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Abstract

Media and technology has undergone radical transformation with time pertaining to change in requirements, technology up gradation,
usefulness, using ease, accessibility etc. The main objective of mass media is to propagate facts and figures, generate consciousness and
inform the community. Social media is regarded to be the subsequent prime revolution in the arena of communication. Social media is
also an integral component of promotion and advertising campaigns, disseminating consciousness, marketing which is efficiently applied
by startups and adept companies to generate a launching pad or stage for themselves. Progress in technology has enabled many business-
es to reach mass or their fundamental customer base in no time and more effortlessly communicate with them which ultimately deter-

mine their goals and incline them towards buying judgments.
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1. Introduction

The usage of social media is rising at an astronomical rate and
there is no negation about the hegemony of social media and its
influence on the business. The purpose of this paper is to study
the role of social media in transforming business. Former to the
advancements of social media, businesses counted on leaflets,
brochures and advertising materials directed to the customers via
e-mails, posts, television advertisements, conversations, chats etc.
Although these publicizing strategies are still handy, businesses
are nowadays using social media to promptly update shoppers
about sales, latest product launch and selective deals and cam-
paigns. Shoppers can also easily get associated with their pre-
ferred merchants online to stay up-to-date about the new ad-
vancements.

The manner in which social media has affected our lives both
personally as well as professionally is way bigger and larger than
many of us could have expected. Social media impels people to
express and share their understanding, thoughts and assessments

with others. It is about engaging people to interact with each other.

The evolution of social media over the past five to ten years has
been significant. 92% of marketers believe that harmonizing with
social media is crucial for their businesses, it’s undoubted that
marketers have developed trust and confidence in social media
[1].

Social media offers a distinctive prospect for business to remain
on top of mind of the existing customers and get on the senses of
the prospects.70% of dealers discovered that social media events
enhanced tread to their website whereas 75% of businesses in-
volved in social media events over a year or more claimed a more
substantial increment in the footfall.

It is well known that in most of the cases users get engrossed on
social platforms for individual prerequisites firstly. Busi-

ness2Business marketing, time and again encompasses various
assessment making at various points in the buying process. Op-
portunely, social platforms are initiating to craft an atmosphere
convenient for dealers to target shoppers as per their likings, na-
ture of work and demographics. It unlocks the gate for Busi-
ness2Business dealers to tailor made customized messages as per
the requirements.

Marketers fell that social media helps to get market understanding
that they were not having before or restated what they were al-
ready knowing by this time. Social media facilitates business to
view the customers in their actual settings. It is easy to unearth
whom are they interacting with, their favored movies, television
programs, job profile, interests and to an unending list of activi-
ties.

More than 50% marketers have been using social media for years
are generating leads through social media. In order to develop
competent information through social media, masses have to
develop reliance in the business, get engaged and exhibit a need
generated for the offer.

Few web-based social networks of buying behavior related social

media applications:

e Social Networking Sites- It helps purchasers to interface by
creating individual data profiles, getting friends to have access
to those profiles, and sharing messages, texts [1]. They are the
most out reached and percolating example of online network-
ing and there eminence is increasing throughout the world. Fa-
cebook, Google+ and LinkedIn are the most important cases of
SNS [2]}

e Blogs- It depicts an individual site or reliably overhauled sec-
tions, primarily consisting of content, pictures, recordings and
connections to different sites [3].
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Content Communities-These are online applications that enable
clients to share media stuff, for instance, recordings, photo-
graphs, documents, presentations, music and web joins.
YouTube, Instagram, Flickr and Picasa are relevant examples.
YouTube and Instagram is the most popular of all substance
groups [4].

Consumer survey sites or Consumer review sites (CRW) are
online networking applications. It enable clients to transfer item
related surveys and evaluations. It offers variety of features,
from sharing comments and pictures, and from an item or ad-
ministration rating on a solitary variable, to an important scope
of components, for example, lists of things to get, value exami-
nations, propelled seek, multi variable appraisals, value correla-
tions, value history outlines, purchase/hold proposals, value cau-
tions, arrangements' rankings, vendor/retailers' assessments, cus-

2. Explore the emerging business opportunities with the ad-
vent of social media.

3. Develop the framework for harnessing social media’s po-
tential in businesses.

3.2. Research Methodology

The study has been intended with a combination of qualitative and
quantitative work. Research papers have been considered for car-
rying out the Qualitative study. Structured survey were carried out
of the respondents for the Quantitative study to comprehend the
influence of social media on business and trade. Structured ques-
tionnaire were collected from 157 respondents with their opinions
by conducting interviews. The questionnaire majorly comprised of
likert and rank order scale questions on their business opportune

tomized shopping and that's only the tip of the iceberg [5].

