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THE SOCIAL MEDIAIMPACT ON BUSINESS DEVELOPMENT

The key role of the social media impact on the progressive business
development is determined. The leading social media platforms used by marketers
worldwide are identified. The key social media opportunities for business (revenue,
brand awareness / development, networking, recruitment) are described. The major
benefits of social media for business are justified. Among these benefits are
customer insights improvement, better customer service, cost efficient,
connectivity, establishing brand awareness and sales. As a result of the analytical
and empirical studies, it is proposed business promotion constituents in social
media. Their implementation by business owners will make it possible to carry out
stable activities in the short and long term.
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BepoHika lOpiiBHa XY, 0JIEN

3aknap BuLWOi 0CBiTU «MiXXHapOAHWUI HayKOBO-TEXHIYHWU YHIBEpCUTET iMeHi akageMika tOpisa byrasa»
BNJINB COLJANTBHUX MEPEXX HA PO3BUTOK BIBHECY

[erepMiHOBaHO  K/IlOYOBY — pOJIb  BIJIMBY  COUIA/IbHUX  Megia Ha
IPOrpecuBHMyi  Po3BUTOK  OI3HECY. IQEHTUGIKOBaHO  NPoBigHI  111aTHopMu
coyianbHux Megia, SKUMU KOPUCTYIOTbCS MAaPKeTO/IoOru Ha MIiIXHapPOAHOMY PIiBHI.
HaBefgeHo [eckpunyii OCHOBHUX MOXJ/MBOCTEU couianbHux Mmegia [na 6i3Hecy
(goxia, Mi3HaBaHicTe / pPO3BUTOK OpPeHAy, CTBOPEHHSA MEPEX, PEeKPYTUHT).
OO6rpyHTOBaAHO OCHOBHI repeBaru couiarbHux megia [ns 6i3Hecy. Cepen umx
nepeBar — oKpPaleHHS PO3YMIHHS CIIOXUBAY[B, MOKPAaLEHHS OOC/YroByBaHHS
K/IIEHTIB, €KOHOMIYHa EQPeKTUBHICTb, MOXJ/UBICTb [iGK/IOYEHHS, BCTAHOB/IEHH A
OIHYOPMOBAHOCTI PO 6peHa Ta npogaxi. 3a pesynbraramMu aHaaiTuYHuX T1a
eMipnyYHnX [OC/IAXEHb 3aIIPONIOHOBAHO KOHCTUTYEHTU [1POCYBaHHA OIi3Hecy y
couianbHUX Mepexax. IX iMnemMeHTalLis HagacTb MOXINBICTb BIIACHUKaMu BisHecy
34IVICHIOBaTH CTabINIbHY AIS/7IbHICTb Y KOPOTKOCTPOKOBIV Ta [OBrOCTPOKOBIV
1epCrieKTUBax.

KnwyoBi cnoBa: kopucts, Oi3HEC, CKiagoBa npocyBaHHs Of3Hecy,
PO3BUTOK, MOXJ/IMBOCTI, coLianibHi Mesgia.

JEL Classification: L81,M 1, M 31

Statement of the problem ingeneral form
and it's connection with important scientific or practical tasks
Nowadays social media will continue to have a significant impact on
marketers and business owners. They now have the ability to reach out and
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communicate on a personal level with their target audience on a daily basis. This is
a game changer for businesses engaging in marketing, sales, customer service and
other business activities. Besides that, social media is valuable for businesses of
any size or industry, and finding customers on social media has a direct impact on
sales and bottom line.
Analysis of the latest research and publications

Various aspects of social media usage to increase the current sales rate
are covered in the works Ansari J., Bavyko O., Bavyko O., Boiko O., Bondarchuk M.,
Grizane T., Jiang Sh., Jurgelane I., Khan N., Natorina A., Ngien A., Vasiutkina N.,
Yermak S.The analysis of the social media impact on business promotion is devoted
works by scientists and economists among whom are AbdulnasirA., Fang Yie L.,
Haghi P., Mohammedhussen M., Mohiddin F., Rahman A., Setiana D., Susanto H.,
Svatosova V., Zeitel-Bank N., Zhan F. study.

