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The Impact of Social Media Presence for Companies.


Introduction


Background 


Social media has revolutionized the way companies communicate with their customers 

and promote their products and services. A strong social media presence can help companies to 

build brand awareness, establish a loyal customer base, increase website traffic, and generate 

leads and sales. Social media presence for companies enhances their ability to engage with 

customers in real-time. Through social media platforms, companies can interact with customers, 

respond to inquiries and feedback, and build a community of brand advocates (Kanchan et al., 

2015). This engagement can help to humanize the brand and build trust with customers, which 

can lead to increased loyalty and sales. Social media presence can also help companies to 

promote their products and services through targeted advertising and influencer marketing. By 

leveraging the vast amount of data collected by social media platforms, companies can create 

targeted ad campaigns that reach specific demographics, interests, and behaviors. Influencer 

marketing, which involves partnering with popular social media personalities to promote 

products and services, can also be an effective way to reach new audiences and build brand 

awareness. Studies reveal that social media presence can help companies to monitor and manage 

their online reputation. According to Kaplan and Mazurek (2018), by monitoring social media 

platforms, companies can respond to negative feedback and reviews, and take action to address 

customer complaints and concerns. This can help to improve customer satisfaction and protect 

the company's brand image.





3

The purpose of this study is to explore the impact of social media presence on companies 

by examining the influence of social media on consumers' purchasing behavior and the 

challenges and opportunities presented by social media for businesses. The study will utilize a 

mixed-methods research design to collect both quantitative and qualitative data from a diverse 

sample of consumers and professionals involved in social media marketing.


Objectives 


1. To identify the specific ways in which social media has impacted businesses in different 

industries, including changes in marketing strategies, customer engagement, and internal 

communication.


2. To analyze the benefits and challenges associated with using social media for business 

operations, including the potential risks of online reputation damage and the need for 

effective social media policies.


3. To investigate the role of social media in facilitating new business models, such as e-

commerce and social media advertising.


4. To examine the impact of social media on consumers' behavior and attitudes, including 

how it has influenced their purchasing decisions and brand loyalty.


5. To assess the current and future trends in social media use by businesses and how they 

will likely affect the business environment in the coming years.


Significance of the Study 


The significance of this study is to provide insights into the impact of social media on 

consumers' purchasing behavior and the challenges and opportunities it presents for businesses. 

The findings will help businesses to develop effective social media marketing strategies that 
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enhance their brand image and drive sales. It will also contribute to the growing body of 

knowledge on the role of social media in marketing and consumer behavior.


Literature Review


Social media has become an increasingly important platform for conducting business in 

the last decade. With the rise of social media, businesses have been compelled to adapt their 

marketing and communication strategies to engage with customers in new ways. This literature 

review aims to provide a comprehensive synthesis of the current research on the impact of social 

media on traditional ways of conducting business. The review will explore the influence of social 

media on consumer behavior, emotional experiences, brand relationship quality, and word-of-

mouth communication. Bruns (2018) found that social media-driven influencer marketing plays a 

significant role in the decision-making process of young adults when purchasing products. The 

study revealed that participants were more likely to purchase a product a social media influencer 

recommended than a traditional advertisement recommended. The study also found that trust and 

perceived authenticity are essential factors in social media-driven influencer marketing and 

significantly impact young adults' intentions-to-buy.


Hudson et al. (2015) explored the impact of social media on emotions, brand relationship 

quality, and word-of-mouth communication among music festival attendees. The study found 

that social media usage positively affects emotional experiences, with attendees who used social 

media during the festival reporting more positive emotions, such as excitement and happiness. 

The study also revealed that social media usage positively impacts the quality of the brand 

relationship between attendees and the festival, with attendees who used social media reporting 

higher levels of brand loyalty and satisfaction. Finally, the study found that social media usage 
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positively affects communication, with attendees who used social media during the festival more 

likely to recommend the festival to others.


Kanchan et al. (2015) investigated the online purchase behavior of customers in India. 

The study found that social media significantly impacts online purchasing behavior, with 

customers relying on social media for product information and reviews. The study also revealed 

that social media positively affects customer satisfaction, with customers who used social media 

during the purchase process reporting higher satisfaction levels. 


Kaplan and Mazurek (2018) provided a comprehensive overview of social media and its 

impact on business. The authors argued that social media has fundamentally changed how 

businesses operate, enabling new forms of marketing and communication. The authors also 

highlighted the challenges posed by social media, including the need for businesses to manage 

their social media presence and monitor consumer feedback effectively.


Keinänen and Kuivalainen (2015) examined the antecedents of social media B2B use in 

an industrial marketing context from the customers' point of view. The study found that the 

perceived usefulness of social media, customer support, and information quality are significant 

antecedents of social media B2B use. The study also revealed that the perceived effectiveness of 

social media is positively related to customer satisfaction and loyalty.