2. Literature Review

According to [6] social media allows customers to share data,
facts and figures with their friends and colleagues regarding the
merchandise and service brands. Such discussions among these
groups offer companies an alternative, cost efficient technique
to intensify brand consciousness, pep up association with brand
and recall, and intensify brand reliability and loyalty [7].

Study shows that providing pertinent and updated content is an
essential strategy to thrive a product’s brand on social media
effectively. Acceptance and appreciation of the social media
and the content among peers is an additional vital purpose for
the consumers to be involved with brands on social media [8].
As there are numerous social media platforms and it is difficult
to encompass in each and every one, dealers should explore
their customer segment and select to join in the most appropri-
ate medium to connect to them. Also, given that smart phone
applications permit clients to associate with the brand and build
brand loyalty [9].

It is established that internet is typical and unique, have compe-
tencies to transform, create a channel, and also own the capaci-
ty to construct a bridge for people with similar likings, princi-
ples, beliefs and principles that could boost assertiveness and
self-confidence[10].

The paper considered the impact of digital media. They lastly
concluded that variation is continuous in digital media. Newer
channels are evolving and getting added to prevailing formats
[11].

The white paper implemented an observational study method to
scrutinize the complicated and multi-faceted nature of social
media. Major emphasis was on the advances of social media
facilities, and considers that their outcome for surveillance
studies [12].

Shoppers are segregating from the old-style of advertising
through radio, television, magazines, and newspapers. They are
also steadily demanding more power and ability to choose over
their media consumption. They want on-demand and prompt
admittance to information and evidences at their own suitabil-
ity [13].

Shoppers are relying more often on different types of social
media to carry on their information searches and to decide on
their buying choices [14].

Social media is observed by customers as a more dependable
foundation of evidence regarding products and services than
company-sponsored information conveyed via the timeworn
components of the promotion mix [15].

3. Research Work

3.1. Objectives
1. Analyze the impact of social media on businesses in current
scenario.

and marketing proficiency provided by social media.

3.4.1. Framework

Opportuneness and use-
fulness of social media on

business
Hol

Impact of social media to Ho2 Social Media
promote business or pro-
fessional relations

Purchase of products or Ho3

services based on online

advertisement

Fig. 1. Frame work for Hypothesis Testing
3.4.2. Hypothesis

1. Hol: Opportuneness and usefulness of social media on
business.

2. Ho2: Impact of social media to promote business or pro-
fessional relations.

3. Ho3: Purchase of products or services based on online
advertisement.

4. Analysis and Interpretation

The study covers a prime research directed on 157 respond-
ents amongst whom the mix of males and females is in the
ratio of 4:3 (Table 1). Responses are collected from respond-
ents in urban area and it comprises of 25.5% students and
74.4% were working, engaged either in services or business.

Table 1. Respondents Profile

Variable Frequency  Percent

18-21yrs 10 6.4

22-25yrs 37 23.6

AL 26-29yrs 93 59.2
42-45yrs 17 10.8

Service 64 40.7

Occupation Business 53 33.7
Student 40 255

Gender Male 90 57.3
Female 67 42.6
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4.1. Testing of Hypothesis

Hol: Opportuneness and usefulness of social media on business
Analyzing the information obtained from the respondents we ob-
tain a model summary (Table 2), by applying multiple regression.
The value of adjusted R square is 0.421. This explains that 42.1%
of the changes in social media is considered very convenient and
useful for business is explained by change in dependent variables.
The significance level is also < .05 and F value is 39.76. Thus we
can conclude from the analysis that social media is considered
useful and full of Opportunities for business. Therefore the Null
Hypothesis is accepted.

Table 2. Summary of analysis for Opportuneness and usefulness of social
media on business

Standardized
Coefficients

Unstandardized
Coefficients

Model t Sig.

