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Abstract — Social Media, has different meanings for different people, for some, it's a buzzword employing
no real-world benefits and an impulsive, complex learning curve. Digital communications cope with the
key Facebook, YouTube, etc., High-tech evolution is an on-going process growing at a substantial speed
with the incessant growth of the Internet, it resulted in intense revolutions of technology which
remarkably changed a person’s method of subsistence. Social media marketing is an expression that
describes marketing which is executed via social networks, such as online groups, networks, and
numerous additional marketing implements to boost responsiveness among their budding consumers.

Social Media is a course of action of gaining attention via social media sites.
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INTRODUCATION

Advertisers can style their messages in diverse actions
on the screen to attract the attention of the users,
purchasers, etc. On the website, advertisers can
bounce large information about products and sources
which is of countless support to buyers. One of the
chief drives in winning in social media practices in
marketing is that it articulates companies accessible to
those anxious in their product and vintages visible
results to those who have no actualities about their
products. Social media marketing encompasses the
exercise of social media to encourage consumers
regarding corporate, assets, amenities that are of
attraction to the customer. Social media marketing is
marketing via online groups, social networks, etc.

Consequently, social media in business authorizes
anyone and everyone to articulate and allot a view or
an idea, somewhere all along the business's pathway
to the marketplace.

These sites are expended to advertise, achieve sales,
make networks amid the business and target market,
and to deal with customer amenity. Social media
marketing has endured achieving standing amongst
marketers in contemporary ages, with numerous
businesses and brands expending social networks to
enhance their standing and link it with the audience
while social media sites present a virtuous pedestal
from which to push brand advancement and increase
the customer base.

LITERATURE REVIEW:

The objective of the literature review is to
disparagingly link to the theoretical insight of the base
of social media, traditional marketing networks, and
brand awareness. The researchers who have
quantified their discernments over social media are
as discussed below:

Lazer and Kelly's (1973), held that social media
marketing is involved through the submission of
information, perceptions, practices, investigates
significances of conclusions. Chai, Potdar, and
Chang (2007), investigated that corporates are
concerned in the accomplishment of its probable
customers and retentive of its existing customers,
social media is as supple, lively, and adaptive as any
business progression approach. Constantinides &
Fountain (2008), stated that social media convey
novel challenges and chances to the marketers,
permitting them to interrelate with their markets and
study about and from them.

Cumin (2008), demonstrated that the users would
practice social media platforms to endorse products
via testimonies, to demeanor research and gather
over-all data on products or brands, completed a final
acquisition decision grounded on the information they
collected from social media sites. Barnes & Mattson
(2009), stated that social media marketing is a
reasonably new arena, and therefore, it is strenuous
to discover studies that have measured the efficiency
of social media marketing sequencer. Hague,
Khatibi, and Mohmud (2009) suggested enticing
users through modes like (a) Internet settings; (b)
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Publicity offers (c) Product faces (d) knowledge: (e)
Poise.

Kaplan and Heinlein (2009), stated a collection of -
grounded apps erect on philosophical, technical
specifications which permit discussion of content
uploaded by users. Mangold & Faulds, (2009),
recommended for conventional dealing and
contemporary activities, users converse with the firms,
exploiting a source center to research buying
beforehand for exercising choices. Solis (2009),
indicated the novel market site to involve through a
cluster of customers who post their comments on
websites. Thuraru (2010), explained that social media
can be utilized to solve customer-related problems for
free, thereby increasing customer service and quality
while reducing service costs.

Barwise and Meehan's (2010), proposed four
important potentials that result in improvement are (a)
the customer potential (b) Build confidence by
providing on that promise (c) Continual enhancement
(d) innovating ahead of the familiar. Evens and
Mckee, (2010), suggested that marketers can
prospect to involve in wider pioneering infrastructures
by devising marketing instruments. Joseph (2010),
stated that prospect to perform emotional touching in
spheres which are capable to link and disclose
experiences which are enormously emotive to propose
the chance to link, involve directly to engender
acquaintance regarding varieties.

Brandz, (2010), portrayed that consumers crave to
sense, connect, show concern for buying. Previous
eminence and dependability, users are supposed to
communicate connotations. Movements comprise
instruments YouTube. Frey & Rodloss (2010), stated
that it’s a tool to support communication and has huge
growth potential about the description of platforms.
Mayfield (2011), explained that the virtual market-
place serves to marketers to influence consumers who
influence fellow consumers.

