
www.ijcrt.org                                                        © 2025 IJCRT | Volume 13, Issue 3 March 2025 | ISSN: 2320-2882 

IJCRT25A3226 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org k657 
 

 NAVIGATING SOCIAL MEDIA FOR 

EFFECTIVE MARKETING: STRATEGIES 

AND INSIGHTS 
1 Dr. Khushboo Sahu,  
1Associate Professor,  

1School of Commerce, Management and Research,  
1ITM University, Raipur, India 

 

Abstract:  In todays digital age, social media has transformed marketing strategies in many ways and  offering 

extraordinary prospects for businesses to connect with target audience and customer. This   study showcase 

the dynamics of navigating social media platforms for effective marketing strategies. It also examines the 

growing scenario of social media amongst the customers and , emphasizing on the challenges and 

opportunities of social media marketing . The study examines the key strategies for leveraging social media 

successfully, highlighting the importance of understanding audience, trends. It investigates the importance of 

shaping convincing content, adopting meaningful connections and leading customer engagement. 

Additionally, it examines the role companies in assessing campaign performance, allowing marketers to 

enhance their strategies and improve results. This study also directs the significance of regular updated on 

social media platforms and best practices used by companies to guarantee visibility and customer reach. It 

discusses the impact on brand promotion through social media marketing.. This study underlines the 

importance of encouraging a interconnected brand narrative across social media channels, guaranteeing 

consistency in messaging and visuals to boost brand identity and improve brand recall. 

 

 

Index Terms - Marketing, Strategies, Social Media 

 

I. INTRODUCTION 

Social media incorporates a large category of websites and applications constructed for communication, 

community-based interaction, content-sharing, and collaboration. It is having a  vital role as tool for 

individuals to connect with friends, family, and various communities.  It  also providing a great platforms to 

marketers to market their products and  increase  customer engagement. 

Companies use these platforms to promote their products and services and interact directly with target 

customers and attend complaints and issues. Many business-to-consumer websites combine social 

components like comment sections and sharing buttons, enabling user-generated content and improving brand 

visibility. 

 

Social media platforms allow marketers to examine and evaluate customer online presence effectively. They 

can trace digital footprints and use the metrics effectively like  engagement levels, brand perception, and 

customer feedback. It also providing significant insights and inform to marketers for taking correct marketing 

decisions and using right social media marketing strategies. 

The universal reach of social media is enormous and with the use of mobile applications it is  very easily 

accessible to users worldwide. Many widespread social media platforms involve Twitter, Facebook, and 

LinkedIn, each offering to specific user demographics and offering exceptional features that support various 

communication needs and business objectives. From last few decades,  social media has become  a basic part 
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of everyone’s life and emerge as a routine mode of modern communication and marketing landscapes. It 

encouraging individuals and businesses  to connect and  collaborate in today’s digital world. 

 

II.  THEORETICAL FRAMEWORK  

 

2.1 SOCIAL MEDIA MARKETING 

Social media marketing is the process of creating content for social media platforms in order to promote your 

products and/or services, build a community within your target market, and drive more visitors to your 

website. Due to the regular release of new platforms and features, social media marketing is always evolving. 

 

Engaging your target market and customers where they are, throughout their social media interactions with 

you and each other, is the primary objective of social media marketing.  Although social media marketing is 

immensely beneficial to the expansion of your business, the social networks that your audience spends the 

most time on will determine how you should tailor your strategy. 

From a strategic perspective, social media marketing includes scope setting, campaign management, 

administration, and establishing the desired social media "culture" and "tone" for a business. 

 

2.2 Evolution of Social Media-  

Ngak, Chenda (6 July 2011) states that social media got its start in the mid-1990s on websites like 

SixDegrees.com, Classmates.com, and GeoCities. As a result, SixDegrees.com evolved into a trailblazing 

social networking platform that permits users to interact using their own names rather than fictitious profiles 

or names. With its introduction of features like friend lists, school affiliations, and profiles, it was dubbed the 

"first social networking site." David Kirkpatrick (2011) With the introduction of Friendster and Myspace in 

the early 2000s, social media platforms began to gain traction. Facebook, YouTube, and Twitter came next. 