B il Beta

Error

(Constant) 2.362 0.230 10.269  0.000
Gender 0.239 0.078 0.212 3.051 0.003
Occupation 0.426 0.041 0.636 10.277  0.000
Age 0.167 0.029 0.405 5.823 0.000
R Square 0.649?
Adjusted R
Square 0.421
F 39.763 .000°

a. Dependent Variable: Opportuneness and usefulness of social media
on business

b. Predictors: (Constant), Age , Occupation, Gender

Y=a+ biX1+ b2Xz + baXs
Y=2.362 + 0.239(Gender) + 0.426(Occupation) + 0.167(Age) (1)

This equation shows the impact of the various independent varia-
bles on the predictable value of the dependent variable i.e. Oppor-
tuneness and usefulness of social media on business. It is estab-
lished from the study that people are gradually becoming more
amicable towards social media. They are realizing and learning the
usage of social media for different purposes including business
and at the same time finding it very opportunistic, convenient and
useful. They are now becoming habituated to social media.

They are connecting social media with business for reaping the
benefits of increased brand exposure to a wider range of audience.
Thus helping the business to have in depth and penetrating insight
of the marketplace. There is also an increase in website traffic
which further generates leads for future business. At most care
should be taken by the business for respondent’s pressing con-
cerns for speed, privacy and security.

Ho2: Impact of social media to promote business or professional
relations

Analyzing the information obtained from the respondents we ob-
tain a model summary (Table 3), by applying multiple regression.
The value of adjusted R square is 0.489. This explains that 48.9%
of the changes in impact of social media to promote business or
professional relations is explained by change in dependent varia-
bles. The significance level is also < .05 and F value is 52.39.
Thus we can interpret from the analysis that Social media has an
impact on promoting business or professional relations. Therefore
the Null Hypothesis is accepted.

Table 3. Summary of analysis for Impact of social media to promote busi-
ness or professional relations

Unstandardized Standardized

Model Coefficients Coefficients . Sig.
B Esr trdo'r Beta

(Constant) 1.699 0.159 10.697  0.000
Gender -0.435  0.054 -0.524 -8.020  0.000
Occupation 0.207 0.029 0.421 7.245 0.000
Age -0.086  0.020 -0.284 -4.345  0.000
R Square 0.700?
Adjusted R
Square 0.489
F 52.399 .000°

a. Dependent Variable: Impact of social media to promote business or
professional relations.
b. Predictors: (Constant), Age , Occupation, Gender

Y=a+ biX1+ b2Xz + baXs
Y= 1.699+(-) 0.435(Gender) + 0.207(Occupation) + (-)
0.086(Age) 2)

This equation shows the impact of the various independent varia-
bles on the predictable value of the dependent variable i.e. impact
of social media to promote business or professional relations.
Studies reveal that social media has an impact on developing skills,
confidence, learning and career building. The social networking
sites help bringing people with similar cause and business orienta-
tion together and help in many startup business to flourish. Busi-
ness should keep a tap and study the social and cultural groups to
which the consumers is connected and strategize the Social media
marketing plans as per the understandings developed. Social me-
dia is a relatively less costly marketing tool, the best of Social
media marketing plan for the company would be aiming buyers
prior to understanding their social behavior and designing relevant
content which offers some advantageous benefits to the buyers on
frequent basis at all the available social media platforms to gener-
ate business and ultimately brand loyalty.

Ho3: Purchase of product or service based on an online advertise-
ment

Analyzing the information obtained from the respondents we ob-
tain a model summary (Table 4), by applying multiple regression.
The value of adjusted R square is 0.255. This explains that 25.5%
of the changes in purchase of product or service based on an
online advertisement is explained by change in dependent varia-
bles. The significance level is also < .05 and F value is 18.753.
Thus we can interpret from the analysis that purchase of product
or service are not based on an online advertisement. Therefore the
Null Hypothesis is rejected.

