VOLUME NO. 8 (2018), ISSUE NO. 10 (OCTOBER) ISSN 2231-5756

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE, IT & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at:

Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A:. Cabell's Diréctories of Publishing Opportunities, U.S.Al Google Scholar,
Indian Citation Index (IC1), I-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)}.

Index Copernicus Publishers Panel, Poland [ilICNVEINEIONSI00N2002) & number of libraries all around the world.
Circulated all over the world & Google has verified that scholars of more than 6185 Cities in 195 countries/territories are visiting our journal on regular basis.
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA

http://ijrcm.org.in/




VOLUME NO. 8 (2018), ISSUE NO. 10 (OCTOBER)

ISSN 2231-5756

CONTENTS

Sr. Page
TITLE & NAME OF THE AUTHOR (S)
No. No.

1. |ROLE OF SOCIAL MEDIA IN MARKETING AND BUSINESS GROWTH 1
AMIT KUMAR BANSAL, SARITA BANSAL & SHREY GAUTAM

2. |PERFORMANCE APPRAISAL OF EMPLOYEES IN RASTRIYA ISPAT NIGAM| 7
LIMITED, VISAKHAPATNAM
ADARI TULASEE NAIDU & Dr. G. SATYANARAYANA

3. |PREDICAMENTS AND CHALLENGES: A STUDY OF INDIAN AIRLINE INDUSTRY | 17
RAIS AHMAD KHAN & Dr. K. GOVINDARAJAN

4. |E-SHOPPING — A MILE STONE IN SUSTAINABLE DEVELOPMENT 20
Dr. S. ANANDA NATARAJAN & K.REJI

5. |THE EFFECT OF JOB SATISFACTION AND WORK ENVIRONMENT ON| 24
ORGANIZATIONAL CITIZENSHIP BEHAVIOUR AND ITS IMPLICATION ON JOB
PERFORMANCE (EMPIRICAL STUDY ON STATE POLYTECHNIC OF SRIWIJAYA)
Dr. A. JALALUDIN SAYUTI, Dr. DIBYANTORO, M.M., Dr. L. SUHAIRI HAZISMA &
MUNPARIDI

6. [STUDY ON PREFERENCE OF SMARTPHONE BY AHMEDABAD PEOPLE 31
ANSARI FAIZANULHAQQ & PUTHAWALA HAMMAD
REQUEST FOR FEEDBACK & DISCLAIMER 33

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME NoO. 8 (2018), ISSUE NO. 10 (OCTOBER) ISSN 2231-5756
CHIEF PATRON
Prof. (Dr.) K. K. AGGARWAL
Chairman, Malaviya National Institute of Technology, Jaipur
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India)
Chancellor, K. R. Mangalam University, Gurgaon
Chancellor, Lingaya’s University, Faridabad
Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi
Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar

FOUNDER PATRON
Late Sh. RAM BHAJAN AGGARWAL
Former State Minister for Home & Tourism, Government of Haryana
Former Vice-President, Dadri Education Society, Charkhi Dadri
Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

CO-ORDINATOR
Dr. BHAVET
Former Faculty, Shree Ram Institute of Engineering & Technology, Urjani

ADVISOR
Prof. S. L. MAHANDRU
Principal (Retd.), Maharaja Agrasen College, Jagadhri

EDITOR
Dr. PARVEEN KUMAR
Professor, Department of Computer Science, NIMS University, Jaipur

CO-EDITOR
Dr. A. SASI KUMAR
Professor, Vels Institute of Science, Technology & Advanced Studies (Deemed to be University), Pallavaram

EDITORIAL ADVISORY BOARD
Dr.S. P. TIWARI
Head, Department of Economics & Rural Development, Dr. Ram Manohar Lohia Avadh University, Faizabad
Dr. CHRISTIAN EHIOBUCHE
Professor of Global Business/Management, Larry L Luing School of Business, Berkeley College, USA
Dr. SIKANDER KUMAR
Chairman, Department of Economics, Himachal Pradesh University, Shimla, Himachal Pradesh
Dr. JOSE G. VARGAS-HERNANDEZ
Research Professor, University Center for Economic & Managerial Sciences, University of Guadalajara, Guadala-
jara, Mexico
Dr. M. N. SHARMA
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal
Dr. TEGUH WIDODO
Dean, Faculty of Applied Science, Telkom University, Bandung Technoplex, JI. Telekomunikasi, Indonesia
Dr. M. S. SENAM RAJU
Professor, School of Management Studies, I.G.N.O.U., New Delhi
Dr. A SAJEEVAN RAO
Professor & Director, Accurate Institute of Advanced Management, Greater Noida
Dr.D.S. CHAUBEY
Professor & Dean (Research & Studies), Uttaranchal University, Dehradun
Dr. CLIFFORD OBIYO OFURUM
Professor of Accounting & Finance, Faculty of Management Sciences, University of Port Harcourt, Nigeria