In summary, the literature suggests that social media has significantly impacted 

traditional ways of conducting business. Social media has changed how businesses operate, 

enabling new forms of marketing and communication. Social media-driven influencer marketing 

has emerged as a powerful tool for businesses to influence consumer behavior, particularly 

among younger adults. Social media positively impacts emotional experiences, brand 
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relationship quality, and WOM communication. Finally, social media has become a critical 

source of product information and reviews, influencing customer satisfaction and loyalty.


Methodology


The research design for this study will be a mixed-methods approach, combining both 

qualitative and quantitative methods. The quantitative component will involve an online survey 

to gather data from a diverse sample of consumers. The survey will focus on the impact of social 

media on purchasing behavior, perceptions of trust and authenticity, emotional experiences, and 

word-of-mouth communication related to consumption behavior. The qualitative component will 

involve in-depth interviews with social media influencers, business owners, and marketing 

professionals to understand the challenges and opportunities presented by social media for 

businesses.


To collect the necessary data, several data collection instruments will be used. The survey 

instrument will be self-administered and distributed online through social media platforms or 

online panels. The survey will include closed-ended and open-ended questions related to the 

research questions, along with demographic questions to understand the characteristics of the 

sample. For the qualitative component, in-depth interviews will be conducted via phone, video 

conference, or in-person, with open-ended questions allowing participants to share their 

perspectives and experiences with social media marketing. The interviews will be recorded and 

transcribed for further analysis.


The sample for this study will include consumers and professionals involved in social 

media marketing. A diverse group of participants from different ages, genders, and 

socioeconomic backgrounds will be included to ensure a representative sample. The professional 
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sample will include social media influencers, business owners, and marketing professionals, 

selected based on their experience, industry, and expertise in social media marketing to ensure a 

diverse and representative sample.


The data collection procedure will involve several steps, including designing and 

pretesting the survey instrument, distributing the survey online to the consumer sample, and 

scheduling and conducting in-depth interviews with the professional sample. Informed consent 

and confidentiality measures will be taken to protect participants' privacy.


Research ethics will be a critical consideration in this study. Informed consent will be 

obtained from participants, and confidentiality measures will be taken to protect participants' 

identities. Participants' privacy will be respected, and any data collected will be kept secure and 

only used for research purposes. The study will also comply with relevant laws and regulations 

concerning research ethics.


Plan/Schedule


    Task Timeline

Develop research questions and objectives Week 1

Conduct a literature review Weeks 2-4

Develop research design and methodology Week 5

Develop survey instrument and pretest Weeks 6-7

Recruit participants and distribute surveys Weeks 8-10

Conduct in-depth interviews with participants Weeks 11-13

Collect and analyze social media content Weeks 14-16

Analyze data and prepare preliminary findings Weeks 17-18

Write and revise the research report Weeks 19-21

Submit the final research report and presentation Week 22




8




9

References  


Bruns, I. (2018). 'Trust and 'perceived authenticity in social media driven influencer marketing 

and their influence on intentions-to-buy of 18-24-year-olds in Ireland (Doctoral 

dissertation, Dublin Business School). https://esource.dbs.ie/handle/10788/3536 


Hudson, S., Roth, M. S., Madden, T. J., & Hudson, R. (2015). The effects of social media on 

emotions, brand relationship quality, and word of mouth: An empirical study of music 

festival attendees. Tourism Management, 47, 68-76. https://doi.org/10.1016/

j.tourman.2014.09.001 


Kanchan, U., Kumar, N., & Gupta, A. (2015). A study of online purchase behavior of customers 

in India. ICTACT Journal on Management Studies, 1(3), 136-142. https://

www.researchgate.net/profile/Upasana-Kanchan/publication/306382997  


Kaplan, A., & Mazurek, G. (2018). Social media. Handbook of Media Management and 

Economics, 273-286. https://www.taylorfrancis.com/chapters/edit/

10.4324/9781315189918-17/social-media-andreas-kaplan-grzegorz-mazurek  


Keinänen, H., & Kuivalainen, O. (2015). Antecedents of social media B2B use in an industrial 

marketing context: customers' view. Journal of Business & Industrial Marketing. https://

doi.org/10.1108/JBIM-04-2013-0095 

https://esource.dbs.ie/handle/10788/3536
https://doi.org/10.1016/j.tourman.2014.09.001
https://doi.org/10.1016/j.tourman.2014.09.001
https://www.researchgate.net/profile/Upasana-Kanchan/publication/306382997
https://www.researchgate.net/profile/Upasana-Kanchan/publication/306382997
https://www.researchgate.net/profile/Upasana-Kanchan/publication/306382997
https://www.taylorfrancis.com/chapters/edit/10.4324/9781315189918-17/social-media-andreas-kaplan-grzegorz-mazurek
https://www.taylorfrancis.com/chapters/edit/10.4324/9781315189918-17/social-media-andreas-kaplan-grzegorz-mazurek
https://doi.org/10.1108/JBIM-04-2013-0095
https://doi.org/10.1108/JBIM-04-2013-0095

