased exposure for their
business, and 75% say they’ve increased traffic. It an ideal way to create brand awareness and
stay in contact with your customers. Social media platforms are becoming the main source for
people to learn more about businesses — latest information about new products, services,
advertisements, deals or promotions [8].

Here are some tips to expose your brand to a broader audience.

I.  Segment your audience — Prior heading up to the social platforms make sure that your
target audience is on the platform or not. It’s not at all wise to blindly follow other
brands.
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ii.  Make use of visuals — Once you have segmented your audience make use of attractive
visuals along with content to grab immediate attention and boost engagement.

iii.  Initiate conversations — Involve yourself into the social platforms not only by listening
but also by building great conversations by tagging or mentioning others.

iv.  Measure your efforts — It is very important to measure your social activity by using
external tools. Gain insights and channelize your efforts and strengthen your brand
image.

The social channels allow share business news and even post related photos or links to
stories/studies in their industry. It also builds trust with their customers and showcases
themselves to a new demographic of potential clients [9].

Best Practices:

v. ldentify your target audience, their patterns, behaviors and then choose the right social
media channels for your business.

vi.  Social media is a place to forge connections and bring a voice to your brand. Ensure
that your tone is consistent, friendly, and suits your business that you are trying to
showcase.

vii.  Visual and engaging content is key. To publish relevant, quality content and involve
your audience — ask questions, use polls, and host events.

E. Social media creates word of mouth:

Social media does, in fact, help to get the word out about your business. With the arrival of
interactive and social media, the patterns, role, and impact of word of mouth have evolved.
Due to which new online communities are shaped.

Such changes affected the ways businesses can leverage the power of word of mouth for
marketing purposes and, vice versa, the impact of word of mouth on businesses. Research
shows that 72% of people see online reviews in the same light as personal recommendations
made by friends and family [10].

F. Social Media Marketing (SMM) is economical:

Many businesses are jumping into the Social Media Marketing (SMM) bandwagon as its
positive impact on brands and promises profitable success when done properly. Social media
marketing techniques target social networks and applications to spread brand awareness. Social
media marketing is perceived as a more targeted type of advertising and therefore it is very
effective in creating brand awareness. Social media engagement campaigns produce a lot of
shares, generate more views and publicity for your business — all for a one-time cost. Social
media marketing campaigns usually center around:

I.  Establishing a social media presence on major platforms
ii.  Creating shareable content and advertorials
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iii.  Cultivating customer feedback throughout the campaign through surveys and contests
iv.  Ifyou are a startup or small business social media marketing to promote your business
and save the business money

G. Social media allows collecting first hand customer feedback:

Social media platforms allow collecting first-hand feedback from customers to improve brand
image, reputation, and relationship with the customer. The customer must feel like they are
heard, valued and this makes them happy. So, respond to every post, comment, suggestion and
make the best use of it for your brand development. Businesses that engage with customer
service requests via social media earn 20% — 40% more revenue per customer. This will allow
you to showecase just how much you care about providing a memorable experience and will
ensure that no customer feedback goes unnoticed. And by monitoring social media for
customer feedback and offering a response, you can drive real business results. Best practices:

i.  Respond even if the user has not directly tweeted at you or asked for help. When you
answer brand mentions or comments it shows you are paying attention.
ii.  Promote your customers by retweeting a happily resolved support interaction. It is like
giving your customers a big thank you.
iii.  Give your customer service team a public face. Use a team photo or an agent spotlight.
It’s nice to connect the face of the brand with the names behind it.

H. Social media improves user engagement:

No matter businesses are on social media or not, customers follow their social media accounts
every day. With the average person spending just under two hours per day on social media,
social media engagement is essential to make sure your brand is capturing enough attention.
Setting up a social media presence, building and engaging them effectively with quality content
is a big effort.

I.  Social customer service is the new marketing:

Providing stellar customer service is likely already a top priority for every business. But along
with the two-way communication that social media provides, it also offers a unique opportunity
to step up your customer service game and provide instant gratification to your target audience.
WhatsApp, for example, is the most popular channel for customer service on a global front.
The numbers say there are more than 1.5 billion monthly active users, sharing more than 60
billion messages every day, a huge amount of on-platform activity.

J. Social media can be a driving force of growth tools:

Social media offers opportunities for brands to increase conversions due to the interaction that
they have with customers. When a brand chooses a proactive social media marketing approach,
it will strengthen its strategy. Hubspot research social media marketing has a 100% higher lead-
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to-close rate than outbound marketing. This data proves social media marketing critical for all
brands, big or small, and especially those who are trying to increase sales revenue. This type
of outreach cannot be ignored. Best practices:

I.  Use targeted social media listening to understand what is happening in your industry.
ii.  Get engaged in social selling (social selling combines the elements of social listening,
social media lead generation, and sales practices).

K. Social media boosts your brand loyalty:

Building and maintaining brand loyalty is one of the central themes of every business. Social
media helps you to build relationships with your customers through social media, which
increases loyalty and advocacy. Brand loyalty matters due to the below reasons:

i.  Resistance in competition: In this competitive market, brand loyalty is hard to come by.
Customers have multiple options accessible that can lose them easily. Perception of
your brand builds new customers but loyal customers add real value.

ii.  Meaningful engagement: Loyal social media followers are more likely to interact with
your posts and create meaningful conversations. Real engagement is more valuable to
your online image.

iii.  Brand advocacy: Loyal social media followers are high potential brand advocates.
They’re very likely to talk about your brand positively, even without persuasion.

I11.  CONCLUSION

This tiny study addresses the factors and prime factors, advantages and disadvantages of Social
Media that influence business people to select Social Media in their business development and
performance. Due to time constraints, interview mail forms are not yet completed but through
observation and detailed literature survey reveals that most of the companies are using a
combination of traditional and social media to find out to their customers. It has been seen that
use of social media applications and tools has helped companies to make more branding of
their products and reach their brands to more customers and to satisfy their needs better.
Companies have seen an enhancement in their brand awareness and brand image by use of
social media. There are many advantages but few disadvantages based on these studies but
Companies can use social media better by making their message clear, avoiding chaos and
ensuring that their online image matches with their brand image. Marketers consider social
media, a space many of their consumers, as a gold mine for brand and business development
and building
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