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Social Media Advertising: Paradigm shift in Marketing Communication
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Introduction

The ways through which companies communicate information about
their products and services to the customers so as to influence them is
known as marketing communication which is an integral part of
promotional mix, and includes tools like sales promotion, advertising,
public relations, direct marketing, and publicity to develop unified
customer-focused messages so as to achieve organizational objectives
(Boone & Kurtz, 2007). Initially print media dominated the advertising
worldwide,then television started playing a key role in
advertisements.However, marketing communication has become
faster, more sophisticated, and more frequent with the advent of
internet. Social media, websites, blogs, emails etc. taken a prominent
place in conveying the information to the customers. Nowadays, social
media hasbecome a key factor for facilitating communication between
consumers and businesses.Social media has offered tremendous
opportunities to the companies to communicate and influence the
consumers;it has now become an integral part of the promotion
strategy of all types of organisations- profit or non- profit who have
started utilising it for their business. Also, itprovides a unified
communications platform wherein multiple users can interact with
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each other simultaneously (Barnes & Barnes, 2009).

Infact, the way businesses are conducted now has changed
manifold. Various types of internet tools like pop ups, links,
paid searches, banner advertising etc. have taken a front
seat in marketing of products and services. Social media
sites facilitates sharing of content, experiences, opinions,
and insights among individuals through internet and also
informs them about the products, brands and various issues
about the companies(Belch & Belch, 2013). Thus, the
promotional strategy of companies has changed drastically
over all these years.

Literature Identification and Analysis

Academic and peer reviewed journal papers published
between 1991 and 2018, addressing the issues related to
social media advertising were collected for this study. In
total 54 papers were collected out of which 29 were found
absolutely relevant to the topic. Findings of these identified
papers were arranged chronologicallyfollowed
bysummarizing of the literature which can become a strong
basis for future research on social media advertising.

Studies Highlighting the Importance of Social Media
Advertising in Marketing Communication

A number of studies highlight the significance of internet
and social media in the field of advertising and marketing:

Hastings and Haywood (1991) Web 2.0 helps the marketers
to involve their customers in the marketing process thus
making them feel involved. The customers have now
become a participant and important part of the marketing
process and social media facilitates them to be an integral
part of the entire promotion process.Ridings and Gefen
(2004) asserted that social media facilitate better customer
relationship management thus resulting into improving the
performance of the businesses. The marketers can create a
public vote, offer valuable advice to their customers,
exchange information, and solicit customer support
through social media.

Haugtvedt et al. (2005) stated that there are a number of
social media sites like “Style Chat”, mouthshut.com,
consumerviews.com etc.which facilitate the customers to
exchange their opinion, post their views about a particular
product or service, and express their liking or disliking
about it. These posts are visible to public at large and hence
influences the opinion of other customers about that
product or service. Matt (2006) also asserted that one of the
most important reasons for the rising popularity of social
networking sites is that they pass on the kind of important
information to customers which they cannot have on their
own. Consumers use social networking platforms to
communicate with each other quite frequently about the
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brands they use or intend to use. This speciality of social
networking sites is considered to be an important feature by
the marketers and businesses. Similarly, Seltzer
andMitrook(2007) also supported that the interactive
feature of social networking sites makes them an important
platform facilitating better communication between the
businesses and the customers. This improved
communication further leads to strengthening the
relationship between them.

Golan andZaidner(2008) highlighted that diffusion of
better bandwidth and improved speed of internet has
changed the nature of online advertising in America and
Western Europe. The customers have become an important
medium for the dissemination of advertisement and
information to their acquaintances, family and friends. It's
not only business-to-consumer, but rather consumer -to-
consumer communication has also become an important
part of businesses nowadays. Nicholls (2008) Georgetown
Cupcake, a popular cupcake manufacturing company sold
800 cupcakes within a week of the inception of the business
by sharing of information about these cupcakes on social
networking sites which added quickly to its popularity thus
establishing the power of viral marketing over the
traditional marketing.

Thackeray et al. (2008) social media leads to better
understanding of the customers by the businesses. This
media has a wider reach, it facilitates exchange of
information and sharing of content and is rich in
information which is available in the form of pictures,
videos, and images.Simmons (2008) the virtual networks
of social media which have become the centre point of
holding conversations, can be advantageously organised
by the marketers to tap the interests of various
niches.Armano(2009) emphasized that social media has
advantage in terms of wider reach and greater coverage.
The companies have started making social media policies
which they believe will them definite cost advantage in
years to come.

