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Preface

The increase in competition in recent years has led businesses to seek a new weapon in order to exist in a competitive environment. In a fierce competitive environment, information has started to be seen as the most important capital by businesses. Businesses that can obtain and preserve data and use it at the right time have been able to achieve success among their competitors. Therefore, information has become the most important way to gain competitive advantage. At this point, technology can be seen as an important tool.

Thanks to technology, businesses can access a lot of information in a short time with low cost. In particular, the information to be obtained about current and potential consumers is very valuable in terms of directing the future of businesses. Technological developments enable the interaction between the businesses and the consumers. Besides; the wishes, needs and expectations of the consumers can be followed more easily. It is also necessary to emphasize the important role of big data, which is one of the concepts that have been frequently emphasized in recent years. However, it should not be forgotten that the way to make big data meaningful is to analyze the data correctly.

Social media is seen as an important resource for businesses in these days since the era of creating marketing strategies based on intuition is far behind. Therefore, it would not be wrong to say that social media is an important platform to collect some information about the wants and the needs of the actual and potential customers. In addition, it can be seen as a source for making some predictions about consumer behavior. As a matter of fact, social media analytics has been on the agenda of businesses as a subject that has attracted the attention of businesses in recent years. Social media analytics is of great importance in terms of accessing various data, analyzing the obtained data and making the right decisions through social media.

Social Media Analytics in Predicting Consumer Behavior has been prepared to convey the topics of social media analytics and consumer behavior from a holistic perspective. This book will primarily focus on social media, social media marketing, and the formulation of social media strategy. Following these topics, social media analytics, social media analytics and consumer behavior, social media actions analytics, measuring web site performance with web analytics, mobile analytics, ethics and social media analytics will be covered. We sincerely thank the authors who contributed to the creation of the book, and CRC Press, which contributed to the publication of the book.

Assoc. Prof. Selay Ilgaz Sümer

Prof. Dr. Nurettin Parıltı
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Chapter 1 The Concept of Social Media

Dr. Ahmet Türkmen

Assistant Professor, Faculty of Applied Sciences, Akdeniz University, Turkey


1. Introduction

With 3.6 billion users in 2020 (Tankovska 2020), and 2.5 hours of daily use (Kemp 2021), social media became arguably a large part of modern everyday life. According to many scholars, (e.g. Ismagilova et al. 2017, Ngai et al. 2015, Phang et al. 2015, Colliander and Dahlen 2011), its presence in daily life resulted in undeniable changes in the way people, social groups, and organizations interact with one another in the last decade. Social media’s rapid growth and its variety of uses and user profiles attracted the attention of both academics and professionals.

This chapter aims to describe and analyze the concept of social media in an exploratory manner, and it is designed to provide answers to five relevant questions specified for exploring different aspects of the concept. Table 1 shows the secondary research questions and how they relate to the research.


Table 1. Questions researched in the study
	
Research Questions
	
Explanation

	
What is Social Media?
	
Providing definitions and a brief history of the concept.

	
What are popular Social Media Sources?
	
Classifying the forms of Social Media and explaining their primary uses.

	
What are the functions of Social Media?
	
Providing information on the functions of Social Media.

	
What does Social Media provide for individuals?
	
Explaining how individuals benefit from Social Media by providing evidence from literature and pointing out potential risks.

	
What does Social Media provide for organizations?
	
Explaining how large companies and non-profit organizations may benefit from Social Media, based on past researches, and pointing out potential risks.




2. What is Social Media?

Even though social media is a popular field of study in multiple disciplines, it is hard to specify a single definition of the concept. In Cambridge Dictionary, social media is defined as “websites and computer programs that allow people to communicate and share information on the internet”. Social media is defined as “computer-based technology that facilitates the sharing of ideas, thoughts, and information through the building of virtual networks and communities” at investopedia.com. Similarly, it is defined as “all means of communicating or posting information or content of any sort on the Internet, including your own or someone else’s weblog or blog, journal or diary, personal website, social networking or affinity website, web bulletin board or a chat room, whether or not associated or affiliated with the company” by the lawinsider.com website’s dictionary. Although all three definitions have websites, computer technology, internet, and sharing-communicating in common, it is hard to reduce the concept to “sharing on the internet” as a whole. Sharing on the internet part can be associated with social network sites, and social network sites are social media indeed. However, as argued by Garcia and Hoffmeister (2017), social media is far larger than social network sites, and “conversation” is the key additional element as conversation puts the social in the social media.

Because social media is defined for various purposes, such as law, marketing, and communications, coming up with a single and general definition is considerably more difficult than giving an example. However, some papers attempt to draw a framework for the description of social media. Obar and Wildman (2015) offered a model for social media by defining four common features in social media services. First, social media is web 2.0 based. Individuals’ contributions as content creators and consumers at the same time made the internet a social environment, which is the basis of social media. Thus, the second characteristic of social media can be shown as the content created by users. Consequently, the main stage in social media is reserved for user-created content. The third characteristic defined by Obar and Wildman is profile creation. Because social media is web 2.0 based and the backbone is created by its users, the users need a profile, a virtual persona to represent themselves, through which they share their opinions, like others’ content, and more. At this point, one can argue that people do not always need to create a profile to see user-created content on a particular website. Although such an argument would be correct, in many cases non-profile owners cannot interact with the user-created content in terms of upvoting, liking, commenting, or sharing. Ergo, being not able to interact with the content would not be a way of conversing, the non-profile users’ browsing would not be “social” to start with. In other words, having a profile that associates the user to the social media platform ensures the social part of the social media, therefore just browsing because of not having a profile, arguably is not much different from the “regular” media at its core. The fourth characteristic of social media is the ability of social group creation. On many social media platforms today, people chose whom to stay in touch with, and the extent of the interaction they allow the participants.

Identifying what is required to be defined as social media, and providing a more suitable definition is possible. Although it can be argued that social networks are as old as physical post mailing groups, and electronic social networks are technically available since the discovery of telegraphy and telephones, with all the mentioned criteria considered; social media in the modern sense can be defined as a form of web 2.0 based service that allows individuals, groups, and organizations to interact with one another in a two-way communication manner via profiles created on the respective websites or computer programs specifically for this purpose. Since social media is defined, the first example of it can be detected based on the definition provided. Sixdegrees.com can be shown as one of the first social media services ever online. It was built in 1997, and the site allowed only invited users to create profiles, interconnect with other users, share content and create friend lists. Most of the modern popular social media services were launched within just one decade after sixdegrees was founded. 


3. Social Media Today: What are the Popular Social Media Sources?

With sixdegrees’ shut down in 2001, other social media platforms quickly filled the gap in the market. One of the most notable and earliest ones was Friendster. Friendster was founded in 2002 and users could build and expand their social networks using the service. Friendster made it time and cost-efficient to meet and connect with new people. LinkedIn, arguably the business equivalent of Friendster, was launched in 2003. Many other notable social media platforms were established in the same decade, such as Facebook, which was founded in 2004, specifically for Harvard students, then spread to other domains quickly in 2008, YouTube, Twitter, and Instagram were founded in 2005, 2006, and 2010 respectively. Today, as of 2021, there are countless social media platforms for various purposes and characteristics, and almost half of the human population on earth has an active social media profile. Given the variety and diversity of social media services, their classification process requires additional aspects to consider.