Highlighting the previously unresolved parts o
f the general problem

A comprehensive analysis of the scientific works of well-known leading
foreign and Ukrainian scientists and economists [1-14] allowed to establish the main
role of social media on buyers and, as aconsequence, on their purchasing decisions.
However, the opportunities provided by social media to influence customer behavior
and decision-making are very important and need more detailed. Therefore, the
purposes of the article are to determine the key opportunities and major benefits of
social media for businesses; justify effective ways to influence the customers’
behavior on social media; propose the business promotion constituents on social
media.

Statement of the main material

As show statistical data [1, 12, 14], many small businesses are not actively
utilizing social media to reach customers in which she stated that 47% of the small
business do not actively use social medial and 25% of the small businesses have no
plan to use social media at all. The Figure 2 represents the leading social media
platforms used by marketers worldwide in 2021.
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Fig. 1. Leadingsocial media platforms used by marketers worldwide, 2021 [6]
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Customers’ participation in social media marked the difference between
social media and traditional media. Both social and traditional media are used to
reach customers; with social media as the only media that allows customers to take
part and disseminate their opinions. Research on social media shows that
approximately 50% of adults who use the internet participate in social networking
which indicates that this number has a significant implication on businesses.
Marketing companies use customized data mining software that enables them to
keep track of customers’ behavior, spending pattern and satisfaction ratings [6, 12-
13].

Some companies, however, consider social media as a place only for
entertainment and not a space for potential marketing and promotional purposes.
Another error is that some companies underestimate social media from a marketing
point of view. Marketing on social media requires much more thorough and
sophisticated strategic preparation than traditional, mass marketing. Social media
is often identified with social networks. The concept of social media, however,
includes a wider range of activities. Social media can also be a web page or e-shop
using social elements, as well as discussion forums, weblogs, multimedia or other
online activities motivating participants to purchase. Social media has no
established uniform definition and can also be referred to as "new media”,
"media 2.0" or "buzzword" [1, 14].

It is advisable to note that in the articles [4, 10], social media is defined as
an "online media, where content is cocreated and shared by users. Social media is
constantly changing, both in the way it changes (increases) its content and by
adding many functions. Marketers can use social media to directly determine what
customers want, what their attitude is towards the brand or company, and what they
complain about. From a marketing point of view social media has the advantage that
its content can be instantly updated based on the opinions, comments and
discussions of the participants or the whole community. Among its other features
include the ability to immediately edit the content, social validation of data, and
share content between users of social media. Another important aspect of
marketing on social media is called Search Engine Optimization, which allows
optimization of social media in order to ease searching.

Social media can be broken down based on marketing tactics, because it
is more transparent and surveys on the use social media are most often conducted
based on [1-3]: blogs, videoblogs, microblogy; forums, Questions and Answers (Q&A)
portals; social bookmarking systems; shared multimedia; virtual worlds; mobile
collocation services. In a relatively short time social media has penetrated the
consciousness of society so much so that it has begun to be taken for granted. Its
original purpose, a source of entertainment and communication between users has
ceased to beenough and for many participants ithas become a tool both for gaining
knowledge and information and also for delivering it.

With the continuous advancement in information technology, the nature
of businesses from all aspects has been transformed to adapt and survive, and
social media platform are arguably believed to play as one of the key tools in the
evolution of business marketing. The strategy of social media provides a platform to
contribute content, describe content, find content, build community, start and
continue conversations. There are a vast number of social media platforms offered
and customer only have to choose which platform suits them and easily to use. If
utilized efficiently, with effective strategies and management, organizations are
now offered a while new platform which has the ability to restructure the way their
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products and services are presented to customers [7-9]. The Table 1 represents the
key social media opportunities for business.