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME NO. 8 (2018), ISSUE NO. 10 (OCTOBER) ISSN 2231-5756
Dr. KAUP MOHAMED
Dean & Managing Director, London American City College/ICBEST, United Arab Emirates
Dr. VIRENDRA KUMAR SHRIVASTAVA
Director, Asia Pacific Institute of Information Technology, Panipat
SUNIL KUMAR KARWASRA
Principal, Aakash College of Education, ChanderKalan, Tohana, Fatehabad
Dr. MIKE AMUHAYA IRAVO
Principal, Jomo Kenyatta University of Agriculture & Tech., Westlands Campus, Nairobi-Kenya
Dr. SYED TABASSUM SULTANA
Principal, Matrusri Institute of Post Graduate Studies, Hyderabad
Dr. BOYINA RUPINI
Director, School of ITS, Indira Gandhi National Open University, New Delhi
Dr. NEPOMUCENO TIU
Chief Librarian & Professor, Lyceum of the Philippines University, Laguna, Philippines
Dr. SANJIV MITTAL
Professor & Dean, University School of Management Studies, GGS Indraprastha University, Delhi
Dr. RAJENDER GUPTA
Convener, Board of Studies in Economics, University of Jammu, Jammu
Dr. SHIB SHANKAR ROY
Professor, Department of Marketing, University of Rajshahi, Rajshahi, Bangladesh
Dr. ANIL K. SAINI
Professor, Guru Gobind Singh Indraprastha University, Delhi
Dr. SRINIVAS MADISHETTI
Professor, School of Business, Mzumbe University, Tanzania
Dr. NAWAB ALI KHAN
Professor & Dean, Faculty of Commerce, Aligarh Muslim University, Aligarh, U.P.
MUDENDA COLLINS
Head, Operations & Supply Chain, School of Business, The Copperbelt University, Zambia
Dr. EGWAKHE A. JOHNSON
Professor & Director, Babcock Centre for Executive Development, Babcock University, Nigeria
Dr. A. SURYANARAYANA
Professor, Department of Business Management, Osmania University, Hyderabad
P. SARVAHARANA
Asst. Registrar, Indian Institute of Technology (IIT), Madras
Dr. MURAT DARCIN
Associate Dean, Gendarmerie and Coast Guard Academy, Ankara, Turkey
Dr. ABHAY BANSAL
Head, Department of Information Technology, Amity School of Engg. & Tech., Amity University, Noida
Dr. YOUNOS VAKIL ALROAIA
Head of International Center, DOS in Management, Semnan Branch, Islamic Azad University, Semnan, Iran
WILLIAM NKOMO
Asst. Head of the Department, Faculty of Computing, Botho University, Francistown, Botswana
Dr. JAYASHREE SHANTARAM PATIL (DAKE)
Faculty in Economics, KPB Hinduja College of Commerce, Mumbai
SHASHI KHURANA
Associate Professor, S. M. S. Khalsa Lubana Girls College, Barara, Ambala
Dr. SEOW TA WEEA
Associate Professor, Universiti Tun Hussein Onn Malaysia, Parit Raja, Malaysia
Dr. OKAN VELI SAFAKLI
Professor & Dean, European University of Lefke, Lefke, Cyprus
Dr. MOHENDER KUMAR GUPTA
Associate Professor, Government College, Hodal

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

iv




VOLUME NO. 8 (2018), ISSUE NO. 10 (OCTOBER) ISSN 2231-5756

Dr. BORIS MILOVIC
Associate Professor, Faculty of Sport, Union Nikola Tesla University, Belgrade, Serbia
Dr. LALIT KUMAR
Faculty, Haryana Institute of Public Administration, Gurugram
Dr. MOHAMMAD TALHA
Associate Professor, Department of Accounting & MIS, College of Industrial Management, King Fahd University
of Petroleum & Minerals, Dhahran, Saudi Arabia
Dr. V. SELVAM
Associate Professor, SSL, VIT University, Vellore
Dr. IQBAL THONSE HAWALDAR
Associate Professor, College of Business Administration, Kingdom University, Bahrain
Dr. PARDEEP AHLAWAT
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak
Dr. ALEXANDER MOSESOV
Associate Professor, Kazakh-British Technical University (KBTU), Almaty, Kazakhstan
Dr. ASHOK KUMAR CHAUHAN
Reader, Department of Economics, Kurukshetra University, Kurukshetra
Dr. BHAVET
Former Faculty, Shree Ram Institute of Engineering & Technology, Urjani
YU-BING WANG
Faculty, department of Marketing, Feng Chia University, Taichung, Taiwan
SURIJEET SINGH
Faculty, Department of Computer Science, G. M. N. (P.G.) College, Ambala Cantt.
Dr. MELAKE TEWOLDE TECLEGHIORGIS
Faculty, College of Business & Economics, Department of Economics, Asmara, Eritrea
Dr. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
Dr. SAMBHAVNA
Faculty, I.1.T.M., Delhi
Dr. THAMPOE MANAGALESWARAN
Faculty, Vavuniya Campus, University of Jaffna, Sri Lanka
Dr. SHIVAKUMAR DEENE
Faculty, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga
SURAJ GAUDEL
BBA Program Coordinator, LA GRANDEE International College, Simalchaur - 8, Pokhara, Nepal

FORMER TECHNICAL ADVISOR
AMITA

FINANCIAL ADVISORS
DICKEN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LE gﬁlﬁ ADVISORS
JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT
SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT |

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME NO. 8 (2018), ISSUE NO. 10 (OCTOBER) ISSN 2231-5756

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to the recent developments & practices in the areas of Com-
puter Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics;
Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Gov-
ernance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice;
Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History;
Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics
& Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development
Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics;
Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management;
Management Information Systems (MIS); Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business;
Health Care Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Or-
ganizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; Pro-
duction/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; Re-
tailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; Transpor-
tation Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer
Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information Systems; Mod-
eling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Pro-
gramming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects.

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript - in M.S. Word format
after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).

GUIDELINES FOR SUBMISSION OF MANUSCRIPT
1. COVERING LETTER FOR SUBMISSION:

DATED:

THE EDITOR
IJRCM

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please
specify)

DEAR SIR/MADAM

Please find my submission of manuscript titled * ' for likely publication in one of
your journals.

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published anywhere in any language
fully or partly, nor it is under review for publication elsewhere.

| affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to inclusion of
their names as co-authors.

Also, if my/our manuscript is accepted, | agree to comply with the formalities as given on the website of the journal. The Journal has
discretion to publish our contribution in any of its journals.