Although with all the features, technological and functional differences, it is not quite easy to identify criteria to classify social media, past literature provides several sensible and reasonable options. One of the classification attempts was based on the information available on social media and how it relates to the user. Weinberg and Pehlivan (2011) identified two dimensions for marketing purposes. The dimensions used in their research are: the half-life of information, and depth of information. The half-life of information is considered to be a function of both the media and the content made available in the media. The half-life of the information dimension takes longevity and screen time of the information into account. The second dimension, depth of information, refers to the richness and meaningfulness of the information. By using the two-dimensional model, Weinberg and Pehlivan came up with four distinct types of social media. The four social media types and their characteristics are shown in Table 2.



Table 2. Four types of Social Media identified by Weinberg and Pehlivan (2011)
	
Type
	
Example
	
Half-Life
	
Depth
	
Characteristics

	
Blogs
	
WordPress
	
Long
	
Shallow
	
Conveying product information in detail

	
Micro Blogs
	
Twitter
	
Short
	
Shallow
	
Awareness creation and brief engagement

	
Communities
	
HP Communities
	
Long
	
Deep
	
Establishing and maintaining relations

	
Social Networks
	
Facebook
	
Short
	
Deep
	
Influence and track beliefs and attitudes



As brief and useful as it is for marketing efforts, the social media classification created by Weinberg and Pehlivan leaves out some of the more frequently used types of social media that are still relevant to social media users and marketers alike such as content communities, and virtual worlds. Kaplan and Haenlein (2010) on the other hand, took “self” as the main factor instead of “information” as Weinberg and Pehlivan did. The dimensions Kaplan and Haenlein suggested were Social Presence/Media Richness and Self Presentation/Self Disclosure. Their unique, yet more social approach can be a better candidate for classifying social media as they studied the phenomenon from the users’ perspective. The first dimension, “social presence” refers to the extent and the nature of the contact between two communicating parties, and it is derived from the social presence theory developed by Short, Williams, and Christie (1976). The theory suggests that as the extent of social presence increases, the more the communicating parties influence the behaviors of one another. The secondary component of the first dimension Kaplan and Henlein offer is based on another theory from past literature as well: media richness. The media richness component is derived from the media richness theory developed by Daft and Lengel (1986). The fundamental assumption of the theory is that the goal of communication is to clarify and reduce uncertainty on a matter. The theory suggests that the media used for delivering a message or information varies based on the capabilities of selected media. Therefore, some media sources have a greater effect compared to others in terms of clarity of the message. The second dimension of the proposed model is related to how social media users desire to present themselves and to what extent the media allows it. Revelation of personal (or corporational) information and content of the information is limited and shaped by the medium used. Depending on the medium used, presented information may be visual, text-based, image-based, or a mixture of all. Using those dimensions, Kaplan and Henlein identified six distinct types of social media as shown in Table 3.



Table 3. Classification of social media by Kaplan and Haenlein (2010)
	
Type
	
Example
	
Social Presence Media Richness
	
Self Presentation/Self Disclosure

	
Blogs/Mini blogs
	
Twitter
	
Low
	
High

	
Collaborative Projects
	
Wikipedia
	
Low
	
Low

	
Social Networking Sites
	
Facebook
	
Medium
	
High

	
Content Communities
	
Youtube
	
Medium
	
Low

	
Virtual Social Worlds
	
Second Life
	
High
	
High

	
Virtual Game Worlds
	
World of Warcraft
	
High
	
Low



Viewing the table, it is essential to keep in mind that when the classification was made, some of the more successful social media services did not exist, such as Instagram, Tiktok, and Pinterest. 

Besides the six types of social media, Khoo (2014) argues that there are seven more social media forms not mentioned in Kaplan and Haenlein’s research. The other types of social media mentioned by Khoo are online discussion forums, consumer review and rating sites (e.g. Foursquare, Yelp), social q&a sites (e.g. Yahoo! answers, quora), social bookmarking sites (e.g. Delicious), online auction sites (e.g. e-bay, Etsy), text communication services (e.g. WhatsApp, Facebook IM), and voice and video communication services (e.g. Google Teams, Zoom).


4. What are the Main Functions of Social Media?

As useful as it is, in many cases, corporations fail to fully benefit from social media and its implications. To cope with this problem, identifying and understanding the main functions of social media carries significant importance. Keitzmann et al. (2011) identified seven main functions of social media: identity, conversation, sharing, presence, relationship, reputation, and groups. Each of the functional blocks is explained and discussed separately.

Identity: The identity function of social media refers to users’ information shared within the particular social media service. By creating profiles, users claim an identity valid only within the particular social media service. Depending on the purpose of using a particular social media service, a user’s identity might show significant differences from his or her identity in different social media services, depending on the intended audience. For example, an individual may have the identity of a loving family provider on Facebook, a sports car enthusiast on Instagram, an ordinary office worker on LinkedIn, and an anonymous football critic on Twitter. The identity of an individual on a specific social media service largely depends on the social media service and the context in which the individual would like to present himself or herself.

Conversation: As suggested by Garcia and Hoffmeister (2017), a conversation is one of the integral requirements of social media. The nature of the conversation can vary from heated political debates and remarks to everyday chit-chat depending on the social media, users’ identities on particular social media services, and the context of the conversation. The interest in social media conversations from everyday people, professionals, and academics alike can be easily spotted by a simple internet search via a search engine as well. A google search for “social media conversations” returns 380.000.000 individual results without quotation marks. Countless websites and blog pages are filled with discussions (e.g., Cawood 2017, Wong 2020, Hudson 2020), pieces of advice (e.g., Wise 2018, Robinson 2019, Newberry 2021), and infographics (e.g., Rusine 2021, Hutchinson 2020, Silvia 2021) related to social media conversations for various purposes. In the last decade, there have been plenty of academic papers from various disciplines published on conversations on social media as well (e.g., Clark 2014, Shepherd et al. 2015, Dijkmans et al. 2015, Couldry and Dijk 2015, Yan and Pedraza Martinez 2019).