 These platforms revolutionized online communication by fostering international communities and enabling 

users to simultaneously exchange material. As of this year in April 2024, approximately 62.3% of the global 

population connected with social media. Around half of the global population is now active on social media, 

total 5.07 billion users worldwide, with 259 million new users have been  joined in past year. Each day an 

average of 2 hours and 23 minutes is spent by a single user  ( Dave Chaffey, 2024) . This statistic shows the 

current growth and development of social media usage globally.  

The entry of new users exhibits both the increasing availability of internet connectivity and the endless 

integration of social media into everyday life.. Social media platforms are nonstop progressing to satisfy  

consumer requirements and necessities. Certainly, the advantages that social media can produce to users' lives 

are now more noticeable than ever. This presents a substantial opportunity for social media marketers to 

leverage. 

2.3. Various social media channels  

 

Social media's introduction has played a major role in the amazing evolution of the online landscape over the 

last ten years. Young people may now communicate at a never-before-seen pace when it comes to thoughts, 

feelings, private information, pictures, and videos thanks to this evolution. 73% of American teenagers are 

currently active on social media, according to Oberst (2010). According to Martn (2008) and Lusk (2010), 

social media refers to websites that allow for the sharing and transmission of multimedia content, such as 

Facebook, MySpace, Twitter, blogs, and LinkedIn.  

 

Social media, as used in this study, is defined as the use of online platforms like Facebook, WhatsApp, Twitter, 

Skype, MySpace, and Yahoo Messenger for user-to-user exchange of ideas, images, and videos.  

 

In recent years, the rise of social networking has become an international phenomenon. What was once a 

hobby for a select group of tech-savvy people has become a widely accepted societal norm. According to 

Boyd (2007), teens and young adults in particular have embraced these platforms as a means of redefining 

their identities, highlighting their social lives, connecting with others, and exchanging information. 
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Since the rise of social networking sites like Facebook and MySpace between 2004 and 2006, social media 

has become a staple of communication among young people. Facebook alone boasts over 500 million 

members, with approximately 85% of undergraduate students engaging with the platform (Schneider, 2009). 

These figures are expected to rise, a trend also reflected in the growing user base of YouTube (University of 

New Hampshire, 2009).  

 

Social networking sites offer tools for communication, information sharing, and relationship building. As 

these platforms gain popularity, they significantly influence our social interactions, altering how we engage 

with each other and affecting the dynamics of our social groups and friendships (Asur & Huberman, 2010). 

This shift in social interaction reflects the broader impact of technology on our daily lives, changing the nature 

of face-to-face communication and information exchange. 

 

Fig-1 Most Popular social media in 2024 

Source :-Statistics and Data- most Popular Social Media 2004/2024i 

 

(Fig-1 )According to the research at the forefront of social media is Facebook, with over 3 billion users since 

its launch in February 2004. It remains a leading platform for digital socialization, surpassing its closest rival, 

YouTube, which has nearly 2.5 billion users. While Facebook excels in social networking, YouTube, known 

for its extensive video content, has evolved into a crucial resource for information, education, and inspiration. 

  

Instagram and WhatsApp each have 2 billion users, tying for third place. Instagram, known for its visually 

engaging content, has grown over 30% and is especially popular among younger users. WhatsApp remains a 

leading messaging app, emphasizing instant, personal communication. 

TikTok, with 1.562 billion users, ranks sixth, driven by its innovative format and appeal to Gen Z. WeChat 

and Telegram cater to diverse global communication needs, while Snapchat, Twitter, and Weibo continue to 

be significant players, each offering distinctive features that maintain their relevance.The most recent social 

media data indicates that using paid social media advertising is essential for connecting with your target 

audience 

 

 

 

 

 

 

Fig-2 Social media advertising statistics 
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Sources:- Sprout social -Social media advertising statisticsii 

(Fig-2) Social media advertising expenditure is expected to hit $219.8 billion in 2024. By 2028, mobile social 

media ad spending is projected to reach $255.8 billion. By 2024, ad spend growth is expected to reach 6.1%. 

