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Abstract

The places where marketers find their potential customers have changed with time immemorial.  

The potential customers do not restrict themselves to the brick and mortar stores and can virtually 

connect with each other as buyers and sellers.  The pattern of customer relationship management 

(CRM) has changed with the go helps to cut costs and become more efficient. The social sphere wants 

instant communication using social networking, blog marketing, and online communication.  

Innovation in today’s business marketplace elevates the creativity in research by giving solutions to 

the world economies in terms of intrinsic diffusion of new ideas in terms of marketing, selling, and 

even researching before a product launch.  It is also a matter of fact that people are accepting social 

media in marketing with revolutionary high spirits. Taking its root from the reasoned action theories 

and adaptation theories, current research aims to explore the variations which impact the ease for 

both the user and the seller through commercialization of social media and benefits within it.

The focus would include the wireless and personal technology digitizing.  The present research aims 

to add new ideas to the relevant literature through factor exploration and benefits of social media 

technique as an innovative marketing tool both from customers’ and marketers’ perspective.  It 

would also attempt to bring into light the perspectives of adoption of social media by the 

stakeholders. Finally, the paper would probe into the challenges in the innovation funnel with 

respect to social media.

Keywords: CRM, social media, innovation, commercialization, marketing.

Introduction

A revolution in communication has been noticed with the advent of social media’s far-reaching 

aspect (Patino et. al., 2012).  Social media has drastically changed the customer's pattern of sharing, 

evaluating, and choosing information (Smithee, 2011).  The market research industry has been 
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enormously influenced by improvements in online networking and social communication (Patino 

et. al., 2012).

The recognition and growth of social networks have emerged in a unique environment within which 

innovations in different forms have been visualized (Chua & Banerjee, 2013; Flanagin & Bator, 2011).  

The impact of social media can be seen in everyone’s lifestyle as well as the cultural framework; it 

posits offers creativity and innovation altogether.  Social CRM is characterized as the combination of 

web-based social networking with client relationship as the next cutting edge for organizations who 

desire to maximize the influence of social associations in order to expand the force of social 

connections to get nearer to clients (IBM, 2015).  Online networking can be characterized as the 

creation, utilization, and exchange of information over stages for social collaboration.  It has 

continuously permitted people to depend and rely on the internet to communicate and share.

Utilizing social media, clients can connect with almost any organization and express their 

conclusions. Web-based social networking seems to offer advantages to organizations in all 

segments (Patil, 2014). With the advent and rise of vast social networking platforms, the client’s role 

has also enriched with a more active participation in maintaining relationships with the 

organization. In addition, information about competitive products has been made accessible for 

electronic gadgets, where clients can simply disperse their feelings and views of larger communities, 

(Schultz, Malthouse, & Pick, 2005).  With the universal growth of social media usage, business 

houses are under extreme pressure to engage their operations where their customers are heading 

towards; thus, the core of all customer activities is virtual centric placed on a social media platform or 

a site (Baird & Parasnis, 2011).

Marketers can often use these online networks and communities to endorse their products and 

services and can significantly increase their new customer acquisition with stronger ties 

(Castronovo & Huang, 2012).  Social networks do not only include network through social sites like 

Facebook, Twitter, Instagram or Whatsapp, rather it’s more of a connection between the customers 

and the sellers.

The present paper tries to add to the relevant literature by analyzing essential factors and benefits of 

using social media as an innovative marketing tool both from customers’ and marketers’ 

perspective. It would also attempt to bring to light the perspectives of implementation of social 

media by the stakeholders. Finally, the paper would probe into the challenges in the innovation 

funnel with respect to social media.

Review of Literature

Social Media and Social Networks Conceptualization
Social media network technology comprises enormous presence and influence on the consumers 
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providing a user-centric environment of interaction wherein, marketing between brands and users 

find a commonplace.  McKenna & Bargh (2000) have identified that people previously used the 

internet in an anonymous way, later the realm of social media presence and networking have taken a 

manifold step ahead in terms of better socialization.

In a market environment driven by technical extension social media usage has become platforms 

wherein, retailers can communicate with their end users on a wider perspective (Paquette, 2013).  