Sharing: Sharing function of social media is about what and how users share, distribute, and receive content from other users or content creators. The term social media suggests being social, and sharing is a way of socializing. Therefore, it is only logical to expect people to share content. However, what is being shared, by whom, in what format, and how frequently largely depends on the social media service used. Past studies on social media sharing have clustered around two topics: what is shared, and why it is shared. Hermida et al. (2012), Osatuyi (2013), and Kümpel et al. (2015) for example, studied what types of news and what kinds of information are shared by users on social networks. Researchers like Oh and Syn (2015), Ma et al. (2018), and Oliveira et al. (2020), on the other hand, studied the intention of sharing particular content on social media. Also, other studies researching various other aspects of sharing, such as Wang and Wei’s (2020) paper, in which they study the emotions that trigger sharing on a particular topic. As evident from the studies, what is shared and why it is shared largely depends on the context and the social media service. However, identity has a role as well. For example, a user might share negative remarks about other people targeting a group of people, such as political groups, fans of a particular sports organization, or a particular sector’s workers on Twitter, and the same person might share solely positive images of nature Pinterest or Instagram, or vice versa. Similarly, a user might share solely his or her opinions and news that back those opinions up on Twitter, and share solely other people’s content on YouTube depending on the intent of the use of a particular social media client.

Presence: The presence function of a social media service refers to the extent of knowledge of a user about the existence and availability of others and vice versa. Presence can take many shapes in various social media clients. There are social media services specifically designed to make others aware of their presence in a particular location, like restaurants, cafes, or stadiums. Similarly, on some other social media clients, users let others know if they are available, busy, or away from the application, if they chose. Presence feature in virtual worlds has practical uses like connecting users looking for team members in games like “NBA 2K” series where users create profiles, then create in-game characters, then compete against or play together with other users’ in-game characters online by teaming up with and against one another.

Relationships: Having a sort of relationship with other users is one of the features that should be objectively and logically expected in social media. Although the nature of the relationship between users in social media clients varies based on multiple factors like the users’ personalities (or identities), what social media client allows users to share on the client, and the type of social media client is being used, Kietzmann et al. (2011) used the social network theory to identify and explain various types of relationships on social media. Thus, two key attributes of relationships on social media are identified as the structure and flow of relationships. In social media clients, all participants are in a relationship with one or more people this way or another. This relationship can be as simple as liking someone’s content, or it can be significantly more complicated, such as teaming up with a group of other people to find support groups or simply playing games together. The structure of the relationship is determined by a particular person’s position within the group of people he or she interacts with. The larger, and denser, the group, the more likely the subject person holds a differentiating or a commanding presence within the group. Any social media user’s relationship structure can be defined by examining the role he or she takes within the group. Some of the members can be at the center of attention, whereas some others can be merely influenced by that particular member. The flow of the relationship, on the other hand, describes the strength of the relationship. Many social media users are in relationships with various other people and groups on social media, but the nature of the relationships varies from being simply stumbled upon to a user’s content to very powerful bonds created by groups that connect people for a particular cause, be it a particular car brand owners or MMORPG players.

Reputation: In social media, reputation can have different means and measures based on the social media service, and the content created or shared by users. In general, reputation on social media refers to the extent how others value or react to the subject user or content created by the particular user. Reputation in social media can be about the level of trustworthiness, competence, likeability, or enjoyability of the account or content. This is largely related to the purpose of the social media client or service. For example, on LinkedIn, where users predominantly share their professional competence, users’ reputation is judged by their past accomplishments in their professions, whereas on Twitter, reputation can be built by the interactions (i.e. likes, retweets) users’ content gets, or by the number of followers.

Reputation is closely linked with some of the other social media functions where applicable because of its uses and perceived value. As explained in the “relationships” section, users with a higher capability of influencing others’ behavior or attitudes towards something should logically have a higher reputation as well. In plain words, being a social media “influencer” is about the reputation and relationship functions of social media at the same time. Considering that social media is not only for interpersonal interactions anymore, and marketers using social media as a marketing tool by enabling e-wom too, influencing current or potential customers’ actions is quite possible and efficient (Sheth, 2018), as long as the influencer has the right reputation and enough relationships with the targeted audience. 

Groups: Groups in social media come in all sizes and purposes. Keitzmann et al. (2011) divide groups in social media in two as contact sorting groups and offline world reflection groups. Contact sorting groups are created by users to classify their contacts based on their interactions and relationships, such as close friends, colleagues, family members, and even blocked users. Such lists are available in social networking services like Facebook, Twitter, and LinkedIn, and in social messaging applications like WhatsApp, Viber, etc. The second type of group, on the other hand, can be open to anyone or can be completely secret and available via the approval of a certain group member. Looking closer at the explanations, it can be argued that groups in social media essentially show characteristics of the sociological definition of social groups.

The generic classification of groups in sociology goes by primary and secondary groups. Primary groups show resemblance with contact sorting groups as it is defined as “small social groups” in which the members have personal relationships (Macionis 2018). In other words, Keitzmann et al.’s definition of contact sorting groups can be deemed as a way of classifying primary groups on social media. Secondary groups are defined as groups where individuals come together to accomplish a certain goal or to take part in an activity. These groups can be formed by co-workers, concerned citizens, competitive gamers, or any other group of people who have common interests, whether online or offline. The purpose of the groups may vary from fans collectives to social support groups such as cancer awareness or single parents’ support groups.


5. What does Social Media do for Individuals and Organizations?

Being present in social media offers many benefits for individuals and organizations. Social media’s uses and benefits for individuals and organizations are inspected separately.

Social Media for Individuals: With access to the internet, social media, and smartphones becoming more and more widespread, individuals now have more opportunities to interact and socialize with people online with initially no other means possible to meet in real life. People are reacting to the news, events, and other people that would have almost no effect on their lives had they had no access to the internet. These facts show that the socialization process might be changing its shape and social media is probably a part of it. In an attempt to understand more about this process, and how people benefit from social media, three major features of social media on individuals are inspected separately. The inspected benefits of social media for individuals are socialization, convenience, and self-branding.

The first use of social media for individuals can be shown as socialization. The socialization process is shaped by individuals’ surroundings and their interaction with them. Because social isolation may lead to depression and anxiety (Harlow and Harlow 1962), social media can be an individual’s supplementary socialization source when necessary (Hunt et al. 2018), although using technology for social interactions is considered being a sign of “introversion and neuroticism” (Zuniga et al. 2017). However, considering the fact that individuals seeking like-minded people that are scarce in their physical surroundings does not have to point to introversion. Taking a bird viewing enthusiast as an example, if such a person does not know anyone around him or her who shares the same ambition, it is only logical for him or her to turn to social media where bird viewing enthusiasts are frequent or a social media group for the specific purpose. On the flip side of the coin, depression, negative self-image, and poor self-esteem’s correlation with “excessive” social media use are well documented in the literature (e.g. Rosen et al. 2013, Tiegmann and Slater 2013, Lub et al. 2015). Hunt et al. (2018) showed that restricting social media use, or even self-monitoring the time spent on social media, can significantly reduce anxiety and depression.