NAME OF CORRESPONDING AUTHOR

Designation/Post*

Institution/College/University with full address & Pin Code

Residential address with Pin Code

Mobile Number (s) with country ISD code

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No)

Landline Number (s) with country ISD code

E-mail Address

Alternate E-mail Address

Nationality

* i.e. Alumnus (Male Alumni), Alumna (Female Alumni), Student, Research Scholar (M. Phil), Research Scholar (Ph. D.), JRF, Research Assistant, Assistant
Lecturer, Lecturer, Senior Lecturer, Junior Assistant Professor, Assistant Professor, Senior Assistant Professor, Co-ordinator, Reader, Associate Profes-
sor, Professor, Head, Vice-Principal, Dy. Director, Principal, Director, Dean, President, Vice Chancellor, Industry Designation etc. The qualification of
author is not acceptable for the purpose.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT .

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME NO. 8 (2018), ISSUE NO. 10 (OCTOBER) ISSN 2231-5756

10.
11.

NOTES:

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf.
version is liable to be rejected without any consideration.

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:
New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/
Education/Psychology/Law/Math/other, please specify)

c) There is no need to give any text in the body of the mail, except the cases where the author wishes to give any specific message
w.r.t. to the manuscript.

d) The total size of the file containing the manuscript is expected to be below 1000 KB.

e) Only the Abstract will not be considered for review and the author is required to submit the complete manuscript in the first

instance.

f)  The journal gives acknowledgement w.r.t. the receipt of every email within twenty-four hours and in case of non-receipt of
acknowledgment from the journal, w.r.t. the submission of the manuscript, within two days of its submission, the corresponding
author is required to demand for the same by sending a separate mail to the journal.

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except on the covering letter and the
cover page of the manuscript, in the manner as mentioned in the guidelines.

_: The title of the paper should be typed in bold letters, centered and fully capitalised.

_: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and email/al-

ternate email address should be given underneath the title.

_: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any.
_: Abstract should be in fully Italic printing, ranging between 150 to 300 words. The abstract must be informative and eluci-
dating the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full.

_: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic
order separated by commas and full stop at the end. All words of the keywords, including the first one should be in small letters, except
special words e.g. name of the Countries, abbreviations etc.

-: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aea-
web.org/econlit/jelCodes.php. However, mentioning of JEL Code is not mandatory.

MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free
from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end.

_: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading.
_: All the sub-headings must be bold-faced, aligned left and fully capitalised.

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE:

INTRODUCTION

REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES

HYPOTHESIS (ES)

RESEARCH METHODOLOGY
RESULTS & DISCUSSION

FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS

LIMITATIONS

SCOPE FOR FURTHER RESEARCH
REFERENCES
APPENDIX/ANNEXURE

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT .

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME NO. 8 (2018), ISSUE NO. 10 (OCTOBER) ISSN 2231-5756

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self-explained, and the titles must be
above the table/figure. Sources of data should be mentioned below the table/figure. It should be ensured that the tables/figures are
referred to from the main text.

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, left aligned with equation/formulae number placed
at the right. The equation editor provided with standard versions of Microsoft Word may be utilised. If any other equation editor is
utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that does not have the
editor.

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined
on its first use in each section e.g. Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections.

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised
references in the preparation of manuscript and they may follow Harvard Style of Referencing. Also check to ensure that everything
that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the references as per
the following:

. All works cited in the text (including sources for tables and figures) should be listed alphabetically.

J Use (ed.) for one editor, and (ed.s) for multiple editors.

J When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc., in chronologically ascending
order.

. Indicate (opening and closing) page numbers for articles in journals and for chapters in books.

. The title of books and journals should be in italic printing. Double quotation marks are used for titles of journal articles, book chapters,

dissertations, reports, working papers, unpublished material, etc.
. For titles in a language other than English, provide an English translation in parenthesis.

. Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate
some specific point, which may be placed in number orders before the references.

BOOKS
. Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.
. Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.

CONTRIBUTIONS TO BOOKS

. Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited
by David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.

JOURNAL AND OTHER ARTICLES

. Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Jour-
nal of Urban Economics, Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

. Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Asso-
ciation, New Delhi, India, 19-23

UNPUBLISHED DISSERTATIONS

. Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.

ONLINE RESOURCES

. Always indicate the date that the source was accessed, as online resources are frequently updated or removed.
WEBSITES
. Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

viii




VOLUME NO. 8 (2018), ISSUE NO. 10 (OCTOBER) ISSN 2231-5756
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ABSTRACT

In Present time, Social Media has become the ‘best opportunities available’ to a brand for connecting with prospective consumers. Social media is the medium to
socialize and to enhance the reach to deeper segment of customers. These new media win the trust of consumers by connecting with them at a deeper level. Social
media marketing is the new mantra for several brands since early last year. Marketers are taking note of many different social media opportunities and beginning
to implement new social initiatives at a higher rate than ever before. Social media marketing and the businesses that utilize it have become more sophisticated.
One cannot afford to have no presence on the social channels if the competitor is making waves with its products and services. The explosion of social media
phenomenon is as mind boggling as that and the pace at which it is growing is maddening. Global and renowned companies have recognized social media marketing
as a potential marketing platform, utilized them with innovations to power their advertising campaign with social media marketing. This paper discusses about the
concepts of social media and social media marketing and other aspects like the growth and benefits, role and relevance of social media in marketing, social media
marketing strategies. It also presents an overview on social media marketing in India.

KEYWORDS

social media, social media marketing, growth and benefits of social media, social media marketing strategy, social media marketing in India.