Businesses spend around 8.7% of their overall income on advertising, with social media ads making up 28.8% 

of all digital ad spending. 

 

Retailers and marketers must understand factors influencing consumer attitudes and motives, as consumers 

are increasingly creating content about brands, which was once controlled solely by companies (Heinonen, 

2011). Chu (2011) found that Facebook group members are more likely to share personal information and 

engage with ads than non members, showing that group participation enhances attitudes towards social media 

and advertising. Members of Facebook groups often have a more favorable view of social media ads and are 

more inclined to join brand-related groups. 

 

Cox (2010) found that attitudes toward online advertising formats vary by age. While users aged 35-54 liked 

video and brand channel advertising for their placement and substance, users aged 18-28 preferred ads on 

blogs, videos, and brand channels because they were interesting and educational. However, most people didn't 

enjoy invasive advertisements like pop-ups. 

 

Chi (2011) drew attention to the fact that users' opinions on advertising vary throughout social networks, 

implying that the reasons behind using various platforms influence how users react to social media marketing. 

Di Pietro and Pantano (2012) discovered that consumer engagement with ads on Facebook is highly 

influenced by degree of enjoyment, while Harris and Dennis (2011) shown through the use of the Technology 

Acceptance Model (TAM) that students trust their real friends over other sources on social media. Adding 

interactive features to Facebook pages, such as games and contests, can enhance user attraction (Di Pietro & 

Pantano, 2012). 

 

Heinonen (2011) argued that consumer activities are driven by a variety of motivations, not just consumption. 

Consumers now play a significant role in generating brand content, diminishing the impact of traditional 

marketing tactics. Understanding these motivations helps refine marketing strategies. 

 

 

 

 

 

 

 

 

 

 

Fig- 3 Social Media Engagement Rate (By Followers) 2024 
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Source- Sources:- Sprout social- Social Media Engagement Rate (By Followers) 2024iii 

 

(Fig-3) In 2023, a significant 43% of marketers are planning to boost their investment in Instagram. This is 

quite noteworthy given the rapidly evolving social media landscape, where platforms like TikTok are gaining 

substantial traction. 

 

Instagram has long been a major player in the social media world, especially for influencers and brand 

marketing. However, with the rise of TikTok, which has captivated a huge audience with its short-form, 

algorithm-driven content, Instagram is facing some stiff competition. TikTok’s dynamic and engaging format 

has drawn a lot of attention, particularly from younger users, which puts Instagram’s dominant position to the 

test. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig(4) – 4 Social Media Ad Audience 
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Source- Data report- Social Media Ad Audience : Total Reportiv 

 

(Fig-4) The latest figures reveal some interesting dynamics in the world of digital advertising. YouTube 

continues to lead the pack with its ads reaching a staggering 2.50 billion users each month. This is a notable 

10 percent more than the 2.24 billion users reported for Facebook by Meta. 

Instagram holds the third spot in terms of ad reach, with its paid media placements hitting 1.68 billion users 

as of July 2024. This shows the platform’s strong position in the advertising landscape, even with increasing 

competition. 

TikTok, backed by Bytedance’s data, is not far behind, with its ads reaching 1.60 billion users over the age of 

18 each month. This highlights TikTok’s growing influence and its effectiveness in engaging a large audience. 

On the other hand, LinkedIn reports a global ad reach of 1.10 billion. However, it’s worth noting that this 

number includes the total number of registered members on the platform, not just the active users who are 

engaging with ads on a monthly basis. This distinction is important for understanding the true impact of 

LinkedIn’s advertising reach. 

 

 

Fig 6- Reasons for using social media. 