Campbell et. al (2011) in their study has highlighted that it is the people’s responsibility to use the 

technology itself; hence, creation and consumption rests on the principles of individuals.  Online 

social networks provide emphasis on the socialization of internet (Sigala, 2012) and smooth the 

process of sharing knowledge between the users (Sigala & Chalkiti, 2014; Sigala & Chalkiti, 2015).  

Social media can be termed as “a group of internet based applications that build on the ideological 

and technological foundations of Web 2.0, and allow the creation and exchange of user-generated 

content.” (Kaplan & Haenlein 2010).

According to Wang et. al. (2009) there can be seen a huge transition in online social networking from 

niche areas of wide adoption. In order to succeed in any business proper networking is a must 

(Kelley et. al., 2010).  We can see rapid changes in social media tools bringing huge transformations 

in the organizational relations.  

Social Media as a Promotional Marketing Tool
Mangold & Faulds (2009) have stated that customer interaction changes with the advent of various 

tools and approaches of social media. Web-based social networking promotion is showcasing 

utilization on the web groups, informal organizations, blog advertising, etc.

In order to bring value to the business, developing social media network’s relationships between the 

brand (marketer) and the online networking community is a must (Odhiambo, 2012).  There is a 

great necessity for an organization to realize the actual networks in order to attract the quality 

prospects and maintain relationships with the right customer.  Web 2.0 a term coined by Tim O 

Reilly (2009), has remained difficult to define which is all about information sharing and 

collaboration on the World Wide Web.  Morgan & Hunt (1994) recommended that a victorious 

relationship between a business house and its customers requires loyalty and trust.  Looking path 

once again into the historical backdrop of the web where web-based social networking may have 

advanced from a reasonable comprehension of related ideas can be determined.

The internet has significantly changed the human experience.  We utilize the web to discover data, 

purchase and offer items, watch television appears, look for mates, and take part in political circles 

(Gil de Zúñiga, Puig, & Rojas, 2009; Valenzuela, Park, & Kee, 2009).  Web-based social networking is 

progressively executed in work associations as apparatuses for correspondence among the 
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representatives.  It is critical that we build a comprehension of how they empower and compel the 

open exercises through which work is proficient in light of the fact that it is these extremely 

progressions that constitute and propagate associations (Leonardi et. al., 2013).  Organizations with 

a definitive competitive advantage are those prepared to do ceaselessly making new learning and 

effectively handling the information resources (Zhang & Benjamin 2007).  Online social networks 

encourage the association among individuals by giving an element which empowers dialogs, 

sharing of media content, an association of occasions, and so on.

Social Media: Platform for Market Influence
Web-based social networking presents the organization with different key preferences.  The 

organizations can pick different methodologies to embrace the online networking stage, to 

communicate with an extensive variety of buyers on a single platform.  The definition of web-based 

social networking is given as the web stage through which online clients can share their thoughts 

and form a virtual group.  Having the capacity to control, oversee and get to various types of 

achievement through web-based social networking gives organizations an aggressive edge that is 

boundless.  Online networking has permitted numerous organizations to oversee thoughts that 

originate from various points of their industry.  Web-based social networking has a novel place in 

helping a brand oversee how they speak with others while guaranteeing client relations stay neutral.  

Analysts have generally utilized the idea of “social capital” to clarify how and why connections 

between people or associations create values (Bourdieu, 1977; Coleman, 1988).  

Interest in business arranges specifically has been appeared to give firms important resources as 

industry information, new thoughts, financing and correlative abilities and mastery.  These benefits 

can enhance business execution and help firms accomplish a competitive edge over others 

(Schroeder et. al, 2013).

Technological advancements and the development of online networking are likewise making 

possible inventive types of business connection and movement including new sorts of business 

connections.  Web-based social networking is an invented instrument for correspondences on a 

business level.  Organizations can speak with their market in regards to items, administrations, and 

input.  There are organizations that have unique offices, or they employ an organization to keep up 

their online networking nearness.  For some substances, they utilize this device to keep up 

interchanges inside and outside of the organization.  On account of the arrival organization’s 

involvement with using online networking all the time, it has turned into an imperative part of the 

business and administrative correspondence (Schroeder et. al., 2013).