Table 1
The key social media opportunities for business [7-9]
No O pportunity Explanation
1 Revenue Gets leads generated, as it is effective and inexpensive to practice,
increases the overall sales to the businesses
2 Brand awareness / Allows direct interactions between businesses and customers on a
Development more personal level; gives the business its own voice to further develop

the brand; attract more customers by having them engaged with the
interactive methods with features such as Q&A and Polls on Instagram;
allows instant feedbacks from the customer

3 Networking Improves the way the business operatesin the short and long term;
establishes relationships with one another within the organization, or
with other business personnel in theindustry itself

4 Recruitment allows search for profiles in social network sites to recruit new
workforce; does not have any boundaries, generates a bigger selection
range of candidates

Referring to [7-8. 14], the characteristic of involvement relates to the high
response from other users towards a specific topic that eliminates the barrier
between the participants and the media itself, and describes openness as the
willingness of social network providers to receive reviews in the shape of
suggestions and criticisms concerning their services with the aid of user ratings,
mentions and dissemination of information. It is agreeable for content that is
protected by a password to be disregard by users, he adds. The sense of community
enables social networking users to exchange information effectively and at a rapid
speed mainly due to the availability of different communities across social media
that can cater various types of interest. Lastly, the main component of social media
is its ability to easily connect user to content they are looking for without breaking
any of the connectivity that has existed between them. As suggested by [1, 10, 13],
social media aids in the development in business tactics in the form of attracting
customers’ attention and developing a wider acceptable organization image. So, in
the whole, it isidentified 6 benefits of adopting social media to businesses:

1) recommendation and suggestions can be gained from the
communication between the organization and potential customer;

2) social media helps in improving the organization’s customer service by
enabling communication with customers for instant assistance regarding their
transaction;

3) the use of social media is cost efficient especially for marketing and
promotion of business;

4) trends and interests can be monitored and identified to effectively
cater customers’ attention and demand;

5) social media helps in establishingbrand awareness, and lastly;

6) sales and business traffic can be steered towards the business by
increasing the company’s market share through social media.

Social media has become a fundamental business component for their
growth due to the benefits the companies can gain. First benefit is that it can
increase organization exposure worldwide. As social media is one of the most cost -
efficient marketing method, it can engage more with the audience. For example,
using open source content management system to create the company’s website
and publishing to the internet. With the website, customers can simply peruse the
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content which consists a lot of useful information about the company and their
services. The shared content from the company can lead to acquiring new
customers, business partners and even sponsors. The next benefit is that it can
improve customer satisfaction, as social media creates a voice for both the company
and the customers, allow them to feel appreciated knowing that their comments or
message are being noticed. In addition, organizations use personalized response as
it more effective in this process compared to replying with automated message.
Lastly, social media can provide organizations with information about their
competitors by monitoring them and keeping close tabs. Such information includes
how they interact with their customers, their posts, content and design. By
comparing their performances, the organization is able to check their own
performance and determine how they will stand up to their competitors.

According to the detailed analysis of [1,7-9, 13] it is determined the major
benefits of social media for businesses. The following are the major benefits of
social media for business:

1. Improved customer insights. The business gets a better understanding
of their customers and they can always share their insights as they are aware that
the company is listening to them. Social media allows them to see what potential
customer’s opinions are and network with them as well.

2. Better customer service. Social media allows businesses to respond to
their grievances, questions and concerns almost instantaneously. Customers want
to be assured that, if they have a problem the can receive help at the earliest.
Customers who receive a quick response on social media say they are more likely to
recommend that brand to other customers.

3. Cost efficient. When a business in running on a fixed marketing budget,
social media is the most cost-efficient way to market and promote the business.
Websites like Facebook, Twitter, Pintrest, etc., allow any business to share their
content for no cost at all. Hence Social media is an affordable advertising p latform.

4. Connectivity. The business will always be connecting to the customers
in terms of changing preferences, lifestyles and resources and adapt to the
changing interest of the customers. Companies will also be able to cater to the
dynamic interests and innovate on their marketing campaign accordingly

5. Establishing brand awareness. Through social media it is possible to
increase the brand awareness among customers as businesses can create
awareness by buildingcompany image.

6. Sales. Through the increased exposure on social media, it drives traffic
into thecompany. Thisinturn converts the potential customers to actual customers.
Therefore, increasing sales.