                
Source- Data reportv  

(Fig-6) While reach is a crucial factor, it’s not the only consideration when crafting a marketing plan. This 

data also encourages us to rethink how we build our social media strategy. 
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People use different platforms for various reasons, so it’s valuable for marketers to explore these diverse 

needs. Understanding why and how people engage with each platform can help tailor campaigns to achieve 

specific goals more effectively. 

The chart below provides valuable insights into why people use social media today. However, keep in mind 

that motivations can vary by country and platform, so it’s important to also review local market data for a 

more nuanced strategy. 

 

 How brands work- A key challenge in social media marketing is that these platforms are inherently 

designed for peer-to-peer interactions, where conversations occur among friends, family, and colleagues. As 

a result, brands need to approach their social media strategies with care. Insights from GWI reveal that 

social media is crucial for brand discovery and driving purchases. The data underscores how ads, 

recommendations, and updates on business social media pages each play a significant role in helping 

consumers discover new brands. 

 

Fig 7 - Benefits of using social media Marketing 

                                                         
Source- word stream- Benefits of using social media Marketingvi 

 

Owing to its broad application and adaptability, social media has emerged as one of the most potent free 

resources for business promotion. (Fig-7) 

 

Additional benefits of social media marketing for advertising 

 

Leveraging Brand Intelligence 

Businesses gain significant advantages from social network analytics, as Pettey (2008) emphasizes that these 

platforms now cater to various demographics, not just the young. They enable companies to collect feedback, 

build brand presence, and observe brand discussions. Sachoff (2008) further notes that social networks 

provide valuable information on trends, customer feedback, and market research. 

 

Enhancing Brand Visibility 

Social media is a highly cost-efficient way to increase brand awareness. By actively managing social media 

profiles, businesses can engage with a broad audience and boost brand recognition. Regular interactions and 

content sharing can expand reach and attract potential customers, with marketers reporting notable 

improvements in exposure from minimal weekly efforts (International Journal of Management, Technology 

and Engineering, 2019). 

 

 Cost-Effective Marketing 

When considering alternative advertising approaches, social media marketing presents a more affordable 

option. Most social platforms provide free profile creation, and paid promotions are relatively inexpensive. 
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Demers (2014) notes that just six hours of weekly effort can significantly drive traffic, making social media 

a valuable and economical marketing tool. 

 

 Enhancing Customer Satisfaction 

Social media platforms enable businesses to connect personally with customers by providing individualized 

responses to comments. This personal touch helps humanize the brand and improve customer satisfaction by 

showing attentiveness and commitment to a positive customer experience. 

 

Building Brand Loyalty 

Regular engagement with consumers on social media is key to fostering brand loyalty. By using these 

platforms for more than just promotions—such as for direct communication—businesses can strengthen 

customer relationships and enhance loyalty. 

 

Establishing Thought Leadership 

To become a thought leader, businesses should post insightful content and engage actively on social media. 

Consistently sharing valuable information and connecting with the audience helps build authority and 

expertise in the field, enhancing the brand’s reputation and influence. 

 

 

Challenges of use of social media marketing for marketers 

 

Risks of Negative Feedback 

Social media platforms allow users to post freely, which can lead to negative feedback that harms a company’s 

reputation.  

 

E-Commerce Limitations 

Despite the digital age, of India’s rural population lacks internet access, and some areas still face electricity 

issues. These challenges limit the reach and effectiveness of social media marketing in these regions. 

 

Legal Considerations 

Social media advertising must adhere to existing media laws, as Skul (2008a) points out. Businesses need to 

navigate these legal requirements carefully to avoid crossing legal boundaries in online content and market 

research. 

 

Challenges in Brand Management 

Social network advertising can undermine brand control due to user-generated content that may include 

critical reviews. Companies have limited ability to manage or influence what users post about their products 

and services (Slavin, 2009). 