The second use of social media for individuals examined in this study is the convenience offered by social media. Unlike scheduled programs on traditional media, users can select what to see, when to see it, and for how long they want to see it. 2020 fourth-quarter report of the Global Web Index (GWI) shows that the top 10 reasons to use social media are keeping in touch with friends/ family, filling spare time, reading news, finding content, seeing what’s trending, finding inspiration, finding products to purchase, sharing opinions, watching live streams, making new contacts, in descending order (Global Web Index, 2020). The report shows that reasons to use social media by individuals can be grouped under socialization, keeping updated (reading news included), and entertainment in general. Insights from the report support the idea that individuals use social media for reading news, and finding entertaining content when they want to. However, finding news and entertainment conveniently on demand is one part of the story. On platforms like Twitter and Facebook, users can create their feed to keep updated by letting the social media service send them notifications whenever new content is shared by the accounts specified by users. Additionally, individuals who use social media platforms actively stumble upon incidental news or content while browsing or scrolling. Fletcher and Nielsen (2017) indicated that even though social media users do not actively seek news on social media, they are occasionally exposed to news content on social media, and also the effect of incidental news exposure is stronger in younger users, who are typically more frequent users of social media. Being up to date by stumbling upon news content on social media with no effort is initially good for social media users but as Nekmat (2020) pointed out, not every source is reliable, and even relatively more trusted corporate news agencies are considered “biased” by many users. This leaves an open space for fake news and misinformation whether it is intentional or not. With social media allowing everyone’s opinions and beliefs to have a voice, genuine belief in misinformation (or selective truth) with ignorance can lead masses to rally around baseless conspiracy theories, sometimes as dangerous as anti-vaccination movements (Wang et al. 2019). As pointed out by Assenmacher et al. (2020), with the presence of social bots, or rather “opinion machines” being more mainstream on social media, one can only imagine how inconvenient it can be to mend the damage done by misinformation spreading bot accounts to convenience learners on social media. 

The third way individuals may benefit from social media can be shown as self-branding. In social life, the clothes we wear, accessories we use, items we carry, and even words we pick define who we are, and we intentionally or unintentionally send signals to our surroundings about our personality. The way individuals act and behave has a two-way relationship with their surroundings. It is seldom seen (if any) a person chanting his or her team’s victory anthem during a funeral, or a professor lecturing wearing swimwear. Expecting that individuals adapt their online behavior on social media too is therefore only logical. In other words, an individual can show different aspects of his or her personality based on the social media service he or she uses. Davidson and Joinson (2021) point out the same by stating that social media users adopt different strategies across different environments online, particularly on social media by self-censorship and separating their social roles from one another across social media platforms such as their professional life and family life. One step ahead, some social media users have so much influence on others that they actually become micro-celebrities, which requires extra effort in their reputation management and in many cases their role separation across their social media accounts i.e. their personal accounts where they connect with their primary group, and perhaps a semi-anonymous celebrity account with which they deal with their followers, or even fans. Because in many cases such personalities are so effective in manipulating their followers’ actions or opinions, those abilities tend to become marketing tools for brands, even politicians, etc (Khamis et al. 2016).

Social Media for Organizations: With so many people using social media, being still on a growth trend, what people share and create on social media is undoubtedly an invaluable source for companies in many ways. With COVID-19 pandemia effectively forcing companies to shift into a more digital way of thinking, arguably, the importance of social media for organizations will only increase as digitization continues. McKinsey’s report (2012) showed that marketing, sales, and external communications were among the most beneficial uses of social media for businesses. Also, Tsimonis and Dimitriadis (2014) summarized why companies use social media by pointing out five facts from available literature:


	Response rates to conventional marketing are going down.

	New IT technologies and the online population make it more attractive to marketers.

	Younger people use new media rather than conventional media.

	Customers tend to trust their friends and other people on social media more than corporations.

	Targeting the intended audience is much cheaper compared to other marketing tools.


Without going into detail, when points made by Tsimonis and Dimitriadis were inspected, social media’s ability to create buzz and go viral among the targeted audience makes it so attractive that corporations started to pay large amounts of money to influencers to promote their products. Using social media influencers especially relates to all points made by Tsimonis and Dimitriadis as they allow two-way communication with the customers, contents’ metrics are easy to measure and available to process for marketing purposes, it addresses younger consumers (given that it is the organization’s target audience) easier, people trust influencers they follow and likeminded people follow the same influencers, and it is less costly than trying to come across target audience by bombarding TV channels with commercials and hope to hit people who happen to watch the commercial that are actually interested in buying.
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1. Introduction

The continuous change on the internet and information technologies also affects people’s daily life activities. The fact that people spend more time on the Internet in daily life causes businesses to move their marketing activities to the Internet. Social media platforms are areas where consumers spend time on the internet, can express themselves, and have the opportunity to easily communicate with individuals all over the world.

The development of technology has led to the creation of a large number of social media platforms, so individuals have started to use social media effectively in all areas of life. This situation allowed businesses to reach wider customer bases quickly by using social media compared to traditional media. Consumers’ avoidance of traditional media channels and their active participation in social media tools enable businesses to carry out their marketing communication potentials with a consumer focus. Consumers get information about the brand/ product and content, learn about different consumer opinions and experiences, and share this information with other users before, during, and after the purchase. These shares made by consumers on social media platforms are followed by businesses, responses are created to these shares, and these shares are provided to play a role in shaping business strategies. In the management of this process, it is aimed to ensure that the marketing activities reach the right target audiences with the right messages, at the right time, and with the right content.

Social media marketing is on the agenda as businesses start to carry out their marketing activities through existing or newly developing social media platforms that are the most suitable for their strategies and corporate identities. With social media marketing, businesses bring their brands/products to consumers in a fast, easy, and effective manner with the least cost. Consumers can easily convey their feedback about brands through social media, and even reach the comments of other consumers that include their experiences and information about the relevant brand. Thus, social media marketing allows interaction instead of one-way communication and differs from traditional marketing.

The execution of social media marketing in the direction of the objectives of the enterprises and the success of this process depends on the fulfillment of some conditions. The basis of these conditions lies in the fact that the marketing activities are to be carried out in line with the right tactics and strategies and that they are open to planned development. While performing social media marketing, some types of marketing are also used strategically. One of the most important strategies to be implemented is to integrate the works implemented by businesses for their own brands on social media. Social media marketing has advantages as well as missing points. For this reason, in the next process, businesses should measure whether the strategies they implement produce results that are suitable for their purposes.

In this section, the concept of social media; the transformation process of social media; social media marketing; social media platforms; the necessary strategies for effective social media marketing; other types of marketing used as intermediaries in social media marketing; the importance of measuring effectiveness in social media marketing; the advantages and weaknesses of social media marketing are given in detail.


2. The Concept of Social Media

Social media is the platform known as the virtual spaces that users access through information and communication technologies. These platforms allow users to generate and share knowledge on a global basis. With the development of social media usage and the increase in the number of users, these platforms have turned into environments where users have the opportunity to find jobs, develop their social circles, and create, follow and participate in events. Through these platforms, individuals are provided with the opportunity to access up-to-date information easily and quickly, while businesses are also allowed to carry out advertising and marketing campaigns. With the marketing activities carried out through social media, businesses aim to create the advertising budget correctly and to make their voices heard to more potential customers, together with better targeting (Brooks and Gupta 2013).