Leveraging Social Media and Innovations
Online networking is changing the core of communications, with a phenomenal rate of 

appropriation that outpaces past developments; for example, the radio, phone, TV, and even the 
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iPod. These instruments are instinctive to utilize what’s more, permit individuals to share data, 

work together, talk about regular interests furthermore, and build connections.

The world is getting to be “Glocal” from worldwide and is pressing its monetary, social what’s more, 

political limits in this way giving it a typical stage for improvement.  The merging of the media has 

extended the use of the web that gave birth to online networking.  Online networking is an idea that 

has given individuals a typical stage for sharing their news, perspectives, and suppositions with 

respect to the happenings around them.  Not just this, online networking is likewise being utilized 

by the publicists what’s more, organizations for their advancements, experts in seeking and 

enlisting, understudies for entry-level positions, novices for expert work, guardians and instructors 

as social learning instruments, and so on (Kalia, 2013). Table 1 provides the summary of the earlier 

discussed details.
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Author and Year  

 

 

Purpose 

 

Findings 

 

Palacios-Marques 

et. al (2015) 

 

Exploration of the effect of online 

social networks and competency -

based management of innovation 

capability. 

 

The online social network uses for internal 

cognitive processes and external cognitive 

processes positively affects knowledge transfer.  

 

 

Palacios-Marques et.  

al. (2015) 

 

Effect of online social networks on 

rm performance and value 

generation. 

 

 

The relationship between online social 

networks and innovation capacity. 

 

Razak & Latip (2016) 

 

Factors inuencing the usage of 

social media as a marketing tool 

for the small medium enterprises 

(SMEs). 

 

By using social media, SMEs will be more 

competitive in the global economy and are able 

to access larger markets. 

 

 

Lekhanya (2013) 

 

Establish and develop an 

understanding of the effect social 

media and social network 

technologies. 

 

Cost benets and advantages of using social 

networks as marketing, promotional tools. 

Table 1: Literature review summary
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Parveen (2012) 

 

Investigate the various factors that 

inuence the social media usage 

and its subsequent impact on 

organizations. 

 

 

The performance of the rm depends on social 

media usage. 

 

         Roblek et. al.           

(2013) 

 

Investigate the signicance of Web 

2.0 and social media for 

organizational development. 

 

The important role of social media in the value-

added chain in knowledge-based industries. 

 

Paquette (2013) 

 

Explanation of terminology that 

denes social media metrics 

(SMM), followed by a discussion 

of the four main themes found 

within current research studies: 

Virtual Brand Communities, 

Consumers Attitudes and Motives, 

User Generated Content, and Viral 

Advertising. 

 

 

Retailers can increase awareness of their br and 

by being creative when engaging customers on 

social media sites. 

 

Brodie et. al. (2013) 

 

Complex, multi -dimensional and 

 

Consumer engagement process is initiated 

Source: Authors’ compilation

Social Media: Goodness of Fit for Consumers
Social media ensures inter-connectedness, and it outlines that individuals are exposed to other 

fellow members’ behaviors, and this, in turn, generates normative perceptions about a particular 

behavior and this is also applicable for individuals’ behaviors on social media (Chu & Kim, 2011).  

And it was also true that people had no scope and opportunity to interact with the media platform.  

This is where social media has done a revolutionary job to have provided the opportunity for the 

audience to create, design, develop, and even distribute advertising content.  Earlier studies on TRA 

(Theory of Reasoned Action) have shown that both attitudes and subjective norms do predict 

individuals’ behaviors.  In TRA, the most important predictor of subsequent behavior is one’s 

intention to act; here the intention is to engage in social media consuming.  One’s behavior 

influences attitude, subjective norm, one has about the behavior, and finally, one’s attitude is 

determined by one’s beliefs about both the results and attributes associated with the behavior (Fig. 

1).  
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Martin, Wentzel, Tomczak, & Henkel (2007) states that people have a tendency to collect information 

about others, mainly their friends and family members, as a credible source of information and they 

can adopt the behavior that their friends and family members are exhibiting and this will be reflected 

in the way word-of-mouth influences a customer.  Thus, it has become a matter of fact that people are 

accepting social media in marketing with revolutionary high spirits.  Social networks can captivate a 

huge amount of information about their users, advertising their products on the used social channels 

permits for a level of targeting unavailable on traditional digital advertising platforms.  These 

sophisticated targeting alternatives can increase the chance of conversion of the displayed ads and 

get the intended message in front of the exact demographic group the company has a target to reach.