 

 Data Privacy and Collection Issues 

While social networks offer data collection opportunities, users are becoming more cautious about sharing 

personal information. Pettey (2008) highlights that businesses must develop tools to gather data, but privacy 

concerns can limit access. Data mining companies like Colligent collect and sell data from social media for 

targeted marketing purposes (Data Mining, 2009). 

 

Key Strategies for Leveraging Social Media 

 

A well-defined social media strategy plan allows companies to construct value and support in competing with 

competitors. Ang (2011) states few  strategy as a sequences of actions , which aimed at determining a unique 

market position in the market. Bell (2012) highlighted that efficiency, coordination, and sustainability are key 

to an effective strategy. However Social networking sites (SNSs) foster online communities and facilitate 

real-time, two-way communication, helping companies for better understand and address consumer needs 

(Alotaibi & Muramalla, 2015; Smith, 2020). However, companies using egocentric or private communication 

may harm their image(“Facebook and your corporate reputation,” 2016). To build a positive image, a social 

media strategy should focus on engaging stakeholders and delivering high-quality products and services 

(Bashir & Aldaihani, 2017; Smith, 2019). Peer reviews often have more influence than company-generated 

messages, highlighting the importance of effective engagement on social media platforms. 
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To maximize the impact of social media efforts, it's essential to implement well-defined strategies. Here are 

key strategies, supported by references, to help you leverage social media effectively: 

 

Fig-8 Key Strategies for Leveraging Social Media

 
 

(Fig-8)Set Clear Objectives: It is important to establish a clear specific goals for  social media marketing, 

such as enhancing brand awareness, generating leads, or increasing sales. Clear objectives helps and guide 

the marketer to facilitate performance measurement (Smith, 2020). 

 

Understand Audience: Analyze target audience’s on the basis of factors like demographics, interests, and 

behaviors helps in alter  content effectively (Johnson, 2019).effective  Use analytics tools and surveys to 

gather insights and create content that resonates with their preferences. 

 

 Keep Website Updated: Ensure that the website is user-friendly, updated, and easy to navigate. A well-

maintained website enhances user experience and complements social media marketing efforts (Williams & 

Jones, 2018). 

 

Select the Right Platforms: Select the appropriate social media channels based on your target market and 

company objectives. Choose platforms that are appropriate for your product or service based on where your 

audience is most active (Lee, 2021). 

 

Develop High-Quality Content: Create customized  content for engaging and audience’s interests. Utilize 

various formats such as images, videos, and live streams to capture attention and drive engagement (Brown, 

2020). 

 

Ensure Consistent Posting: Publish content regularly to sustain visibility and customer engagement. Use a 

content calendar to plan and schedule posts and ensuring regular interaction with your audience (Taylor, 

2019). 

 

 Leverage Paid Advertising: Running targeted paid ad campaigns to expand companies reach and drive 

traffic to business. Monitor ad performance and adapt strategies to enhance return on investment (Green, 

2021). 

 

Engage Actively with Followers: Adoptive engagement activities through interactions like live streaming 

and using relevant hashtags. Companies should also Respond to comments and messages to build a 

community and enhance brand loyalty (Miller, 2020). 

 

Utilize Influencer Partnerships: Collaborate with social media influencers applicable to your brand to 

increase visibility and credibility. Influencers can extend honest endorsements and reach a large audience 

(Davis, 2019). 

 

http://www.ijcrt.org/


www.ijcrt.org                                                        © 2025 IJCRT | Volume 13, Issue 3 March 2025 | ISSN: 2320-2882 

IJCRT25A3226 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org k666 
 

 Monitor and Analyze Performance: Trace key system of measurement such as engagement, reach, and 

conversion rates using analytics tools. Consistently review performance data to upgrade your strategy and 

improve results (Martin, 2021). 

 

 Implement Cross-Promotion Strategies:. Cross-promotion improves exposure and pushes traffic across 

multiple platforms (Clark, 2018). Promote brand across different social media channels and provide links to 

your profiles is one of the successful strategy .  
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