JEL CODE
M31

1. INTRODUCTION

he social media can be defined as the relationships that exist between network of people [1].
mSOCiaI Media is now the trend. And for businesses it represents a marketing opportunity that transcends the traditional middleman and connects companies

directly with customers. This is why nearly every business on the planet—from giants like Starbucks and IBM to the local ice cream shop—are exploring
social media marketing initiatives. A year ago, businesses were uncertain about social media. Now it's here to stay and companies are rapidly adopting social media
marketing. Much like email and websites first empowered businesses, social media is the next marketing wave.
Social media marketing is marketing using online communities, social networks, blog marketing and more. It's the latest "buzz" in marketing. India is probably
among the first proponents of social media marketing. These days, the organizational cause has replaced the social cause as companies seek to engage with their
audience via the online platforms.
The explosion of social media phenomenon is as mind boggling as that and the pace at which it is growing is maddening. Trust and goodwill are the basis of social
networking, and by marketing in the realm of social media these fundamental notions need to be adhered.
It is probably the only marketing platform that encourages fool proof communication and accountability among sellers as well as consumers. Global companies
have recognized Social Media Marketing as a potential marketing platform utilized them with innovations to power their advertising campaign with social media
marketing.
Social media is engaging with consumers online. According to Wikipedia, social media is internet-based tools for sharing and discussing information among human
beings. Social media is all about networking and networking in a way that espouses trust among parties and communities involved. Any website which allows user
to share their content, opinions, views and encourages interaction and community building can be classified as a social media. Some popular social media sites
are: Facebook, YouTube, Twitter, Digg, MySpace, StumbleUpon, Delicious, Scribd, Flickr etc [2].
The meaning of the term ‘social media’ can be derived from two words which constitute it. Media generally refers to advertising and the communication of ideas
or information through publications/channels. Social implies the interaction of individuals within a group or community.
Taken together, social media simply refers to communication/publication platforms which are generated and sustained by the interpersonal interaction of indi-
viduals through the specific medium or tool. Wikipedia has a general definition of the term: Social Media is the democratization of information, transforming
people from content readers into content publishers. It is the shift from a broadcast mechanism to a many-to-many model, rooted in conversations between
authors, people, and peers [3].
Social media uses the “wisdom of crowds” to connect information in a collaborative manner.
Social media can take many different forms, including Internet forums, message boards, weblogs, wikis, podcasts, pictures, and video.
Social media is made up of user-driven websites that are usually centered on a specific focus.
(Digg = news) or feature (del.icio.us = bookmarking). Sometimes, the community itself is the main attraction (Facebook and Myspace = networking)
Social media are media for social interaction, using highly accessible and scalable publishing techniques. Social media uses web-based technologies to turn com-
munication into interactive dialogues. Andreas Kaplan and Michael Haenlein define social media as "a group of Internet based applications that build on the
ideological and technological foundations of Web 2.0, which allows the creation and exchange of user-generated content."
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Social media is the medium to socialize. They use web-based technology to quickly disseminate knowledge and information to a huge number of users. They allow
creation and exchange of user-generated content. Facebook, Twitter, Hi5, Orkut and other social networking sites are collectively referred social media [6].
Social media represents low-cost tools that are used to combine technology and social interaction with the use of words. These tools are typically internet or
mobile based like Twitter, Facebook, MySpace and YouTube.
There are two benefits of social media that are important to businesses, they include:
1.  Cost reduction by decreasing staff time.
2. Increase of probability of revenue generation.
Social media enables companies to:
. Share their expertise and knowledge.
Tap into the wisdom of their consumers.
Enables customers helping customers.
Engages prospects through customer evangelism.
Thus the benefits of social media include: brand reach and awareness, consumer interactions through transactions, referrals and reputation management [3].

2. SOCIAL MEDIA MARKETING

Social media marketing consists of the attempt to use social media to persuade consumers that one's company, products and/or services are worthwhile. Social
media marketing is marketing using online communities, social networks, blog marketing and more [6].

Lazer and Kelly’s (1973) define social marketing as "concerned with the application of marketing knowledge, concepts, and techniques to enhance social as well
as economic ends. It is also concerned with the analysis of the social consequences of marketing policies, decisions and activities."

Social media marketing is not merely about hitting the front page of Digg or any other social news website. It is a strategic and methodical process to establish the
company’s influence, reputation and brand within communities of potential customers, readers or supporters.

3. GROWTH OF SOCIAL MEDIA MARKETING

A recent study, “The State of Small Business Report,” sponsored by Network Solutions, LLC and the University of Maryland’s Robert H. Smith School of Business,
points to economic struggles as the catalyst for social media’s rapid popularity. The study results show that social media usage by small business owners increased
from 12% to 24% in just the last year, and almost 1 out of 5, actively uses social media as part of his or her marketing strategy [6].

In 2009, only 23% of marketers were using social media for years. Now that number has grown to 31%.

Here’s a breakdown of what the small businesses reported as the main uses of social media marketing:

. 75% have a company page on a social networking site.

. 69% post status updates or articles of interest on social media sites.

. 57% build a network through a site such as Linkedin.

. 54% monitor feedback about the business.

. 39% maintain a blog.

. 26% tweet about areas of expertise.

. 16% use Twitter as a service channel.

According to the study, different industries are adopting social media marketing at different rates, and while many industries have started using social media
marketing in their efforts to reach more customers, many still have not positioned it as their top priority.

A research shows that charitable organizations are still outpacing the business world and academia in their use of social media. In a study conducted in 2008, a
remarkable eighty-nine percent of charitable organizations are using some form of social media including blogs, podcasts, message boards, social networking,
video blogging and wikis [2].

A majority (57%) of the organizations are blogging. Forty-five percent of those studied report social media is very important to their fundraising strategy. While
these organizations are best known for their non-profit status and their fundraising campaigns, they demonstrate an acute, and still growing, awareness of the
importance of Web 2.0 strategies in meeting their objectives.

In just the last few months, marketers have shifted their attitudes toward social media marketing spending. This was recently affirmed in the new study, “The
CMO Survey”, from Duke University’s Fuqua School of Business and the American Marketing Association [7].