For the customers, the perceived usefulness of social media is another reason for greater 

acceptability and adoption among consumers.  Perceived usefulness relates to a person’s belief that 

if he uses the technology will enhance a salient task (Taylor & Todd, 1995; Davis, et. al., 1989).  People 

consider social media platforms to be functional to the degree that they lessen ambiguity or 

vagueness across these categories of marketing communications and manipulate customer 

behaviors (Kaplan & Haenlein, 2010).

Besides, perceives usefulness, the other explanation for SMM tools being accepted by the audience is 

the perceived ease of use.  In a study conducted by Taylor & Todd (1995) it has been found that that 

perceived ease of use has a positive relation to attitudes toward technology and behavioral adoption.  

So is the case with social marketing tools.  Studies by Milewicz, C., & Saxby, C. (2013) has asserted 

that perceived ease of use as directly influencing satisfaction with social media for marketing 

communications and indirectly impacts intentions to use social media for inbound customer 

communications through satisfaction with social media.

Social Media: Goodness of Fit for Marketers
Social media metrics is endowed with a commanding prospect to engage the target audience of the 

company directly and engenders buzz around the company’s brand or content.  For the companies 

engaging in SMM, it is increasingly becoming relevant for companies to do the following: 
(1) To create important base of consumers, and 
(2) Make them participate in decision-making.  
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Social media gives marketers a voice and a way to communicate with peers, customers, and potential 

consumers. It personalizes the “brand” and helps you to spread the message in a relaxed and 

conversational way.  
The SMM targets at the following:
• Boost in website traffic;
• Engender customer leads;
• Gain more social shares on their content;
• Develop brand reach and awareness;
• Build up social communities;
• Target their ideal demographic more efficiently;
• Create consequential relationships with customers;
• Increase an enhanced understanding of their audience;
• Provides an identity about the companies;
• Social media makes companies appear “real” to consumers;
• Used to associate themselves with their peers;
• Provide higher the interaction;

Table 2 shows that looking at the “yes” responses why the marketers engage in SMM, maximum 

percentage of “yes” response has been received by improved sales, (93.24%), followed by market 

size (88.80%), generated lead (79.92%), reachability (77.70%) and minimum responses have been 

received by customer loyalty (35.52%).  Thus, it can be seen that marketers are highly optimistic and 

many of them do expect improved sales and being able to target a bigger market size when they 

employ SMM.
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S. 

No. 

Reasons Frequencies 

N=45 

Percentage of Yes  

Responses 

1. Market Size 40 88.80 

2. Transparency 32 71.04 

3. Reachability 35 77.70 

4. Trafc Tracking  25 55.50 

5. Building Brand Consciousness 30 66.60 

6. Customer Loyalty 16 35.52 

7. Engagement 26 57.72 

8. Improved Sales 42 93.24 

9. Increased Exposure: 23 51.06 

10. Generated Leads: 36 79.92 

11. Reduced Marketing Expenses 31 68.82 

12. Provided Marketplace Insight 32 71.04 

Table 2: The percentage showing as to the reasons why companies engages in SMM

Source: Author’s Compilation
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Companies have multiple benefits from SMM. If people are following the updates provided by the 

company and if the company is in a particular niche it is very likely that the company will have a very 

focused following.  If the company is active in the social media community and there is a large 

follower list, then the company will be perceived as an industry leader by those that follow it.

Challenges in the Innovation Funnel 

With the overwhelming response towards accepting social media as a marketing tool, though the 

positivities and benefits come surfaced out, it cannot, however, be ignored that social media also 

faces numerous disadvantages.  

There are a large number of advantages that can be utilized such as speedy viral exposure for 

products, greater than before search engine rankings, and above all competent leads and sales.  

Social media platforms enlarge reach and diminish costs by providing three areas of advantage for 

customers (Watson et. al., 2002; Sheth & Sharma, 2005).  There are also some issues to be careful 

about if SMM has to be done successfully.  Social media is a fantastic tool if used properly, but it takes 

time and perseverance.  If specifically looked at, the disadvantages could first be identified as a 

wrong online brand strategy that can end a company and put the company at a huge viral social 
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Figure 2 from rank-ordered results shows the responses of marketers’

with respect to reasons for engaging in SMM.