Angel and Sexsmith (2009)asserted that social media
enable consumer driven movement as individual
consumers get connected online and it has resulted into a
major shift in the fundamental marketing strategy of the
companies as the consumers now relate with each other and
with the company. Corporate communication is moving far
from the one- way marketing involving pushing of the sales
message to mass consumers. Mangold and Faulds (2009)
social media help in influencing the consumer purchase
decision making process as it provides relevant
information, recommendations, businesses can leverage
the social media by optimising the advertising costs
consumers' likes and dislikes which together provide for
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taking a decision in favour of or against a particular brand.
Social media also provides for the feedback of consumers
which is the most crucial information for any marketer.

Aula (2010) the time frame in which the companies can
reach out their customers is very less in case of social
media. Sites like Facebook, LinkedIn, Twitter etc. have
allowed the advertisers to post the advertisements of their
products thus facilitating a wider reach in optimum
time.Similarly, Dickey et al. (2010) also highlighted that
social media increases the efficiency of marketing program
of a business. The customers can get useful information
besides socialising and connecting with their friends and
acquaintances on social media. Thus, there is huge
opportunity for businesses to reap out maximum benefits
from the social media.

Laker (2010) made predictions regarding the fast-evolving
social media as to how it has been adopted by the marketers
and how it is expected to grow further. There will be a
significantrise in the digital-influencer marketing, content-
aggregators will be gaining a prominent place, user-rating
sites will be common, and social media collaboration and
participation will be revolutionized by Google wave.

Mersey et al. (2010) a small negligence on the part of
businesses can lead to loss of not only the current
customers, but can also adversely influence the prospective
consumers of the product. Socialmedia sites facilitate the
businesses to improve upon customer relationship by
interacting with them regularly and developing good
relationship with them.Nagarajan (2010) also revealed that
text on social media is qualitatively different, less formal
and lack in context as compared to news, Wikipedia or
scientific articles and is found credible by customers.

Various studies highlighted the growing popularity of
social media platforms like Twitter, Facebook, YouTube
etc. as they have become a crucial part of the promotion
strategy of companies because they are now just not only a
source of information, they have rather become an
important source of influence.Social networking sites
facilitate the quick and smooth transition of information
and are used for expressing the likes and dislikes, opinions
and feelings about the products/brands by the consumers
(Hanna et al., 2011; Sinclair &Vogus, 2011;Akrimi&
Khemakhem, 2012).

Pandya (2012) social networking sites have a significant
influence on the performance of businesses. Social media
is an important medium of advertising the products as it has
an influence on the masses. The number of social media
users is on rise and its impact has been realised by the
marketers. Similarly, (Gao et al. 2013) highlighted that the
exponential rise in the number of users of social media has
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made the companies realise that it is advantageous to
include it in the promotion mix of the company.Social
media advertising is cost effective in terms of reach as it can
reach a large number of customers.

Okazaki and Taylor (2013) found social media as capable
tool for international advertising by making use of three
capabilities, viz. “networking capability”, “image
transferability”, and “personal extensibility”. Social media
has the potential to make use of “networking capability” so
as to connect people, “image transferability” which makes
marketers to create the brand image with large number of
people than earlier, and “personal extensibility” which
permit interactions and build relationships between larger
geographical boundaries than past.

Saxena and Khanna (2013) highlighted that companies are
now increasing their advertising budget towards social
networking sites like Facebook, YouTube, LinkedIn, and
Twitter as the companies understand that reach of these
sites to people is much wider as compared to traditional
forms of advertising, especially for reaching to the younger
generation, whereasAbzari et al. (2014)asserted that both,
traditional means of advertising and advertising on social
media have an impact on the formation of attitude towards
brands but also advocated that the effect of social media
advertising 1is far more significant than traditional
advertising.