4. RESEARCH OBJECTIVES

The intention of this research is to find objectives, strategies and which indicators (KPI's) can be used by marketers to measure the ROI of their social media
marketing objectives. The first objective of this research is to get a clear view of how the ROI in traditional marketing is measured and which objectives, strategies
and indicators can be identified for social media marketing. Second objective is to reveal under experts whether the different identified objectives, strategies and
indicators of the first objective (or which other) are usable and important for determining the ROI of social media marketing. The expected outcome of this research
is an overview of appropriate objectives and strategies for social media marketing and which key indicators (KPI's) can determine the revenues and costs (ROI).
Several objectives, strategies and indicators will be identified in this research based on existing literature. Research should address whether these objectives,
strategies and indicators are practical useful according to experts and should reveal new insights for other objectives, strategies and indicators. The results can
support and be used by marketers to define and measure the effectiveness of their social media marketing strategy.

5. RESEARCH METHODOLOGY

A description of the Delphi study is presented in paragraph 5.1. In paragraph 5.2 the goal and approach are elaborated, in paragraph 5.3 the respondents selection
is described, in paragraph 5.4 the analysis of the results is described and in paragraph 5.5 the limitations for this research are elaborated.

5.1 A DELPHI STUDY

To get answer to the question what appropriate objectives, strategies and benchmarks / key indicators are for determining the ROI of social media marketing
objectives, a Delphi method is used to further investigate strategies and key indicators that were found in the literature and to identify new strategies and indica-
tors. The Delphi method is a highly structured form of group interview (Baarda et al., 2009), which was originally developed as an interactive forecasting tool. The
objective was to develop a technique to obtain the most reliable consensus of a group of experts. Today, it has proven to be a popular tool for identifying and
prioritizing issues for managerial decision-making (Okoli & Pawlowski, 2004). The Delphi technique is used mainly where there is complexity and little past research
(Story et al., 2001). A group of experts is asked to react to a demarcated topic (Baarda et al., 2009), in fact it is a type of group interview or discussion. A Delphi
study is usually conducted in two or three rounds. In the first round a number of experts, usually between 10 and 18 (Okoli & Pawlowski, 2004), is questioned
regarding a subject on which there is no consensus. In the second round feedback is given on the results of the first round. In the third round the experts judge
the same issues again, now influenced by the opinions of other experts. The main characteristics of the Delphi method are (Woudenberg, 1991): - Anonymity:
experts are approached by mail or computer; - Iteration: there are several rounds; 26 - Feedback: after each round the results are clustered and each participant
receive a summary. Next to the experts, the Delphi method knows the role of the facilitator (Linstone & Turoff, 1975). The facilitator is the person which maintains
contact with the experts and coordinates the Delphi study; preparing, sending, collecting and analyzing the questionnaires independently. The facilitator in this
study is me, the researcher.
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5.2 GOAL AND APPROACH

The main goal of this Delphi study is to reach consensus on social media marketing objectives and strategies that are defined in chapter 2 (e.g. Introcaso, 2011;
Riveong, 2008; Falkow, 2012) and on the indicators (KPI's) which can determine whether a strategy was effective in achieving a social media marketing objective.
The intend of this Delphi study is to find an elaborated answer to the research problem. The social media marketing strategies mentioned in chapter 2 for brand
awareness, brand reputation and brand ambassadors are strategies that are applied by (social media) marketing experts but there is no scientific evidence or
literature available which proves that these strategies actually have added value. There are several ways to conduct a Delphi study. For example the policy Delphi
(Loo, 2000), the consensus Delphi (Hsu & Sanford, 2007) and a Delphi based on nonparametric statistical techniques (Schmidt, 1997). For this research a two-step,
online written consensus Delphi method is chosen, because the goal of this research is to reach consensus on what appropriate objectives, strategies and bench-
marks / key indicators are for determining the ROI of social media marketing objectives. This two-step Delphi method is also chosen according to the requirements
of the tool of being practical as well as time and resource efficient (Okoli & Pawlowski, 2004). The questionnaires of both rounds are set up with an online tool
called Thesistools, which makes it more efficient. First, the respondents are invited to participate by e-mail. If the respondent agrees to participate a second e-
mail will be send which contains a link to the online questionnaire. The benefit of the online questionnaire for the respondents is that they can fill in and answer
the questions when and wherever they want, and also they have time to think about the different topics. Furthermore, written survey methods often lead to a
deeper reflection (Baarda et al., 2009). In two different rounds consensus is sought on social media marketing objectives, strategies and their indicators (KPI's). In
the first round the respondents receive open questions regarding social media marketing objectives and strategies (which are defined in Chapter 2) and how these
strategies can be measured (KPI's). This may lead to the addition of new ideas 27 or opinions (Linstone & Turoff, 1975). The first round is often unstructured or
semistructured to allow free expression of ideas by the panel of experts (Rowe et al., 1991). The resulting opinions of the first round are sorted by the researcher
and distilled into statements that then form the basis of the second round questionnaire (Roberts-Davis & Read, 2001). In the second round respondents are
invited to rank their agreement or disagreement in a structured way, often by using a Likert (1932) scale. The intend of this second round is to identify the
importance and order of the proposed social media marketing strategies and indicators. Finally, this should lead to an overview of strategies and indicators which
are applicable for the certain social media marketing objectives. The data collection of this Delphi study is based on nine steps of Fowles (1978): 1. The respondents
are selected and briefed; 2. The facilitator creates and distributes the first round questionnaire; 3. The respondents have the opportunity to fill in and return the
first questionnaire; 4. The facilitator compares, analyzes and categorizes the responses and creates the second questionnaire; 5. The respondents are briefed on
the results of the previous round and receive the second questionnaire. They have the opportunity to fill it in and return to the facilitator; 6. The facilitator
compares the results and categorizes the responses; 7. The facilitator reviews suggestions and looks for potential consensus; 8. Use of the findings of the research;
9. Finally, the respondents are briefed about the results of the Delphi study and the potential consensus by means of a summary.

