© FEB 2026 | IRE Journals | Volume 9 Issue 8 | ISSN: 2456-8880
DOI: https://doi.org/10.64388/IREV9I18-1714439

The Impact of Social Media on Marketing: Strategies,

Consumer Engagement, and Brand Performance

JAFIRULLAH KHAN', ISHMUM MUHIB?, TANVEERULLAH KHAN ADNAN?3
! Assistant Professor, Department of Business Administration, Atish Dipankar University of Science &
Technology (ADUST)
’MBA, Department of Business Administration, Atish Dipankar University of Science & Technology
(ADUST) (Ongoing)
’Doctor of Business Administration (DBA, Ongoing), University of West of Scotland (London
Campus).

Abstract—Social media has positioned itself as the center
of marketing in the new era with interactive
communication and real-time interaction. The study will
investigate how social media marketing influences
consumer behavior, strategic decision-making, and brand
performance. The study will employ a qualitative research
design, relying on secondary data from peer-reviewed
articles, reports, and Internet marketing research. The
results suggest that social media networks have been
effective in enhancing communication and relationships
and in providing certain content. Social media is an
effective promotional tool that enhances brand
awareness, consumer loyalty, and purchase intention.
Online communication helps promote word-of-mouth
and long-term customer loyalty. The study, however, has
several issues, including information saturation, limited
publicity, privacy concerns, and ongoing algorithm
redesign. Social media management should be
sustainable to avoid friction with the company's
marketing and analytics functions. The research will
contribute to the existing marketing literature by offering
a rational explanation of how online communication
influences brand performance. Practical implications are
provided for marketers seeking to develop data-driven
campaigns to enhance their relationships with online
customers. Future research should examine quantitative
measures of consumer behavior and the platform's return
on investment to further the literature on the subject. It is
a strategic approach to marketing in global markets and
to digital marketing.

Index Terms: Social Media Marketing, Consumer
Engagement, Brand
Communication

Performance, Online

I. INTRODUCTION

Background of Social Media in Marketing

With the emergence of digital communication
technologies, modern-day marketing has been
dramatically changed. Social media will now enable
organizations to interact directly with consumers and
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to produce their own promotional messages.
Previously, the primary channel of one-way
communication was traditional Internet marketing; it
is strongly suggested that the brand and its audiences
be able to communicate in real time. Social network
applications are interactive, and their use has
contributed significantly to strategic marketing in
developed and emerging markets. Social media has
emerged as a significant factor in revolutionizing
marketing communication, and organizations are
striving to build long-term relationships with their
customers (Kaplan & Haenlein, 2010). Companies,
therefore, spend substantial sums on online
advertising to promote their brands and gain a
competitive advantage. Communication via the
internet has compelled marketers to develop
alternative ways to engage with and influence
consumers (Mangold & Faulds, 2009).

Figure 1: Social Media Marketing Process

Influence on Consumer Engagement

Consumers can browse information on social media
and evaluate brands before making purchase
decisions. In modern society, individuals are most

interested in others' online reviews,
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recommendations, and experiences. Through these
platforms, individuals will be free to exchange their
views and communicate with brands. This has led
organizations to emphasize the creation of engaging
content and to improve online interaction. Social
media marketing is designed to engage customers and
foster emotional commitment to brands (Ashley &
Tuten, 2015). The better companies handle online
communication, the greater the likelihood that
customers will trust and remain loyal to the company
over the long term. The increasing importance of
online communication has made social media a
component of modern marketing strategy (Tuten &
Solomon, 2018).

Research Context

Although social media has gained popularity in
organizations, its influence on the performance of
organizational marketing activities is measurable in
many organizations. The rapid pace of algorithmic
change and intense competition have made it difficult
to implement digital marketing management. To
address the effects of social media activity,
companies should treat it as a subset of a larger
strategic goal (Chaffey & Ellis-Chadwick, 2019).
The growth of social media, consumer behavior, and
brand success has become a topic of research in
modern marketing literature (Dwivedi et al., 2021).

II. LITERATURE REVIEW
Concept of Social Media Marketing

Social media marketing has been extensively
discussed in the current literature because it has

revolutionized business communication. Kietzmann
et al. (2011) argue that social media sites are
interactive and thus that organizations can contact
customers, develop long-term relationships, and
build communities. Through these sites, the marketer
can adopt a more personal and engaging vocabulary
than in traditional advertising media. As noted by
Rauschnabel, Felix, & Hinsch (2017), social media
marketing has ceased to be an activity and has
become a strategy that organizations in competitive
markets need to possess. The authors observe that it
should be the norm to address online interactions at
the organizational level. According to the study,
successful social media campaigns must align with
corporate objectives and consumer preferences.

Consumer Engagement through Social Media

High consumer involvement is the implication most
commonly attributed to social media marketing. As
Hollebeek, Glynn, & Brodie (2014) put it, consumer
engagement is a form of brand interest that
encompasses  psychological, emotional, and
behavioral elements. Social networking sites are
platforms where consumers can interact directly with
corporations and other individuals in real time.
Vivek, Beatty, & Morgan (2012) state that the more
active the consumer, the more likely they are to
participate in online discussions and engage with
brand-related content, and the more positive their
attitude towards products. These contacts enhance
relations between companies and target groups. The
literature indicates that the greater an organization's
use of social media for two-way communication, the
greater customer satisfaction and retention.

Figure 2: Customer Engagement Initial Strategy

CUSTOMER ENGAGEMENT
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Customer
Engagement

Influence on Brand Performance
The marketing of brands using social media and its
relationship with brand performance has been
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analyzed by scholars. Godey et al. (2016) claim that
social media use has a robust effect on brand
recognition, brand image, and consumer intentions to
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purchase products. Online channels enable a broader
customer base and the measurement of campaign
performance using analytical software. Similarly,
Kumar et al. (2016) report long-term customer value
and financial gains associated with social media use.
A dynamic, consistent online presence is likely to
enhance a corporation's competitiveness. These
results suggest that social media has become a
significant source of brand equity and business
development.