Social media is described as digital platforms that enable Internet users to create unique content and share this content with other users (Feng Bingqi and Han Li 2009). Social media is a sharing platform where users can participate in discussions within the relevant communication channels, be aware of developments and the agenda, collaborate, carry out marketing activities, exchange information, create content, and have a good time, and other users can keep up with it (Owang and Toll 2007). However, as in every situation, the use of social media has positive effects as well as negative sides. In conjunction with the increase in social media usage rates day by day, social media addiction may occur in individuals. Mental impulses such as the need to be constantly following and controlling social media accounts increase in individuals, as well as the fear of being separated from social media, therefore, from the flow of life and developments, may arise. This type of social media engagement among people and communities is spreading very quickly. This situation pushes businesses to search for more interesting topics and content and directs them to develop and use other digital and social network marketing activities along with marketing activities (Akar 2018). In short, even the negative effects of the use of social media on individuals can be turned into advantages by businesses.
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Figure 1. Social Media Interaction Source: www.smartentrepreneurblog.com (Access Date: 30.05.2021)
Social media is enriched using channels/platforms with different features and options. In these platforms, individuals reach people, institutions, and content related to their interests, contribute to these contents, introduce themselves by creating their profiles, meet and socialize with other people, present their views and ideas, and make comments that reflect their own opinions on the posts. Therefore, social media can be expressed as a large digital-based field that offers many possibilities together. This field offers a wide range of options to both businesses/brands in terms of marketing and product and information exchange to consumers.

The fact that most social media platforms provide free services to their users creates a suitable basis for the rapid increase in the number of users, thus enabling businesses to communicate their brands with large consumer masses quickly, effectively, and easily (Köksal and Özdemir 2013). Therefore, consumers who want to meet their requests and needs with the most suitable goods and services with their own free will in purchasing, meet with businesses through social media platforms. On the other hand, social media is important in terms of bringing people with common interests together. When users create content on their pages, sharing according to their pleasures and interests allows them to explore their creativity. In this manner, people with common interests can exchange ideas. The important part of this situation for businesses is that consumers can share their comments and information about the products they buy or experience with other consumers via social media, and even interact with businesses instantly about products.

Social media is an important and up-to-date source of information for business managers about the needs and desires of consumers. It is possible to determine successful consumer policies by processing the data obtained about consumers through social media platforms. Social media is frequently preferred not only by businesses but also by state institutions and organizations in communication and marketing activities (Yüksel 2005).

In the light of all these explanations, social media differs from traditional media in many ways. These differences can be generally evaluated and summarized under the following headings (Alakuşu 2014):

	Accessibility

	Utility

	Innovation

	Persistency

	Freedom


In the light of these headings, social media, with its dynamic, practical, and user-friendly features, has the infrastructure to reach many more people in less time than traditional media. Social media has a pioneering mission in innovations compared to traditional media. Communication tools such as analog radio and television, which operate in fixed program streams in traditional media and broadcast free at the same time, have been transformed after the innovations created by the digitalization process and have gotten into competition with social media platforms. This competition has been supported by new technologies that provide fast, accessible, personalized flow on-demand with an effective transformation, and over time, traditional technology has been excluded from the system (Roel 2008).


3. The Transformation Process of Social Media

Social networks are based on the world wide web (shortly, www). The first period of the web is called Web 1.0, and web pages created on HTML (hyper-text markup language) codes at that time were designed with manual methods and data flow was provided from servers to processors. In the period called Web 2.0, data from multiple sources, including data from individual users, were collected, used, and shared. In the Web 3.0 era, which is called the new generation of web understanding, there is a structure in which the world’s information can be gathered together and artificial technology and automation exist. In the Web 4.0 process, there is a comprehensive, personalized interaction structure that offers concrete solutions to the needs of users (Şahin and Kaya 2019).

When these processes of the web are considered in terms of users, in the early days of the internet, users were only in the position of the audience. With the rapid transformations on the internet and information technologies, users have been provided with the ability to be collaborative on the internet. Therefore, users have gained the ability to share and comment on digital platforms. Thus, the oneway communication process has evolved into two-way communication with the inclusion of internet users in the system. It has become possible to connect to the internet at any time of the day through devices such as mobile phones, tablets, and computers and to spend time on social networks. In parallel with the development of technology, the strengthening of the internet infrastructure, and the decrease in costs, the time spent by users on social networks and the actions they take have increased because of the ease of the accessibility of the internet (Tapscott and Williams 2007).

The increase and diversification of social networking platforms over time have increased the interest and curiosity of individuals in these social networks. Social media platforms have become an indispensable part of life for many reasons such as low cost, easy access to information, and speeding up communication with other people anywhere in the world. People with common interests and businesses who want to present their products to their consumers can come together easily through blogs, photo sharing sites, entertainment-themed structures, music, and video sharing sites, social networking sites that allow socializing and conversation, real-time chat rooms, social networking platforms where ideas or news can be shared (Hatipoğlu 2009). This transformation of social networks over time has allowed social media to be used as a marketing channel.


4. Social Media Marketing

Technological developments directly affect the marketing process along with changes in human life (Weinberg 2009). Social media, recently, which is rapidly growing with its applications and content, has taken the position of an important and successful marketing area that can easily meet businesses with customers without intermediaries. The concept of social media marketing can be defined as the use of all marketing mix elements by the business to market its goods and services through social media (Fırat 2017).

Considering the increase in the number of businesses operating in the markets, day by day, and therefore the increase in competition, it can be emphasized that social media has vital importance for businesses that want to gain a competitive advantage. When using social media platforms, businesses should estimate which web pages or social media content their potential customers are most likely to visit, in addition to the information they obtain about their current consumers, and develop strategies that can connect with these areas. In these tough competitive conditions, the most important strategic moves that businesses should implement are to differentiate their goods and services from those of their competitors, to focus on differentiation, to raise products in components such as quality, cost, speed, flexibility, and to aim to be sustainable with innovative and value-creating strategies. Achieving success in all these strategic moves will be possible with mutual communication between the business and the consumer. In the years when social media was first used, businesses only aimed to capture this communication and maintain it effectively, but over time, celebrities and social media influencers were also included in this communication. Communication with consumers through social media has turned into interaction and has taken on a much more diverse, creative, and effective structure (Fırat 2017).

Compared to traditional marketing tools, social media marketing offers businesses the opportunity to communicate directly with a wider mass (consumers), with less cost and more efficiency, without time constraints (Kaplan and Haenline 2010). The fact that social media marketing has a lower cost and more comprehensive content than traditional communication methods cause many businesses, from giant global businesses such as Starbucks, Burger King, Amazon, Tesla, and IBM to local businesses, to use social media marketing effectively and intensively. For example, one of the social media marketing applications created by the Burger King brand gave a free Whopper hamburger coupon to users who removed 10 of their friends from their follower list on Facebook. This creative, extraordinary, different, and interesting campaign was especially appreciated by young users and managed to reach large masses virally in a very short time. This marketing activity of Burger King is an application based on direct social media marketing. During the validity of the campaign, 234,000 people were removed from their Facebook friend lists. Users who removed their friends from the follower list won free shopping coupons from the brand with these moves (Hoffman and Fodor 2010).