Source: Authors’ compilation

The basic diagram of how the activities are undertaken in SMM is depicted in Fig. 3.

The basic flow of social media in marketing goes as:

Read Create Share Discuss

Fig. 3 Flow of social media

Source: Authors’ compilation



nuisance. Sustained commitment and maintenance of social media is extremely important.  

Negligence towards social media cannot yield results; rather spreads a very bad word-of-mouth 

about the company’s commitment.  Social media is an alive, breathing creature, and has to be fed and 

watered every now and then.  So time and sustained attention are extremely important.  Barefoot & 

Szabo (2010) states that social media needs remarkable time and effort.  

The nature of the social media should have the validity that it must do what it purports to do; it 

should not turn to be a personal blogger’s den.  Corporate blogs and feeds should be agnostic.  They 

need to be appealing and symbolize the company, and not the content writer.  They should be 

planned in such a way that author’s can be swapped out with a limited drop in the following.  

Keeping a dedicated time for the social media is again utterly important.  There has to be somebody 

continuously responsible to monitor each network, respond to comments, come back with answers, 

and post product information the customer believe are valuable (Barefoot & Szabo, 2010).  

Sometimes, companies expect a fast and speedy return on investment; it must be kept in mind that 

considering a return could take anywhere quite some time, it may vary between some months to a 

year before a company sees the payback of enlarged customer loyalty and sales.

Besides, Steinman & Hawkins (2010) state that it is indispensable that companies should protect 

their own trademarks and copyrights if they are being a part of social media to promote their brands 

and products; sometimes there might be chances of third-party abuse of business trademarks and 

copyrights.  Social media marketers, who use, particularly promotions and user-generated content 

campaigns, must lay down some rules in place that comprises some definite prohibitions regarding 

trademark and copyright violation and impersonation (Steinman & Hawkins, 2010).
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(Fig. 4).
 

Perceived User Benefits of 

Consumers 

Perceived Benefits by 

Marketers 

Acceptability and Success 

of Social Media 

Marke�ng 

Challenges of Social Media Marke�ng 

Moderated by 

Discussion and Conclusion

The review of this study has been initiated by giving the foundation to the social media relevance at 

the customer’s front.  It was perceived how web-based social networking is gradually turning into a 

critical promoting medium which offers the companies a chance to connect with their business 

Fig 4: Social media: An impression towards revolution

Source: Authors’ compilation
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sectors and find about customers’ needs.  It is further studied as to how social media impacts the 

market and how the user benefits can lead to successful social media applications in various fields.  

Practical Implications

The present paper outlines the practical utilities and factor in the driving of social media as a 

marketing tool.  It is a matter of fact that some marketers may have bigger advertisement budgets 

than others, but all companies start off on an identical footing with respect to SMM.  Today, the trend 

has become such that every business is entering into SMM.  The paper tries to assert that the social 

media can be made as an important tool to understand the customers and why do customers relate 

well to SMM, and for marketers, in order to build and hold on to a gainful customer base by building 

an excellent CRM why marketers engage in SMM.  The paper focuses on a thorough understanding 

of the use of social media from the customers’ perspectives, the marketer’s perspective, and how can 

marketers be careful about the probable nuisances of social media and safeguard every interest of 

itself and enjoy the rippled benefits of social media.  The lesser the challenges of SMM or mitigation 

of the challenges, higher will be the acceptability and success of SMM.

Limitations and Scope for Further Research

The present paper is limited to the review of earlier researches in the area and outlines the practical 

importances of using the social media as a marketing tool.  It is important to probe whether social 

media users are truly more demonstrative of general consumers or they come from some particular 

groups, if yes, who are they?  It is also important to know the extent to which social media data are 

representative of real experience and how much is the only opinion?  Most significantly, it is also 

imperative to explore, how well do SMM correspond to market reality?

Future research should be guided towards understanding the role of SMM in the different 

demography of consumers.  Social media as on date is still fairly new, and the media themselves and 

the analytic tools available are still evolving.  It is also true that social media actually adds to but will 

never be fully replaced traditional marketing research.  It is relevant to explore the new and 

increasingly crucial foundation of insights.
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