5.3 RESPONDENTS

The Delphi method requires a panel of subject-matter experts (Loo, 2002), because it is seen as a group approach to forecasting and decision making. According
Okoli & Pawlowski (2004) a Delphi study does not depend on statistical samples that attempt to be representative of any population, but it is a group decision
mechanism requiring qualified experts who have deep understanding of the issues. Therefore the selection of qualified experts is a critical requirement Okoli &
Pawlowski (2004). For example, for this research a group of experts is needed who have expertise in the field of social media marketing, like social media managers
of brands and community managers of social media consultancy companies. 28 Three selection criteria for selecting experts are used. First, an expert has achieved
professional certification in a marketing related topic area; presented professional papers on the topic at state, regional, and/or national professional meetings;
published papers on the topic are in regional or national resources; or initiated research on the topic area (Davis, 1992). Second, experts should have expertise
with the study concepts, theory, or problem which governs the topic content of the study (Davis, 1992). The last and third step was to ask every expert to nominate
other (social media) marketing experts (Okoli & Pawlowski, 2004).

5.4 ANALYSIS

Literature demonstrated that the most commonly used method of analyzing data from a Delphi survey, is the Likert scale (Roberts-Davis & Read, 2001). On this
basis the Likert scale is chosen for the second round of the Delphi study. The first round consists of 4 open questions with sub-questions, which make it a total of
11 open questions. The respondents are asked to give their opinion about the social media marketing objectives and strategies as proposed in Chapter 2 and to
propose other/new objectives, strategies and indicators to achieve certain objectives. Because of the limited number of respondents (around 10), the proposed
new strategies will be included in the second round. In the second round theses new objectives, strategies and indicators, will be presented as propositions in the
form of a five point Likert scale. First, the respondents are asked to what degree a strategy or indicator is applicable to a certain social media marketing objective.
Second, the respondents are asked to rank the different strategies and indicators and place them in an specific order, to get clear which of the (proposed) strategies
and indicators are most useful and applicable by achieving a certain social media marketing objective. Then the issue becomes "At what level of agreement/disa-
greement is consensus reached?". According Hsu & Sanford (2007) the favored method to analyze the results of the Likert scale is using the median score. Levels
of agreement using Likert scales acceptable to earlier researchers are quoted by McKenna (1994) as 51% and by Williams & Webb (1994) as 55%. According
Roberts-Davis & Read (2001) when responses to "5 and 4" or to "1 and 2" on the Likert scale totalled 80% or more, consensus was deemed to be achieved on that
item. For this research the following criteria for sufficient consensus (after the second round) are used: - Consensus is achieved by having 80 percent of subjects’
votes fall within the last two categories on a Likert scale (Ulschak 1983; Roberts-Davis & Read, 2001). 29 - The median on a Likert scale has to be 3.25 or higher
(Green, 1982). - The response in both round should be at least 80 percent with a maximum of 10 respondents (Baarda et al., 2009).

5.5 LIMITATIONS

Validity and reliability are important issues when conducting the Delphi method (Okoli and Pawlowski, 2004). According to Baarda et al. (2009) coincidences may
occur in the situation or material, the respondent, the instrument or the researcher. There is enough opportunity for biases to occur. The most critical requirement
is the selection of (qualified) experts (Okoli & Pawlowski, 2004) and therefore the selection method is used as described in paragraph 3.3.3.

6. A KEY FINDING

Social media marketing budgets continue to rise. According to the results, businesses currently allocate 6% of their marketing budgets to social media, an allotment
they expect to increase to 10% during the next year and 18% over the next 5 years.

Back in August 2009, marketers had already planned on devoting more money to social media.

However, in February 2014, marketers reported that they plan to allocate one-fifth of their marketing budgets to social media marketing in the next 5 years [3].
This is a definite increase from the 2009 projections. The study features the following comparison from August 2009 to February 2014:

It can be understood that even though many are still experimenting and learning how best to use social media tools, these results indicate that marketers think
social media marketing is here to stay and will play an increasingly important role in their work in acquiring and retaining customers in the future [5].

7. BENEFITS OF SOCIAL MEDIA MARKETING

Significantly different from conventional marketing strategies, Social Media Marketing (SMM) offers three distinct advantages.

One, it provides a window to marketers to not only present products / services to customers but also to listen to customers’ grievances and suggestions.

Two, it makes it easy for marketers to identify various peer groups or influencers among various groups, who in turn can become brand evangelist and help in
organic growth of a brand. And, three, all this is done at nearly zero cost (as compared to conventional customer outreach programmes) as most of the social
networking sites are free [2].

Social media marketing helps in:

. Generating exposure to businesses.

. Increasing traffic/subscribers.
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. Building new business partnerships.

. Rise in search engine rankings.

. Generating qualified leads due to better lead generation efforts.

. Selling more products and services.

. Reduction in overall marketing expenses.

. Companies in the west are investing increasingly in SMM to get in touch with their customers.

They are indulging in constant interaction with their prospects in order to understand their needs and hence make products better. It’s the best way to learn from
your customers about their needs and your own shortcomings.

However, SMM is a very personalized way of advertising and promotions can be targeted only to particular groups which are interested in a particular domain,
quite unlike conventional advertising [4].

8. UNDERSTANDING THE RELEVANCE OF SOCIAL MEDIA IN MARKETING

The role of social media in marketing is to use it as a communication tool that makes the companies accessible to those interested in their product and makes
them visible to those that don't know their product. It should be used as a tool that creates a personality behind their brand and creates relationships that they
otherwise may never gain. This creates not only repeat-buyers, but customer loyalty. Fact is social media is so diversified that it can be used in whatever way best
suits the interest and the needs of the business.