Businesses use social media channels (platforms/tools) to convince their consumers, remove communication barriers with consumers, establish effective communication, establish and strengthen the relationship of trust with the consumer, obtain a permanent and positive place in the minds of consumers, to increase their preference percentages, and to raise awareness and create familiarity, since these activities on social media platforms increase brand awareness and familiarity of businesses. All these reasons increase the importance given to social media platforms and push businesses to be more professional and effective in social media marketing day by day (Akar 2010). Social media marketing also provides businesses with the opportunity to reach consumers and other businesses all over the world at any time.

Consumers do more research online before deciding to purchase a good or service. Businesses are looking for ways to use social media tools effectively and diversely to market their products/brands and reach target audiences. At this point, social media marketing, unlike traditional marketing activities; is both a practical, effective, and entertaining tool that enables consumers to access the brand, product, or service they are interested in, and it has the potential to establish two-way communication with consumers. It provides an opportunity to reach potential customers beyond reaching existing consumers. It creates a two-way and related dialogue with mass communication, that is, interaction (Drury 2008). Therefore, in social media marketing, businesses can communicate with existing and potential customers through social media platforms without time and place limits. From large businesses such as Apple, Coca-Cola, MediaMarkt, Samsung, Trendyol, Yemeksepeti.com, and Getir to local businesses, they all desire to use the advantages of social media marketing. Social media is a suitable platform not only for multinational brands, but also for large national enterprises, small and medium-sized enterprises, and even non-profit public organizations, foundations, associations, non-g and governmental organizations (Kaplan and Haenline 2010).


[image: ]Figure 2 Social Media Marketing Source: www.b2bmarketing.net (Access date: 30.05.2021)
In addition to being a very popular application area today, social media marketing has also gained a strong infrastructure. It not only covers promotion and interaction activities but also offers businesses the opportunity to make sales. In addition, it has strengthened the mutual communication with the consumer, and in this way, it has ensured an effective interaction between the parties both before and after the sale. Thanks to the use of social media, consumers can easily access information about the products and applications of businesses and can share their feelings and thoughts with others with the information they obtain (Jerving 2009). For example, businesses giving discount coupons to consumers who comment on social media posts and emphasizing statements such as “Can’t comment without comments?”, “Comments are important!” reveal the importance of consumers sharing their own experiences, feelings, and thoughts. Just as consumers comment on their ordering experience and rate the seller and product, other consumers order products by reviewing these comments and ratings.

Social media marketing has a special structure with its low cost as well as providing easy access to large masses in terms of use. Social networks, which are widely used around the world, have become databases over time, both with the comments shared by the consumer and with information such as search data, personal form data (gender, communication, etc.) that are not shared by third parties. Some of the information obtained about the request and needs of the consumers is collected through social networks and presented to the enterprises at low costs, enabling the execution of appropriate marketing activities.


5. Social Media Platforms

With the new developments and changes in internet technologies and social media, various features, and numbers of social media platforms (intermediaries/ channels) have emerged. These platforms offer different content services to their users with innovations. For example, there are various social media tools ranging from social media sites where photos are shared to blogs and where thoughts and feelings are expressed (Fırat 2017).

Social media is a structure that provides infrastructure services for the production and sharing of very different and rich content. Blogs and collaborative projects are generally the ones with the lowest values in terms of content richness and social presence among these formations that aim to exist socially. Social networking sites where photos, videos, and other media types are shared are average in terms of social presence and media richness. Virtual social worlds and virtual game worlds, where all dimensions in the virtual environment are used, are at the highest value in terms of social existence and media richness. Virtual social worlds host much different content than other platforms, as users can express themselves and perform more self-presentations. When social media platforms are considered in terms of businesses, they are vital as a new marketing approach in the digital age, as they provide the process of introducing and selling goods and services to consumers (Weinberh 2009).
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Figure 3. Social Media Platforms Source: www.haber.yasar.edu.tr (Access Date: 30.05.2021)
The general features of social media platforms with different structures can be grouped under the following headings (Jalali 2009):

	Participation: It offers people the opportunity to return and contribute.

	Openness: It is open to feedback and participation on social media platforms.

	Mutual Dialogue: It provides two-way communication and interaction.

	Community: It provides the opportunity to come together within the scope of similar interests.

	Being Connected: Most sites in social media have the feature of being mutually connected. They create access by linking to each other.



5.1. Social Network and Sharing Websites

Social networking sites are social channels where users can create their profiles and content, use pictures, videos, audio, etc. content in their posts, have the opportunity to communicate with other users by interacting with them, and establish friendships to improve themselves socially and follow other users’ profiles by accessing their posts. Social networking sites are revolutionizing communication between consumers and brands, publishers, and marketers. These platforms allow advertisers to communicate directly with consumers. Users spend time on these innovative and fewer intervention platforms (Garnica 2017). Through social networks, users can easily interact and with businesses/brands anytime, anywhere.

Social networks are generally used for “networking”. Social networks allow people to connect with each other. On the other hand, social networks act as a unique facilitator for businesses to communicate and disseminate marketing messages, present product promotions, and manage brand image. This means that businesses increase the effectiveness of communication with existing customers and establish new relationships with potential customers, thus increasing the sales rate of their products (Akar 2010).

Social networks are communities where people share similar interests or activities. The fact that users can freely express their wishes, needs, feelings, thoughts, and opinions on social networking sites attracts the attention of businesses. Consumer requests and needs are evaluated by businesses, considering the social media shares, and goods and services are produced and presented in line with these data. The success in this whole process increases the brand value of the businesses and creates a resource for the parties in terms of realizing the businesses objectives. The recognition of businesses that use social networks effectively and successfully is increasing and businesses can make higher sales. As a result of successful marketing activities carried out through social networks, businesses can be closer to consumers and increase their level of consumer satisfaction (Zarella 2010).
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Figure 4. Number of Social Media platforms users in 2020 Source: www.boardbandsearch.net (Access Date: 29.05.2021)
The increase in the number of users of social media platforms in the last three years is the epitome of the fact that social media is gaining more and more importance day by day.


5.1.1. Facebook

Facebook is the world’s largest social media brand with 2.7 billion users as of 2020 (www.boardbandsearch.net 2021). Facebook, which has become the most popular social network in the world just a few years after its launch, it was launched in February 2004 by Mark Zuckerberg, “The Facebook”, originally located at thefacebook.com. It was developed by Mark Zuckerberg while he was a student at Harvard University, Facebook, which was only actively used within Harvard University at first, has suddenly become a worldwide social networking site (Haydon 2013).

