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ABSTRACT

In today’s fast-paced digital world, social media has become an essential tool for businesses to market their products
and services. As a computer-based technology that enables people to share ideas, thoughts, and content through virtual
networks, social media has transformed traditional marketing strategies. With billions of users worldwide, platforms
like Facebook, Instagram, Twitter, and LinkedIn allow businesses to engage with their audience more effectively and
cost-efficiently. This study examines how social media influences digital marketing, focusing on emerging trends and
challenges. Using a quantitative research approach, data was collected through surveys to analyze consumer
engagement, brand visibility, and the effectiveness of social media marketing strategies. The findings highlight that
while social media helps businesses increase brand awareness and connect with consumers, challenges such as algorithm
changes, data privacy concerns, and market saturation create obstacles. The study concludes that businesses must
continuously adapt to these changes to maximize their success in the digital marketing landscape.

1. INTRODUCTION

Social media has rapidly become one of the most influential aspects of modern digital marketing. From small businesses
to global corporations, companies rely on social media platforms to promote their products, engage with customers, and
build their brand identity. Defined as a computer-based technology that enables the exchange of ideas and content
through virtual communities, social media has revolutionized how businesses interact with their target audience. Unlike
traditional marketing methods, social media allows companies to reach millions of potential customers instantly, making
it one of the most cost-effective marketing tools available today.

With over 4.48 billion users worldwide as of 2021, social media marketing has become an essential part of business
strategy. Brands use platforms like Facebook, Instagram, Twitter, and LinkedIn to increase visibility, create personalized
advertisements, and communicate directly with their audience. Additionally, the ability to receive real-time feedback
from consumers helps businesses improve their products and services. However, despite these advantages, social media
marketing also comes with challenges. Constant algorithm updates, increasing competition, data privacy concerns, and
the overwhelming amount of online content make it difficult for businesses to maintain an effective presence.

This study explores the intersection of social media and digital marketing, focusing on both the opportunities and
challenges businesses face in today’s digital landscape. Using a quantitative research approach, the study analyzes
consumer engagement patterns, marketing trends, and the strategies companies use to stay competitive. By
understanding these factors, businesses can refine their digital marketing strategies and make the most of social media’s
potential in a constantly evolving market.

2. PROBLEM STATEMENT

This paper aims to study the influence of social media on modern marketing. It also studies the impact of multiple factors
such as the usage of social media and the demographic of the audience and how these factors affect the modern marketing
process and play a huge role behind the success of social media marketing.

OBJECTIVES

3

1. To determine whether social media marketing has a bigger impact than traditional marketing.

2. How brands and consumers are satisfied with social media marketing.

3. To analyse how social media helps businesses improve brand visibility and engage with consumers.
4

LITERATURE REVIEW

The development of social media has dramatically changed the methods used in digital marketing, enabling brands to
connect with consumers like never before. There has been a lot of research done in the area of how social media increases
a brand’s visibility, consumer participation, and loyalty. Smith and Taylor (2020) note that social media enables
millisecond-to-millisecond interaction between brands and their consumers, thereby increasing personalization and
feedback. In contrast to older forms of marketing, which are based on responding to passive advertisements, social
media marketing makes interaction active: brands are able to answer consumer questions and problems at once.
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Additionally Johnson, Smith, and Lee (2021) noted that consumers actively sought out brands in social media who they
knew advertised their products, unlike in passive traditional marketing. Social media sites also collect user information,
which enables exceedingly targeted advertisements which can reach viewers who are most likely to be interested in
them. Without a doubt, the deluge of content in todays world makes it harder for companies to grab the consumers
attention and therefore fulls marketers to think outside the box with their plans. With the increasing number of ads and
sponsored content on social media, advertisements are losing their impact on the users and as a result, businesses find it
hard to compete for attention in the digital world. Even though social media marketing is very useful, it comes with its
own set of problems that a business has to tackle. One of the biggest issues is the constant changes in algorithms by the
big players like FB or Instagram. According to Patel and Gupta (2019), these modifications are often a way of lowering
organic reach which means businesses are forced to buy eyeballs to pay to stay visible. This makes everything more
complex and makes it a moving target as companies have to adapt to new rules and trends in audience participation.
Furthermore, data privacy issues pose another big issue in social media marketing, particularly with the regulations like
General Data Protection Regulation (GDPR) which restricts data collection and usage for marketing purposes.

As buyers get more conscious about how their data is used, maintaining trust in a company means ensuring ethical
business practices and transparency. Furthermore, the growing use of influencer marketing has been helpful in driving
user engagement, but it also raises issues of authenticity and credibility. Almost all consumers do not trust sponsored
ads, especially when they are put out by influencers who do not bother revealing sponsorships or when ads are presented
in the most superficial manner. This triggered more calls towards stricter regulatory frameworks and more responsibility
put upon both influencers and brands. Many businesses now have promotional activities with real interactions with
consumers. Even with these challenges, social media marketing seems to be the most effective when it comes to
consumer spending. While active engagement in social media does not correlate to purchases directly, it has been shown
in many researches that the presence of social media advertising has a remarkable impact on brand image and the ability
of consumers to make decisions. As noted by Patel and Gupta (2019), those who interacted with social media ads or
made purchases through social media platforms tend to become repeat buyers. This reinforces the assumption that social
media improves consumer relations over time.