Few studies suggested that that the customers must be
invited in co-creation projects.Fuller et al. (2014) as the co-
creation activity is based on interaction among internet
users, so in order to successfully support the virtual co-
creation made by customers with means of various IT-
associated services, internet tools should make the
experience of customers and their engagement in such
activities entertaining. Also, Vishnoi and Padhy
(2015)concluded in their study that advertising on social
media platforms has to be creative to engage customers.
Brands need to deliver their message in new manners in
order to attract customers. The social media websites have
empowered users and made them creative so the campaigns
which the brands come up with also need to be creative
enough to give rise to meaningful and engaging
conversations. The concept of co-creation with the users
gives the users a greater sense of involvement and helps
them identify with the brands at a deeper level.

KyriakopoulouandKitsios(2017) as social media is able to
influence customers' decision making and purchase
intention, managers have the opportunity to do
conversations with the users in order to promote their
products. Through the virtual interaction with customers,
companies have the chance to improve their products, their
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brand and total appearance on social media aiming to
satisfy consumers' needs. If company succeeds in having
satisfied customers, its reputation will be widely spread
and will create a positive image of the company's brand.

Ahmed and Raziq (2018)highlighted that by using social

appealing and engaging.

tool is given below in Table 1.

media marketers and policy makers of the companies can

Tablel: Summary of studies highlighting the importance of social media advertising as
a marketing communication tool
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S.No | Year | Author Importance of social media  as a prominent
marketing communication tool

1 1991 | Hastings and Haywood facilitates the integration of customers in the
marketing process

2 2004 | Ridings and Gefen better customer relationship management

3 2005 | Haugtvedt et al. facilitates exchange of opinions by the customers

4 2006 | Matt pass important information to customers which
they cannot have on their own

5 2007 | Seltzer andMitrook facilitates communication between the businesses
and the customers and strengthens relationship
between them

6 2008 | Golan andZaidner facilitates not only B2C but also C2C
communication

7 2008 | Nicholls adds to the popularity of the products

8 2008 | Thackeray et al. has a wider reach, facilitates exchange of
information and sharing of content

9 2008 | Simmons marketers can tap the inte rests of various niches
advantageously

10 2009 | Armano cost advantage

11 2009 | Mangold and Faulds businesses leverage social media by optimising the
advertising costs

12 2009 | AngelandSexsmith facilitates consumer driven movement

13 2010 | Aula optimum time  frame for reaching out the
customers

14 2010 | Dickey et al. increases the efficiency of marketing program of a
business

15 2010 | Laker social media collaboration and participation
revolutionized the marketing strategies

16 2010 | Mersey et al. improvement in customer relationship

17 2010 | Nagarajan text on social media has comparatively many
advantages over other promotional mediums

18 2011 | Hanna et al. not only a source of information but also an
important source of influence

19 2011 | Sinclair andVogus platform for expressing the likes and dislikes,
opinions and feelings about the products/brands by
the consumers

20 2012 | AkrimiandKhemakhem | quick and smooth transition of information
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21 2012 | Pandya an important medium of advertising the products
as it has an influence on the masses

22 2013 | Gao et al. cost effective in terms of reach

23 2013 | Okazaki and Taylor a capable tool for international advertising by
making use of three capabilities, viz. “networking
capability”, “image transferability”, and “personal
extensibility”

24 | 2013 | Saxena and Khanna reach of these sites to people is much wider as
compared to traditional forms of advertising

25 2014 | Abzari et al. social media advertising has more significant effect
than traditional advertising

26 | 2014 | Fuller et al. the customers invited in co-creation projects

27 | 2015 | Vishnoi and Padhy co-creation with the users gives the users a greater
sense of involvement

28 | 2017 | KyriakopoulouandKitsios | the virtual interaction with customers, companies
have the chance to improve their products, their
brand and total appearance on social media aiming
to satisfy consumers' needs

29 | 2018 | Ahmed and Raziq can develop their promotional strategies in a better
way

Source: Table is created by authors of this paper.

Note: In the above table only selective and important studies highlighting the

importance of

social media advertising as a marketing communication tool have been captured.

Conclusion

It can be concluded from discussions in the above section
that there has been an exponential growth in social media
over a period of time and social media advertising has
become an important tool for communicating marketing
messages by the companies. It is found that advertising
through social media has numerous advantages over other
mediums of promotion. Thus,advertising through social
media has become most important marketing
communication tool and there are immense opportunities
available for companies to advertise their products and
services through social media in present as well as in future.
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