OBJECTIVES OF THE STUDY:

1. To explore the effect of social marketing on
purchase intention.

2. To analyze the challenges for social media
marketing.
3. To assess the prospects for social media

marketing behavior.
UPCOMING TRENDS OF SOCIAL MEDIA:
1. A vital measure of Digital Strategy:

Almost all businesses advancing in Digital Marketing
gave implication to social networks to market.
Marketers will take social media more enormously with
an emphasis on quality content, arrangement, and
discussions, making it unreasonably significant.

2. Stress on prearrangement and edifice of
society:

Many establishments in India approved that their
social media marketing object is to involve, build
communal, and turn their onlookers brand advocates.
Almost all businesses will comprehend the influence
and status of appointment and communal building. It is
fictional, for owners, entrepreneurs, investors, and
managers to strive for good proceeds on the
investments.

3. Emphasis on Substance Strategy:

The content-driven social media marketing appeared,
which subject approaches in India. The content kind
was diverse reaching from text, image, audio, and
video. The marketers are marketing for their products
by concentrating on content strategy around diverse
programs.

4. Blogging:

The blogging is performing a tactical role by serving to
involve the audience and increase rank on Google.
Google’s algorithm receipts account of social signals
like tweets, likes, shares, etc. while inclining the blog
on Google search.

5. Expressive Commitment:

The marketers changed their focal point from a
technical aspect to the artistic part of social media
marketing. Now, social media marketing is not just a
secondary contrivance in the hands of marketers
instead of a primary one, where they’re focusing on
meaningful commitment.

6. Representation -Centric:

In India when Pinterest was introduced, it was seen as
a move to representation -centric systems where
‘selfies’, ‘photo-ops’, ‘win’, ‘fail' etc. were revealed.
These representation  -centric  networks are
conventional and have an extended haul. This drive
from text to photo/image in social media has been a
boon for B2C marketing for the e-commerce industry.

8. GlIFs, and Video Blogging:

In the era of digital marketing, blogging, article
submission to image, info graphics, video blogging,
micro-video, and others is increasing insignificance.
The most interesting of all are micro-videos, GIFs, and
video blogging which are amusing and amazing.

9. Viral Video:

Today businesses understand the importance of viral
video marketing and are even ready to spend good
enough only if offered a proven proposition. Viral
videos will help social media marketers to enable their
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products to go viral, build brand engagement and
identity, and create brand advocates.

10. Social
Management:

Customer Relationship

The prominent social platform for social CRM was
Facebook, where you can find brands directly
interacting with their customers/fans on their page
itself solving their queries and issues. Notably, big
brands that have a huge fan following are not actively
monitoring their page for social CRM, which often
leads to disorientation.

11. Mobile Based Plans:

Screen experience quite important in India, which is
why marketers are focusing on it. The marketers will
develop mobile-driven social media marketing
strategies and campaigns to engage and convert.

12. The rise in Electronic Commerce:

India’s e-commerce is thriving were big players and
small and regional players also competing assertively.
This ascendant tendency in e-commerce India's
growth story will continue which aided in targeting and
reaching a related audience.

13. Analytics and Tactics:

At present, most social media marketing strategies are
based on raw data, assumptions, and unproven
theories. Marketers in India will realize the power of
Social Media Analytics to empower their tactics to
improve efficiency.

14. Integration of Social Media with Marketing
Strategy:

Integrated marketing will be a big thing. Social media
marketing will become an inevitable component of any
online marketing strategy in India. Many products
integrated social modes of marketing up to their offline
marketing strategy. The usage of hashtags, social
media icons, and other signals being used on
billboards, television commercials, radio, etc.

CONCLUSION:

Nowadays organizations are to a greater extent
concerned for positioning and feedback to interconnect
with the customers. The mass of the respondents
squared sponsored ads, share ads, like/comment on
pics, videos, blogs but be uncertain to contribute to
social media drives. Social media marketing is an
extremely influential instrument of marketing which is
nevertheless to encounter its complete latent in the
Indian market. It is significant to shape a societal
association somewhat connection. The males are
receptive to the marketing of products on social media.
This study reaffirms the power and intensity effect of it

to withstand and hold the market situation. Corporate
houses want to concentrate on evolving the accurate
type of instruments to connect and endorse their
products. Marketers can utilize social media to
broaden the customer foundation and create products
and advance products by the intellectual strategy of
using social media platforms.
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