Since Facebook has features useful for both consumers and businesses, it has quickly become an attractive platform for almost all industries to achieve specific business goals. The benefits provided by Facebook are (Haydon 2013):


	It increases brand awareness.

	It ensures that new products are announced and introduced to consumers, that is, product launches are carried out.

	It acts as an intermediary in the realization of customer service activities that ensure instant recognition of customer demands and requests.

	By adding the e-commerce applications of businesses to Facebook, it is ensured that the sales of goods and services are increased.


The weaknesses of Facebook in social media marketing are listed below (Kara and Coşkun 2012):


	An effective and successful social media marketing will strengthen the image of the brand and provide an advantage over competitors.

	The existence of fake accounts opened on behalf of the business damages the trust of the consumer.

	The consumer is not an interlocutor with a corporate identity for the business, but a person they deal with through this platform.

	Bad comments and complaints made against the business can quickly reach large masses.



5.1.2. Twitter

Twitter which is a platform of the Web 2.0 application developed by Jack Dorsey in 2006 (Bozarth 2010). Twitter, which is used by 353 million people in the world according to 2020 data, is a platform that can write and change messages with 140 characters (Castillo et al. 2011).

Twitter, is one of the social media platforms where consumers can easily convey what they want to a brand, has started to be used by more and more people (Jansen et al. 2009). Twitter is a social media platform where brands both embrace and communicate with the community. Thanks to Twitter, brands can reach both their consumers and a larger mass with the help of a hashtag (#) (Edman 2010). Instead of selling messages to a group of consumers, Twitter is a social media platform that allows people to talk about consumers and the product, and to talk to others by word of mouth. Today, Twitter is one of the leading platforms where consumers sell to consumers and convey the consumer experience. Businesses no longer generate marketing ideas for their brands in boardrooms. Marketing on Twitter is very different from traditional marketing.

When Twitter replaced the star, the button used to add to favorites, the heart button meaning “like”, many brands shared this with the hashtag #TwitterHeart. The most striking of these came from Algida, a global ice cream brand. Using the advantage of having its logo in the form of a heart, to celebrate Twitter’s heart button, Algida shared a message by using its heart-shaped logo with the hashtag #TwitterHeart and in the Turkish market “Heart is against the heart (meaning in English: Great minds think alike)” within this cultural content.

Dialogue between consumers and between brands and consumers can be shaped on Twitter. Businesses can and should participate in conversations about their products. However, businesses do not have absolute control over what is said about the product or brand. In the world of social media marketing, businesses should take responsibility for their mistakes, correct these mistakes, compensate for the unjust treatments arising from these mistakes and work to prevent them from happening again. If businesses try to hide their mistakes, individuals and groups on social media will take action to lynch the business. If businesses are transparent about their mistakes on social media, consumers will see this and therefore will respect them more (Lacky 2010).


[image: ]
Figure 5. The Example of Algida Twitter Kaynak:www.blog.adgager.com (Access Date: 29.05.2021)

5.1.3. Instagram

Instagram was founded on October 6, 2010, by Kevin Systrom and Mike Krieger (Ha 2015). It is a kind of social media application designed especially for visual content (Wally and Koshy 2014). According to Instagram 2020 data, it is one of the most popular social media platforms with 1.16 billion users (www.boardbandsearch.net 2021).

Instagram is one of the fastest growing online photo social web services where users share images of their lives with other users. Consumers spend more time on Instagram than on other similar social sites. This means that Instagram marketing should be considered not only as a means of increasing brand awareness and reaching new customers but also as an increasingly important and serious brand image-building tool. Investments in brand equity (online and offline) strengthen Instagram’s marketing effects on customers (Khan 2018). For example, the Tadelle chocolate brand aims to increase the number of its followers and reach more consumers by saying that it will send a monthly Tadelle to the consumers who follow its page through the posts it shares from its Instagram account at regular intervals.

The lotteries, which are frequently held by hotels in holiday resorts or holiday tours, can also be given as an example of Instagram marketing. For example, hotels collaborating with an Instagram influencer offer the influencers free accommodation at their hotels, asking them to share their hotel’s page with their followers and draw lots. The Instagram influencer offers free accommodation at that hotel to its followers, who follow both their pages and the hotel’s page, like the relevant post, and tag a certain number of their friends as comments under the post, by announcing the hotels they stay at with a lottery post. Thus, as the followers add their friends to the comments, this lottery is announced among many people, and both the Instagram influencer and the page of the hotel increase the number of their followers. With these and similar applications, many brands can reach large consumer masses every day, at the lowest cost and in a quick way.


5.1.4. YouTube

YouTube is a video-sharing website founded on February 14, 2005, by PayPal employees Chad Hurley, Steve Chen, and Jawed Karim. The first channel of YouTube was opened with the name “Jawed” on April 23, 2005, and the first video consists of the video “me in the zoo” shared on the same day by one of its founders, Jawed Karim. The content creator on YouTube, that is, the user who produces and shares videos on YouTube is defined as a “YouTuber” (Yıldırım 2020). 

YouTube is the largest online video digital channel with over 2 billion users. More than 1 billion hours of YouTube videos are watched every day, especially among young consumers (Duffett 2020).

YouTube is a site that allows users to share homemade videos with the public over the internet. Users can upload any video they want to the system (while respecting copyright laws) and other users can view and comment on them. Over time, YouTube has become a powerful social networking site as well as just sharing videos (Chow 2007).

Every business has its own unique goals for YouTube marketing. Some businesses use YouTube to build brand awareness. Some use YouTube to promote a particular product or increase sales in retail stores or websites. YouTube, which helps businesses reach their goals, also allows businesses to organize and publish different ads according to location, target audience, and people’s interests. For example, Alex Hirschi, who makes promotional, driving videos and even interesting posts about cars with the username “supercarblondie” on YouTube, shoots some of his videos through sponsors or brand collaborations. Among these videos, in which new model luxury cars are introduced, there are also videos with more than 30 million views. Therefore, cooperation between “supercarblondie” and automobile brands to be broadcast on this channel constitutes an appropriate example of social media marketing.

Over time, marketers noticed the advertising opportunities on social media, especially YouTubers, and began to run open sponsorships with these creators. YouTubers are paid by businesses to directly advertise their brands or products. For example, Michelle Phan, one of the most popular makeup artists on YouTube, has partnered with L’Oreal to promote Lancôme products, creating a series of makeup tutorials and advertising content featuring Lancôme products (Wu 2016).

Sometimes used as a native advertising medium, YouTube is a form of marketing in which, unlike traditional advertising, ads are seamlessly incorporated into video content. Wu (2016) classifies YouTube marketing in three ways:


	“Direct sponsorship” where the creator partners with the sponsor to create the video,

	“Affiliate links” where the creator receives a commission from purchases attributable to the creator, and

	A “free sample product” where products are sent free to creators to be featured in a video.