Also, marketers realized from Williams (2020) that consumer satisfaction significantly influences repurchase behavior,
particularly in relation to the user experience on social media. Companies that adopt a proactive approach to nurturing
customer relationships through engagement, interactive content, and personal marketing stand a better chance of
establishing brand loyalty and increasing the number of transactions. Nevertheless, as the field of digital marketing
develops astonishingly fast, businesses should be responsive to change and constantly understand and refine their
marketing plans based on international consumer behavior pattern changes. Businesses can make the most of social
media marketing by fully embracing it along with the accompanying challenges by being data-led, clear in their
communications, and responding to new social media developments.

5. RESEARCH METHODOLOGY

1. Research design:
This study adopts a quantitative research approach to analyze the influence of social media on modern marketing
and the impact of various factors such as social media usage and audience demographics. The research aims to
collect numerical data to identify patterns and relationships between these factors and their role in the success of
social media marketing.

2. Sampling Method:
A random sampling method will be used to ensure diverse representation of different demographics, including age,
gender, occupation, and social media usage frequency. The target sample size will be determined based on the scope
of the study, aiming to collect responses from at least 100 participants to ensure statistical reliability.

3. Data Collection Method:
For this study data was collected using a structured online questionnaire that asks about:

e Social Media Usage Patterns

e Demographics factors

e Impact on modern marketing

4. Variables:

e Independent Variables

e Types of social media used (Instagram, YouTube, Others)
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e Time spent on social media (less 1 hr to more than 4 hr)

e Dependent Variables

e Frequency of shopping after seeing social media ads
Data Analysis and Interpretation:

a. Data Analysis: The collected data will be analyzed using statistical tools such as SPSS or Microsoft Excel.
Descriptive statistics (mean, percentage, frequency) and inferential analysis (correlation and regression) will be
used to determine the relationship between social media marketing factors and consumer engagement.

b. Data Interpretation

Testl: One-Sample T-Test

Obijective: Determine whether social media marketing have a bigger impact than traditional methods of marketing.
HO: Social media marketing doesn’t have a great impact than traditional marketing.

H1: Social media marketing has a greater impact than traditional marketing.

One-Sample Statistics
N Mean Std. Deviation | Std. Error Mean

Do you think social media marketing has a bigger 101 1.59 .908 .090
impact than traditional methods of marketing?

One-Sample Test

Test Value =0
t df Sig. (2- Mean 95% Confidence Interval of the
tailed) Difference Difference
Lower Upper
Do you think social 17.6 100 .000 1.594 1.41 1.77

media marketing has a 53
bigger impact than
traditional methods of
marketing?

Interpretation:
Significance value = 0.000
The p-value 0.000is less than 0.05, meaning the result is statistically significant.

This suggests that the perception of social media marketing's impact is significantly different, indicating a strong positive
perception.

Mean Difference = 1.594

The average response (1.59) is significantly greater than zero, reinforcing the idea that respondents believe social media
marketing has an impact.

Conclusion:

The test confirms that social media marketing to have a significantly bigger impact than traditional marketing. If the
scale ranged from negative to positive perceptions, the positive mean (1.59) suggests that most respondents favour social
media marketing.

Test 2 : Correlation test

Obijective: The relationships between social media usage frequency, purchasing behaviour, and satisfaction
HO = The frequency of social media usage does not influences purchasing decisions.

H1 = The frequency of social media usage influences purchasing decisions.

Correlations

On average, Have you ever How often do Were you
how often do | used any social you buy the satisfied with
you use media apps for products that the experience?
you see being
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social media buying marketed on
in a day? purposes? social media?
On average, how Pearson 1 -.223" -175 -.093
often do you use Correlation
Soc'a'(;“e"j)'a ina |"gig. (2-tailed) 025 081 353
ay"
N 101 101 101 101
Have you ever Pearson -.223" 1 .400™ 231"
used any social Correlation
mediaapps for " gjo (> tailed) 025 000 020
buying purposes?
N 101 101 101 101
How often do you Pearson -.175 .400™ 1 313"
buy the products Correlation
that you see being [ gjq (5 tajled) 081 000 001
marketed on social
media? N 101 101 101 101
Were you satisfied Pearson -.093 231" 313" 1
with the Correlation
eXperience? [ gjg (o tajled) 353 020 001
N 101 101 101 101
Correlation is significant at the 0.05 level (2-tailed).
Correlation is significant at the 0.01 level (2-tailed).

Relationship between Social Media Usage and Buying Behaviour

Correlation: -0.175 and p-value: 0.081

Interpretation: There is a weak negative correlation between social media usage frequency and how often people buy
products marketed on social media. Since the p-value is greater than 0.05, this relationship is not statistically significant.
This suggests that using social media more often does not necessarily lead to more purchases.