According to 2014 Social Media Marketing Industry Report 2014, a majority of marketers (76%) are using social media for 6 hours or more each week, and nearly
one in three invest 11 or more hours weekly. Twitter, Facebook, LinkedIn and blogs were the top four social media tools used by marketers, in order. A significant
81% of marketers plan on increasing their use of blogs [6].

A majority of the marketers are employing social media for marketing purposes and small businesses were slightly more likely to use social media. 76% of marketers
are spending at least 4 hours each week on their social media marketing efforts [4].

In the present context, it is increasingly becoming pertinent for companies to

(1) build a favorable base of consumers, and

(2) involve them in decision making.

According to Softpedia, during the last quarter of 2009, 86 percent of online retailers in US had a Facebook page. It was expected that this figure would reach 99
percent very soon. During this same period, e-marketer pointed that 65 percent of its surveyed online retailers were active on Twitter. Another 26 percent were
planning to incorporate Twitter in their plans. E-marketer projects that by 2018, 99 percent of online retailers will be Twitter ready and all of them will have a
Facebook page.

Presently, greater than 700 thousands businesses have an active Facebook page. And around 80 thousand web portals are Facebook Connected presently.

Social media gives marketers a voice and a way to communicate with peers, customers and potential consumers. It personalizes the "brand" and helps you to
spread the message in a relaxed and conversational way.

Adult beverage companies, exotic automobile manufacturers, pastry shops have been using social media tool. Pepsi Coke, Nokia and many of the top brands have
effectively used social media for achieving their business objectives.

Few companies that have become involved in social media are:

Absolut Vodka - Online Video on YouTube and Using Facebook to house their Top Bartender fan page.

BMW - Utilizing Facebook to promote their 1-Series Road Trip and they have created a Rampenfest Page for fans.

Dunkin Donuts - They've found value in social media and have set up a micro blogging Twitter account.

General Motors - GM leverages the social media to improve the online equity of its brand and make consumers feel more connected.

Until recent past, social media effectively served as another customer outreach activity of organizations — essentially building brand awareness and generating
leads. However, trends are now changing towards utilizing social media for positively impacting sales. A mindset shift towards making social media a committed
engagement channel is already underway.

An analysis by Wet paint and Altimeter — engagementdb.com, concurs that the most successful companies on social platforms were maintaining profiles on 7 or
more channels [4].

9. THE PERVASIVENESS OF SOCIAL MEDIA

Social media is no more a fancy term; its popularity can be deduced from the findings of the latest PEW Research — as much as 70 percent of the economically
active population is well entrenched in to the social media space. Similar statistics, albeit from a different source eMarketer, further corroborates this notion; 46
percent of people in age group of 44 — 62 years and around 61 percent under category 27 to 43 years are socially networked.

10. ROLES OF SOCIAL MEDIA IN MARKETING
Social media is now increasingly becoming an ingrained aspect of political campaigns, national defence strategies, public policy, public relations, brand manage-
ment and even intra company communication.
Since the major task of marketing as tool used to inform consumers about the company’s products, who they are and what they offer, social marketing plays an
important role in marketing.
. Social media can be used to provide an identity about the companies and the products or services that they offer.
Social media helps in creating relationships with people who might not otherwise know about the products or service or what the companies represent [4].
Social media makes companies "real" to consumers. If they want people to follow them they need not just talk about the latest product news, but share their
personality with them.
Social media can be used to associate themselves with their peers that may be serving the same target market.
Social media can be used to communicate and provide the interaction that consumers look for.

11. WHY BUSINESSES NEED TO CONSIDER SOCIAL MEDIA MARKETING SERVICES

. Size: Facebook has over 250 million users globally. On an average, 70-100 tweets happen by the second. An average user on Facebook has 120 friends. This
is the kind of enormity Social networking sites espouse and with this comes the license to communicate powerfully. But when such large numbers are
involved, there is a danger of something going wrong and when it does, it happens in a big way. An expert should be hired to do what is best for business [3].

. Transparency: No cheat code involved. No black hat techniques allowed. Everything that happens in the social networking landscape is fool proof. Companies
cannot fake Authenticity in an attempt to get more people involved. Members can choose to associate with the company or opt out. Opinions made on social
networking platforms are taken seriously and the more authoritative the companies get, more seriously they are taken [3].

. Reach: It is possible to make mark globally and do it quickly using social networking sites.

. Boost website traffic: Social media is probably the fastest and easiest means of redirecting traffic to company’s website. By simply placing their website URL
in their profile, the company can have all their profile visitors check out their website and a percentage of traffic is sure to get converted in course of time.
This is the virtual way version of “word-of mouth” [5].
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. Branding: Buying a candy may have been impulsive all your life, but if it is discussed on a social networking site, there is likely to get brand conscious even a
candy. Social media is a smart way to build brands. Social media platforms are known to be one of the most powerful and fast means of branding. Some of
the big brands like Coke, Ford, Dell, IBM, Burger King are some of the well known brands have powerfully used social media platforms to endorse themselves.

12. BARRIERS TO IMPLEMENTATION OF SOCIAL MEDIA AT COMPANIES

On the other hand, social media use scenario is more encouraging at small businesses.

According to the State of Small Business Report, social media usage by small businesses increased from 12 percent to 24 percent in the last year. Further, almost
20 percent of small Businesses actively employ social media as an integral part of the marketing strategy.

In fact small businesses are currently allocating 6% of their marketing budgets to social media. It is expected that this is expected to reach 10 percent by 2011 and
further to around 18 percent over the next 5 years. Some of the findings from the survey are particularly encouraging from business via social media point of view,
these include:

. 75 percent of small businesses have presence on a social networking site

. 54 percent are monitoring feedbacks

. 69 percent post updates or interesting articles on social media sites [4].