Social media platforms allow users to have conversations, share
information and create web content. There are many forms of social media,
including blogs, micro-blogs, wikis, social networking sites, photo-sharing sites,
instant messaging, video-sharing sites, podcasts, widgets, virtual worlds, and more.
Social media is used all around the world to make connections and share
information. On a personal front social Media allows users to communicate with
friends and family, on a professional front, social media lets users communicate
with professionals from the business. Social media also lets users cater to customer
needs and feedback at the earliest. Social media has opened avenues for marketers
that did not exist before or were too complicated. Social media is a powerful tool at
the fingertips of marketers and they can share a piece of content with the world in
seconds. Social media is very important for the business as it helps Showcase the

9 Scientific Journal «<Economic Synergy», 2021, Issue 2



ISSN 2786-5339

company’s brand and create a brand image by handling a strong social media
presence. By regularly updating details about the company and its social
happenings, prospective customers are sublimely on the lookout for the company
[4-5, 11, 13].

Social media leads to massive exposure due to its worldwide access,
sharing capabilities, and huge amount of daily users. It delivers instant information
in the digital marketplace, thus giving businesses the ability to advertise their
products, going beyond distance. Statistics have proven that interacting in social
media networks even 2-3 times per week can significantly increase online presence
in both the traditional and digital market space, while companies are building new
relationships outside the four walls of your office. Social media channels are
proactive tools whenit comes to increasing company trustworthiness [7]. By closely
communicating with customers on a social media level, the company become a
trusted source of information which makes it a great asset when creating company
awareness and brand credibility. Social media can be a great source of customer
service, transforming negative customer’s experience into a positive outcome for
your business. Social media allows company to get personalize their products to
their customers. With increased response to customer feedback prospective
customers are more likely to become potential customers as the company is
available to cater and respond to their specific requirements and expectations
Lastly social media is the most cost efficient way to market and brand any business.
Promoting any business through social media will only increase return on
investment. It also allows creative advertising opportunities and energizing public
relations without a huge monetary commitment.

Today, access to and transparency of information has had a profound
impact on decision- making, so it is important to examine what the obstacles and
fictional points are, those that prevent customers from becoming unenthusiastic to
repurchase [1, 5, 13-14]. Globally, customers have started to use social media such
as Facebook, Twitter, Instagram and LinkedIn to share their experiences [9]. As
customers, customers share product reviews, information about a service, adviceon
food or health, warnings about products, tips on using certain products, and much
more. Customers have a lot of “connections” on social media, therefore information
is consumed by many customers. This information becomes a source of influence
on customers and their buying behavior. The latest trend in marketing is the
introduction of the social media. Social media has the power to influence potential
customers from the start until the stage of a purchase and beyond as well. To start
off, customers need awareness about your brand and its offering. At a later stage,
when they start to narrow down their choices, you need a social media influencer to
convince their choice. A constant dialogue between the customer and the brand is
essential to keep the relationship strong. Attractive and informative content can
glue the customers to your brand.

Taking into account the results of monitoring theinternational companies’
activities [1-5, 6-14], it is justified 4 effective ways to influence the customers’
behavior on social media.

I. Builds product awareness.

Social media is a huge influence on customers when they are attempting
to build awareness about a particular product. When customers face aproblem, they
start searching for a solution. But most of the times customers do not know which
product or service will solve their problems. The aim of every businessis toinfluence
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customer behavior. If you do not have a brand presence on social media, you are
missing out on an important opportunity to influence customer buying behavior.

11. Social proof as a greater force of buying decisions.

Social media has resulted in the evolution of social proof as a greater force
for buying decisions. Social proof has emerged due to the tendency of customers to
imitate the behavior around them imitate customers who have influence over them.
Happy customers tend to go about praising the products with likes, shares, reviews
and comments on social media. Marketers are making social space more transparent
by sharing reviews, comments, likes, tweets and pins of their happy customers to
generate brand trust and increase conversion rate. Sharing testimonials, case
studies, pictures, comments and videos of happy customers will build greater trust
and will work well on your landing, page, consulting page and sign-up page as well.
The power of social proof cannot be undermined when social media has become
integral part of buyers and sellers. Social marketers looking to sell their products
should have a solid social proof in form of case studies, images, video, pod cast
interviews and influencers as part of their selling strategy. All this will eventually
increase the conversion rate.

111, Promotions, discounts and deals on social media.

Many social media users have signed up for social media groups/forums
that they are interested in. When customers see promotions, discounts and deals on
social media, it influences their buying behavior. Social media is an inexpensive
platform that gives brands instant reach to billions of active social media users.
Brands should ensure that target audience sees your products, likes them and
shares them on social media, which helps to influence customer behavior.