2. Relationship between Social Media Usage and Buying via Social Media Apps

Correlation: -0.223 and p-value: 0.025

Interpretation: There is a weak negative correlation between social media usage and whether someone has used social
media apps for purchasing. Since the p-value is less than 0.05, this relationship is statistically significant, but the negative
correlation suggests that higher social media usage does not necessarily increase the likelihood of purchasing through
apps.

3. Relationship between Buying via Social Media Apps and Purchase Frequency

Correlation: 0.400 and p-value: 0.000

Interpretation: There is a moderate positive correlation between using social media apps for buying and the frequency
of purchasing products seen on social media. This means that people who have used social media apps for purchases
tend to buy products more frequently.

4. Relationship between Purchase Frequency and Satisfaction

Correlation: 0.313 and p-value: 0.001

Interpretation: There is a moderate positive correlation between how often people buy products from social media and
their satisfaction with the experience. This means frequent buyers tend to be more satisfied.

Conclusion

H1 hypothesis (Social media usage influences purchasing decisions) is not strongly supported because the correlation
between usage and purchase frequency is weak and not significant. However, people who have already used social
media for purchases are more likely to buy frequently. Satisfaction is positively related to purchase frequency which
means that frequent buyers tend to be satisfied with their experience.
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6. FINDINGS

e One-sample t-test result showed a statistically significant difference, with a p-value of 0.000 (< 0.05), confirming
that social media marketing has a significantly greater impact than traditional marketing. The mean score of 1.59
indicates that respondents perceive social media marketing to have a strong influence compared to traditional
methods. The positive mean difference (1.594) further supports the idea that social media marketing is favoured
over traditional marketing methods.

e Correlation Analysis examined the relationships between social media usage, purchasing behaviour, and
satisfaction.

Social Media Usage and Buying Behaviour: A weak negative correlation (-0.175, p = 0.081) suggests that higher
social media usage does not necessarily lead to frequent purchases of products seen on social media. Since the p-value
> 0.05, this relationship is not statistically significant.

Social Media Usage and Buying via Social Media Apps: A weak negative correlation (-0.223, p = 0.025) was found,
meaning that frequent social media users are slightly less likely to use social media apps for purchasing. However, the
p-value is less than 0.05, making this relationship statistically significant despite the negative correlation.

Buying via Social Media Apps and Purchase Frequency: A moderate positive correlation (0.400, p = 0.000) indicates
that those who have previously purchased via social media apps tend to buy more frequently. This suggests that prior
experience with social media shopping increases the likelihood of repeat purchases.

Purchase Frequency and Satisfaction: A moderate positive correlation (0.313, p = 0.001) shows that people who buy
products frequently through social media are more likely to report satisfaction with their shopping experience. This
suggests that repeated engagement with social media shopping platforms contributes to a positive user experience.

These findings highlight the importance of social media marketing strategies that encourage engagement and first-
time purchases, as users who have already bought products via social media are more likely to continue doing so.

7. LIMITATIONS

While the study provides valuable insights into the impact of social media marketing, certain limitations should be
acknowledged:

1. Limited Sample Size: The study is based on responses from 101 participants, which may not fully represent the
diverse perspectives of a larger population. A broader sample could provide more generalizable results.

2. Geographical Constraints: If the data was collected from a specific location or demographic, the findings may not
be applicable to global or diverse markets with varying digital marketing landscapes.

3. Limited Scope of Variables: While the study examines social media usage, purchasing behaviour, and satisfaction,
other key factors such as income levels, product categories, or platform-specific engagement were not analyzed,
which could influence buying decisions.

4. Causality Cannot Be Established: The research uses correlation analysis, which identifies relationships but does not
establish causation. While social media usage is linked to certain behaviors, other external factors (e.g., advertising
strategies, economic conditions) may also play a role.

5. Platform-Specific Differences Not Considered: The study does not differentiate between various social media
platforms (e.g., Facebook, Instagram, LinkedIn, TikTok), which may have different marketing effectiveness and
user engagement levels.

8. CONCLUSION

The study on “The Intersection of Social Media and Digital Marketing” provides valuable insights into the impact of
social media marketing compared to traditional marketing, as well as its influence on consumer behaviour and
satisfaction.

1. Social Media Marketing vs. Traditional Marketing: The findings confirm that social media marketing has a
significantly greater impact than traditional marketing methods, as supported by the One-Sample T-Test results.
Consumers perceive social media marketing as more effective in terms of reach, engagement, and brand visibility.

2. Social Media Usage and Purchasing Behaviour: The correlation analysis indicates that frequent social media use
does not necessarily lead to increased purchasing behaviour. However, individuals who have previously purchased
through social media apps are more likely to continue making purchases, showing that past experience with social
media shopping drives repeat purchases.

3. Consumer Satisfaction in Social Media Shopping: There is a positive relationship between purchase frequency and
satisfaction, meaning that consumers who frequently buy products through social media tend to have a more
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satisfying shopping experience. This highlights the importance of seamless user experiences, trust-building, and
customer engagement in driving satisfaction and loyalty.
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