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Abstract: This research investigates how businesses use social media platforms to enhance brand
visibility, engage customers, and increase sales. Using a mixed-method approach involving 390 survey
responses and expert interviews, it identifies key benefits, platform preferences, and barriers to effective
implementation. Findings show a strong positive correlation between consistent social media usage and
customer engagement, with Instagram and LinkedIn emerging as industry-specific leaders. Despite
challenges like limited budgets and strategic clarity, social media marketing offers significant
opportunities for growth when guided by data and creative planning.
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L. INTRODUCTION
Social media has revolutionized how brands communicate with consumers. Platforms such as Facebook, Instagram, and
LinkedIn enable real-time engagement and cost-effective promotion. This study explores how firms—especially
SMEs—Ileverage social media to drive marketing outcomes and how platform-specific strategies influence
performance.

II. LITERATURE REVIEW
Research highlights that user-generated content, influencer marketing, and personalized engagement shape consumer
trust (Cheung & Thadani, 2012; Brodie et al., 2014). Platform-specific customization (Ashley & Tuten, 2015) and data
analytics (Chaffey & Ellis-Chadwick, 2019) are key enablers of performance, though concerns around algorithm
volatility and ROI tracking persist.

III. RESEARCH OBJECTIVES
e To evaluate the impact of social media marketing on customer purchase behavior.
e To identify the most effective platforms and strategies across industries.
e To analyze barriers to social media adoption and implementation.

IV. METHODOLOGY
A mixed-method design was used:
e Quantitative: 390 valid responses from social media users and businesses (age 18—45).
e  Qualitative: Interviews with 10 marketing professionals.
e  Analysis Tools: SPSS for correlation and regression analysis; thematic analysis for interviews.

V. RESULTS
e  Platform Use: Facebook (80%), Instagram (75%), LinkedIn (60%) most used.
e Correlation: Posting frequency and customer engagement (r = 0.72, p < 0.01).
e Regression: Posting, ad spend, and followers explain 43% of sales variation (p < 0.01).
e Barriers: 65% cited lack of strategy; 55% noted limited budget.
e Benefits: 45% observed increased brand awareness; 35% saw stronger engagement.
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VI. DISCUSSION
The data affirms that social media is integral to modern marketing. However, lack of planning, training, and budget
restricts success. Businesses benefit most when campaigns are tailored to the platform and supported by analytics and
creative content.

VII. LIMITATIONS
e  Geographic focus may limit generalizability.
e Self-reported data risks social desirability bias.
e  Cross-sectional design restricts longitudinal insights.

VIII. CONCLUSION AND RECOMMENDATIONS
Social media marketing offers measurable advantages for visibility and sales, especially when guided by strategy and
platform understanding. Businesses should:
e Develop structured digital strategies.
e Invest in upskilling staff.
e  Use analytics for campaign refinement.
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