IV. Social media influencers.

Customers are more likely to buy when they get recommendations from a
person they trust. Celebrities and popular customers inspire their audience and
influence their buying behavior. Customers on social media look up to these
influencers for recommendations and advice on products. A positive influence will
encourage the customer to buy the product. Influencer marketing can work wonders
for your brand by attracting more customers. Many marketers are replacing
celebrities with YouTube, Instagram, and Snapchat influencers. These online
influencers are providing unfiltered feedback on products.

The above proves that, social media, which includes the content, visuals,
promotions, discounts and influencers, has the ability to influence the buying
behavior of customers. The effects of social media on customer behavior cannot be
ignored by brands and businesses. Moreover, as a result of the analytical and
empirical studies, it is proposed business promotion constituents in social media
(Fig. 2).

The interpretation of each business promotion constituents on social
mediaisgivenbelow in the text.

1. Marketing plan with:

1) social media goals and objectives. Goals should be specific, measurable,
attainable, relevant, and timely and based on metrics that will have a real impact on
business.

2) competition analysis. A competitive analysis can help to learn how are
main competitors using social media.

3) social media audit
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4) social media calendar. A social media calendar helps to post the right
content to the right social channels at the right time. It should include a plan for
content mix.

4.
Audience
1. expansion 6.
Marketing plan X Reckonin trends
I~ |
I Business I
2. | promotion T
Relevant A onstituents in Quality c.ontent
platform | soc ialmedia | focusing
L v Jd
3. 8.
Profile of _5‘ . Appropriate
target audience Relationships marketing tools
and loyalty

Fig. 2. Business promation constituents on social media (developed by the author)

2. Relevant platform

It is necessary to compile demographics information for all of the major
social networks. Use itto help gauge where target audience spends their time online.
To make sure business owners need to conduct some research of their own. This will
help to understand how r specific audience spends their time online.

Choosing platforms doesn’t have to be an all-or-nothing approach. It is
possible to use different social channels to reach different audiences, or to meet
different business goals.

3. Profile of target audience

One reason usingsocial media for business owners is so effective they can
micro-target audience. However, firstly,they need to understand who your audience
is.

Once they defined target audience, they cancreate buyer personas, which
will help understand the best ways to communicate with audience.

4. Audience expansion. Business owners have to use social media to
expand the audience.

5. Relationships and loyalty. The unique benefit of social media marketing
for business is that it allows to talk directly to customers and followers. When
customers engage with organic content or ads, it's a great idea to engage back. This
helps to build trust and form a loyal following. As fans share and like content,
business rise in the social algorithms and gain exposure. Nurturing relationships
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can help business to build a loyal community that will lead to ongoing sales over
time. Recommendations for buildinggood relationships and loyalty:

1) create a Group in the social platforms

2) connect with competitors and influencers

3) mention followers in posts and Stories

6. Reckonintrends. Itis a good idea to pay attention to trends in social
media to understand what customers are looking for when they sign into their social
platforms. This helps business create appropriate content that resonates. Social
listening is a highly valuable information gathering tool, helping business
understand what audience / potential audience might want to hear from brands.

7. Quality content focusing. The sheer number of social media marketing
options for business might seem overwhelming. It's more important to create
quality content on a couple of key channels than it is to have a presence on every
single network. Above all, business owners must be sure that their social posts offer
value. If all they do is pitch and sell, there’s very little motivation for customers to
follow them. They need to focus on using one or two social channels.

8. Appropriate marketing tools:

1) engagement management — social media is not a broadcasting system
— it is a way to engage with customers; social media management tools can help
business centralize all mentions and messages directed in one dashboard;

2) analytics;

3) graphics;

4) content curation. For business owners it can be a struggle to come up
with new content to share every day. That is why it is a great way to provide value for
followers and keep them engaged with a specific content curation tools.

Conclusions from this research
and prospects for further developmentsiin this area

The key role of the social media impact on the progressive business
development is determined. The social media opportunities for business are
described. The main benefits of adopting social media to businesses are identified.
The major benefits of social media for business are justified. The business
promotion constituents on social media are proposed and interpreted.
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