Risks and Challenges

While social media marketing has its advantages, it
presents numerous challenges for managers. As an
example of electronic word-of-mouth and negative
user reviews, Tuten & Solomon (2014) documented
a negative impact on brand image unless addressed.
Voorveld (2019) finds that when there is
discontinuity across digital platforms, marketers face
a paradox in their efforts to create a single
communication mechanism. The above problems
suggest the necessity of ethically planning,
controlling, and regulating social media activities.

iii. RESEARCH METHODOLOGY

Research Design

The research design used will be qualitative
descriptive research to address the effects of social
media on brands and marketing activities. The
qualitative research approach is congruent with the
researcher's  objective of studying complex
phenomena in the social and managerial aspects of
society (Creswell, 2014). The study under analysis is
based on secondary data rather than primary surveys
or experiments. As Saunders, Lewis, & Thornhill
(2019) observe, conceptual knowledge can be formed
from secondary research when the volume of credible
published information is substantial. It is an
interpretative and analytical research design that will
generate knowledge of tendencies and associations
reported in the literature. In qualitative research,
results can be compared across contexts and sectors,
based on findings obtained in different contexts and
sectors. The method can therefore be used in the
study to address its exploratory objectives.
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Figure 3: Social Media Marketing Strategy
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Data Collection and Analysis

The required scholarly resources, business
magazines, and published statistics were gathered
from credible databases to develop a comprehensive
understanding of the subject. According to Snyder
(2019), literature-based studies can be structured to
enable researchers to synthesize research across
multiple sources. The use of reputable professional
reports ensured that only peer-reviewed journal
articles and books were used, and that the quality of
the education was maintained. The materials were
subjected to thematic analysis to identify major
trends that can inform social media strategies,
consumer interactions, and brand performance.
Thematic analysis, as described by Braun & Clarke
(2006), is a loose technique for -categorizing
qualitative data into meaningful units. Results from
other studies were reviewed and analyzed to reach a
balanced conclusion regarding the effectiveness of
social media marketing. The process provided a
consistent, persuasive and logically adequate
understanding of the evidence.

IV. FINDINGS & DISCUSSIONS

Strategic Role of Social Media Marketing

The literature review indicated that social media has
become a significant part of contemporary marketing.
Business organizations are adopting electronic media
to promote their products and brands and to sustain
relationships with consumers. On social media,
organizations can connect with individuals at
comparatively low cost and offer personalized,
interactive communication. As shown, business
organizations that most frequently use these social
networking sites and incorporate them into their
marketing campaigns are perceived more favorably
and are more likely to compete (Stephen, 2016). Its
capacity to generate real-time consumer feedback can
inform superior decisions and responses in marketing
operations. Social media is no longer a simple
promotional tool as used in prior research; rather, it
is an instrument that can influence the organization's
overall performance (Tiago & Verissimo, 2014).
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These results show that the Internet sources are
significant in modern marketing.

Consumer Engagement and Interaction

Another interesting observation is the significant
impact of social media on consumer contact and
contact among consumers. The internet provides
consumers with opportunities to communicate,
experience, and generate brand-related information.
The result of such an interactive space is that users
and the brand develop an emotive attachment,
fostering a sense of intimacy. The more people use
social media, the more they trust and loyalty
(Harrigan et al., 2018). Engagement would make
consumers feel valued and connected to the
organizations. Because of its interactivity, the quality
of digital communication has transformed consumers
into active participants rather than passive receivers
of information. This is what social media marketing
has been most sensitive to attain. The research
supports the thesis that extensive use of social media
websites strengthens interpersonal relationships and
alters attitudes toward brand longevity (Dessart et al.,
2015).

Effects on Brand Performance

The findings indicate a high relationship between
brand performance and social media activity. It is
well established that well-designed electronic
campaigns can change brand awareness, brand
image, and positive attitudes toward purchase.
Consumers are likely to receive and share creative,
interactive and informative content. As has been
found, highly engaging brand-related posts are more
visible and elicit higher rates of consumer response
(De Vries et al., 2012). Sentimental involvement and
attachment in interactions result in long-term
customer value and are encouraged by social media
interactions. Frequent internet use is part of
companies' efforts to build stronger brand
communities and customer loyalty. Researchers
report that the advantages of social media relations
manifest as increased sales and brand equity for most
companies (Hudson et al., 2016).

Managerial Implications

It is not a depressed outcome; as discussed, the
success of social media can be achieved through
appropriate planning and consideration of its position
within the comprehensive marketing system.
Companies should monitor consumer behavior and
provide the content consumers want. The customer
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relationship management system should include a
social media tool that is synchronized to ensure
sustainability (Trainor et al., 2014).

V. CONCLUSION

In contemporary marketing, social media has been
instrumental in  enabling  consumers and
organizations to communicate with one another. The
outcome of this case highlights the potential of online
platforms to build consumer relationships, strengthen
brand relationships, and enhance brand performance.
Interactive communication can help companies
capture customer reactions, create personalized
content in real time, and take action. Effective social
media strategies will increase brand awareness, brand
loyalty and purchase intention. However, there is
information overload, inefficient word-of-mouth, and
constant platform changes that companies must
address. The use of social media in general marketing
is strategic, as noted in prior literature. To provide
long-term outcomes, companies are recommended to
invest in analytics and coordinated content
management. The parameters of ROI and the analysis
on platform-based consumer behavior should be used
in future studies. Technological change is the only
means by which long-term marketing can be
successful.
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