Those are some mind boggling numbers, especially after the viewing the depth of social media penetration across big companies. But what is most striking from
the two surveys is the fact the while nearly 70 percent of Fortune 100 companies are virtually inactive. However, a similar percentage of small businesses are
buzzing with activity on social media. Nonetheless statistics aside, it is high time, that businesses, irrespective of their size have a social media plan that has
3C’sinit, viz

(1) A Companywide engagement strategy that

(2) Ensures Conversations with consumers, and

(3) Causes user loyalty across social networks.

13. SOCIAL MEDIA MARKETING IN INDIA - AN OVERVIEW

India has 71 million active internet users. Social Media is really picking up new heights in India. According to the 2010 Regus Global Survey of business social
networking, India tops the usage of social networking by business —it has the highest activity index, 127, far more than the US'97, and 52% of the Indian respondent
companies said that they had acquired new customers using social networks while 35% American companies managed that. Many companies are coming big way
for Social Media Optimization for their Product or Services nowadays. During Election 2009 Social Media was used for Influence Indian Voters. Social Media Mar-
keting in India is being undertaken by brands like Tata Docomo, MTV India, Channel V, Clear Trip, Tata Photon, Axe deodorants, Microsoft, Naukri, Shaadi and
many more. Besides, numerous Indian celebrities are also using SMM platform to promote their movies, music and events via Twitter, Facebook and personalized
blogs. Social Media Marketing is also boosting public relations business. Several PR agencies in India are undertaking brand building exercises for corporate organ-
izations, brands and celebrities. However, to the delight of many among us, the biggest gainers from SMM till date have been the organizations from the Not-for-
Profit sector. Several Campaigns like ‘Bell Bajao’ and ‘Jaago Re’ have been quite successful on Social Networking Sites [3]. These campaigns have been spreading
the word about their cause through blogs, Twitter and Facebook.

14. SOCIAL MEDIA MARKETING STRATEGIES
SMM is still in its infancy. Most of the online retailers though appreciate its positives fallouts on the brand awareness and promotion; they are still in the early
stages of adoption. For an organization willing to invest in social media marketing, it is important to understand why SMM is an important marketing strategy and
how it can help:
This is the age of consumer satisfaction. It is not about selling it is more about interacting. There is a lot to learn from the customers. Using social media one
can identify customers, listen to their feedback and use them to improve and innovate on products or services.
SMM is not a mass advertising strategy. It can be used to identify peer groups and advertise to that particular group. Social Media can help in identifying
influencers and through them one can guide a prospective customer into making a purchase.
SMM calls for novel advertising methods as the attention span of online junta is very low. This is largely due to the multitasking phenomena. A person
watching a video clip on YouTube might be simultaneously updating a blog, while reading another one and watching friend’s photographs on Facebook.
In order to garner their attention away from distractions the advertisement must be innovative and interesting to hold the imagination and attention of the
prospect.
At the same time the message must also provoke the recipient into action; like seeking a detailed description of the product/service, or suggesting to a friend,
or initiating purchase. So, if the advertisement is trying to sell something then it should be conveniently placed with links so that the prospect can make a
purchase with least effort [6].
Similarly, Social Media can be used to increase customer loyalty through customer support services and hence improve customer retention.
Social Media Marketing can also be used by brands to ward off any negative publicity. But the brands will have to be cautious here as over doing it may
further aggravate their customers / stakeholders. Companies using traditional marketing methods (e.g. surveys, focus groups, test marketing) often spend
millions to locate their target markets. Establishing a social media strategy will help them see where potential customers are hanging out. The companies
can search for related groups and Fan Pages through Facebook, start accounts on social bookmarking sites such as Digg or Stumble Upon, and check on who
is linking to your site to find out who's interested [4].
Social media gives businesses on small budgets the ability to find out what people are saying about them (and others) in their industry, without paying large
sums on market research. With its ear to the ground on social media, the company will be the first to know if its product is working or if changes need to be
made.
To successfully implement one’s SMM strategy the following points must be kept in mind:
The company shouldn’t just jump on to the bandwagon just because others are jumping into it. The market should be analyzed first to understand whether
their brand would really benefit from SMM. It should try and find out whether SMM strategies fit its brand [4].
The company shouldn’t expect results over night. SMM is a long term strategy. It will not happen overnight. The results might become visible anywhere from
three to six months.
SMM is not a standalone tool for marketing. It has to be used along with all the other conventional marketing strategies.
There are many things that social media can do for business. Developing a strategy for using it means that the firms need to think about what they want to
accomplish this year and determine how social media fits into the plan. One of the benefits of a social media strategy is the fact that the available tools can
customized for their particular needs [5].
The firms can choose to concentrate their efforts on the sites that seem to offer the best return on investment, while taking a “wait and see” stand on the
others [4].

15. CONCLUSIONS
There is no escaping social media these days, either for individuals or for businesses. Today, it is impossible to separate social media from the online world. The
social media conversation is no longer considered a Web 2.0 fad -- it is taking place in homes, small businesses and corporate boardrooms, and extending its reach
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into the non profit, education and health sectors. From feeling excitement, novelty, bewilderment, and overwhelmed, a growing number of people now speak of
social media as simply another channel or tactic.

Blogging can have a very positive effect on your Company’s branding & growth. As per the Hub spot report, Customers with blogs gathered 68% more leads than
customers without blogs. It is imperative to understand that today, social media have exponential potential.

They are part of an ever-growing online network of people who discuss, comment, participate, share and create.

Whether you are an individual, a start-up, small business or a large corporation, an online presence and an ongoing conversation with your constituents is a
baseline requirement — and will take time and expertise. Companies are diverting resources and rethinking their traditional outreach strategies. And as the social
media wave dissipates into the vast ocean of connected experiences, the term itself will become an entry in dictionaries and encyclopaedias and we will embark
on a new era of knowledge, accessibility and experiences unbound by distance, time or physical walls. It is high time that every business adopts social media and
takes it seriously!
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