Y=a+ biX1+ b2Xz + baX3
Y=1.304 + (-) 0.092(Gender) + (-) 0.144(Occupation) + 0.118
(Age) ®)

This equation shows the impact of the various independent varia-
bles on the predictable value of the dependent variable i.e. pur-
chase of product or service based on an online advertisement.
Social media is bringing about a shift in the mode people receive
communications. As an alternative of information being distribut-
ed from a source, the shoppers are generating it on their own. Ini-
tial shopper’s experiences are being noted and this becomes the
foundation of consumer’s preference information later on. People
who are regularly using different social media channels are in-
creasing and are getting more and more intertwined with social
media to propagate their businesses and to develop associations
with others. It is amongst the most convenient, minimum cost
incurring, and most operational ways to gain publicity and to rein-
force the business’s repute. People prefer emails and social media
the most among the numerous modes of getting exposure to adver-
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tisement. Gap is also found between shoppers becoming open to
social media commercials and making tangible purchase choices

based on these commercials. These gaps are intermediate and will
bridge in due course of time.

Table 4. Summary of analysis for Purchase of products or services based
on online advertisement

Unstandardized ~ Standard-
Coefficients 2] Ciar
Model efficients t Sig.
B i Beta
Error
6.17

(Constant) 1304 0.211 2 0.000
Gender 0.092 0.072 -0.101 1.%27 0.000
Occupation 0144 0.038 -0.265 3.278 0.000
Age 0118 0026 0352 ‘2% 0000
R Square 0'205
Adjusted R
Square 0.255
E 18.75

3 .000°

a. Dependent Variable: Purchase of product or service based on
online advertisement.

b. Predictors: (Constant), Age , Occupation, Gender

5. Findings

It is proven from the research aftermaths that social media has
developed as an essential and inseparable part of people’s life.
They are getting accustomed to social media and getting in-
volved in it expansively for social networking, linking with
new people, carrying out business. It has collapsed the world
boundaries, minimized the communication barriers and pro-
duced de-centralized communication and businesses, connect-
ing distant people. Social media impacts skills, confidence,
learning and career development among people. The social
networking sites help bringing people with similar skills and
business orientations together. Social media is a relatively less
costly marketing tool and convenes an unobstructed flow of
information to build upon the information.

Opportuneness and
usefulness of social me-
dia on business

.ﬂ\R*2=.42 1; Ho1 accepted

2
ﬂ'.R =.489: Ho2 accented Social Media

Impact of social media to
promote business or
professional relations

ﬂRQ:.ZSS: Ho3 rejected

Purchase of products or
services based on online
advertisement

Fig. 6. Frame work with results Hypothesis testing

Social media is connected with business for reaping the bene-
fits of increased brand exposure to have a deeper insight of
the marketplace. There is also an increase in website traffic
and lead generation for future business. Progressively people
are getting more amenable and accessible towards social me-

dia promotion. They are discovering these social media com-
mercials beneficial, which is profiting the business as well as
the people in generating brand consciousness. Nevertheless at
the same time it was found that there is still a gap between
people getting exposed to these advertisements and actually
becoming consumer of that brand. These gaps are expected to
eliminate slowly and steadily with the passage of time.

6. Conclusion

The application of social media intends to improve the masses
insight, degree of openness in communication, and to
construct robust association in people and amid people and
business. It has casted a profound influence on our society
and has affected people of diverse age groups. Social media
site have not only emerged as an entertainment source but
also as significant platform for doing business. Ultimately all
social media activity is to be custom-made to redirect the
target audience with respect to commerce set-up and useful
information and connectivity in case of individuals.

Social media has also been a vital part of promotional drives,
spreading awareness, publicity which is efficiently applied by
adept companies and startups to create a stage for them. Pro-
gresses in technology has enabled many business to reach
mass or their strategic audiences in no time and more effort-
lessly convey the communications which ultimately drive
their objectives and lead them to make buying assessments.
Advertising on social media definitely provides access to
more people but it doesn’t change the quality of the message.
So, to get the maximum out of social media advertising the
business should consider creating clear and concise messages
with strong visual assets. Also apply platform targeting fea-
tures and changing ads frequently to avoid ad fatigue. Adver-
tisements should also be designed with mobile users in mind.
Understanding the consumers and the social media sites they
engage with is very important to get a real sense of how to
position messages for each platform. For instance the way that
most users network on LinkedIn is very unlike than they
would use an Instagram account.

Business should study the social and cultural groups of the
consumers to which they are connected and strategize plans
harnessing social media potential with businesses. Company
should try aiming buyers to understand their social behaviour
and designing relevant content which offers some advanta-
geous benefits to the buyers on frequent basis at all the avail-
able social media platforms to generate business and ultimate-
ly develop brand loyalty.
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