These three formats in YouTube marketing are not divided into different video categories. In other words, examples of all three forms of YouTube marketing can be observed in almost all video genres such as beauty/fashion, gaming, and cooking. These types of marketing are based entirely on the agreement between the advertiser (business) and the content creator (YouTuber).


5.1.5. Snapchat

Established in 2011 by three Stanford University students, Evan Spiegel, Bobby Murphy, and Reggie Brown, Snapchat can be defined as a privacy-based mobile sharing application that allows time-limited photo/video sharing among friends (Kara 2016). In other words, Snapchat is an image-based instant messaging service that focuses on short videos and images “on-the-go” (Grieve 2017). Snapchat is one of the most popular messaging services in the world. The app is especially popular with the younger generation, who are an important target group for the advertising industry.

Snapchat enables brands to connect with users and helps marketers turn unknown brands into familiar brands (Sashittal et al. 2016).

Snapchat ads are video ads that appear intermittently in the context of content shared by users or publishers within Snapchat. Snapchat users can “swipe up” with this interactive element and see more about the advertised content (Garnica 2017).

According to a study done by Voorveld et al. (2018), Snapchat has the lowest practical use compared to other social media platforms (Facebook, Twitter, YouTube, Instagram, Pinterest). Combining text and post-share temporality in Snapchat reduces the transmission of complex information and makes its messages easier to use.


5.1.6. TikTok

TikTok is a Chinese video-sharing platform owned by Byte Dance, a Beijingorigin company. It is mostly used to create short dance, lip-sync, comedy, and talent videos. Users can upload videos that usually run 15 seconds before it loops to restart. The app was released in China in 2016 and then in markets outside China for iOS and Android in 2017. In just two years, TikTok has managed to rival brands like Netflix, YouTube, Snapchat, and Facebook, with more than a billion downloads in 150 markets and 75 languages worldwide. New, innovative, and fast-moving content has captured the attention of young masses worldwide.

TikTok has become one of the most popular applications in the world in a very short time. Hundreds of millions of users, mostly children and teenagers, use TikTok to watch and browse lip sync videos. The fastest-growing app, TikTok is also the seventh most downloaded app of the last decade. Technically, in contradiction to the business’ terms of service, most of its users in videos are younger than 13, although TikTok’s terms of service does not allow anyone under the age of 13 to use its platform (Weimann and Masri 2020).

The trend for shorter video lengths is also seen among different social media users. For example, many bloggers recommend beauty products through shortform video apps (TikTok, Instagram Reels Videos, etc.) and tend to persuade followers to buy those products (Wright 2017). Users interact on social media by viewing, liking, commenting, and sharing all the content they create with other users and by following each other. TikTok positions its brand by focusing mostly on interesting videos that are not professionally or aesthetically produced. It aims to reach young people through dance videos or funny viral videos (Wang 2020).

TikTok’s mission is to “capture and present the world’s creativity, knowledge, and precious life moments directly from mobile.” TikTok has a structure that makes it possible for all its users to be content creators. It encourages users to share their passion and creativity through their videos. What helps TikTok stand out from the competition is that practically anyone can become a content provider due to the simplicity of using the app. This application, which stands out for its user-friendliness, appeals to many young users around the world. The popularity of TikTok amongst the younger generation can also be explained by the fact that the creators of the app decided from the very beginning to select young people as their target audience (Weimann and Masri 2020).


5.2. Blogs and Microblogs

Blogs are platforms where readers and writers interact. The concept of “weblog”, which means “diary created on the web”, or “blog” in its abbreviated form, was coined by an internet user, John Barger, in 1997 (Aschenbrenner and Miksch 2005, Karcıoğlu and Kurt 2009). The person who creates the content of the blog, that is, the editor and author of the blog, is called a “blogger” (Ostrander 2007).

The structure of blogs is based on the reader’s ability to comment on the article they follow and the author. The author can follow the reader, read the comments, and have thoughts about his readers, as the reader does through the forums. Users follow well-known bloggers in this field to see original and quality content and to spend their time in a more valuable, enjoyable and beautiful way. Businesses, on the other hand, follow bloggers to create a suitable target audience for their products and promote themselves through bloggers.

When categorizing blogs, attention should be paid to the user content. According to their usage content, blogs can be examined in four basic categories as thematic blogs, personal blogs, corporate blogs, and community blogs. The fact that blogs do not have aesthetic concerns like websites, their purpose is only communication, they are faster and easier to set up compared to websites, the content can be changed easily, and they are more interactive compared to websites are among the reasons for gaining importance in the field of marketing (Safko and Brake 2009).

Wells Fargo and Southwest Airlines are among the successful examples of effective communication through blogs. Well Fargo examines natural disasters in its blog “Guided by History”. Problems such as drought, which is a natural disaster, and how to combat drought are discussed in this blog. This blog, which also supports the vision of bringing natural life together with sustainable systems, which has increased day by day in recent years, is followed with interest and admiration by different audiences all over the world. Southwest Airlines’ blog is “Nuts about Southwest”. In this blog, information is given about the corporate culture of the relevant airline company and its differences from other businesses are included. At the same time, a successful balance is achieved in communication with the information provided within the scope of interesting and entertaining content produced. In this way, the needs and wishes of the blog readers are followed, effective communication is ensured with them and customer satisfaction is ensured. It is ensured that the employees of the business, who are positioned as internal customers, are also active in the block, enabling internal and external customers to come together through this platform. Thus, through the effective communication created, it is possible to contribute to the blog with different perspectives and to support effective multi-dimensional communication (Lincoln 2009).

Another successful blogging representation is McDonald’s, one of the leading fast-food brands. On a global scale, opinions about the products in the product range of fast-food brands are unhealthy, their production and food supply processes, the content of these foods that cause obesity, opinions that social diseases occur in people who frequently consume fast-foods, and opinions that these global fast-food chain restaurants cause garbage piles in the service chain have prompted McDonald’s to establish this blog to inform and raise awareness of its consumers. McDonald’s produces informative content for these issues in its blog named “Open for Discussion”, focuses on social responsibility, and continues to raise awareness of its consumers about the sustainability of the environment (Akar 2018).

One of the first successful examples in the past was made by Nokia. The legendary phone brand Nokia delivered the Nokia 3650 camera phone model, which was launched in 2003, to 8 popular bloggers, which they selected beforehand, along with 2 months of phone service. Within the scope of the project, users over the age of 18, to whom they provided their phones free of charge, were asked to take creative photos with a Nokia camera phone and upload the photos to their blogs. Although Nokia did not ask any blogger to comment on the mobile phone on their blog, the blog users uploaded their comments about the mobile phone and the photos they took with the mobile phone to their blogs. In fact, it has been observed that some of these blog users even opened their telephone blogs (Gardner 2005).

Compared to blogs, microblogs are platforms where users can share more limited text posts and interact with their friend lists and other users in a smaller scope (Akar 2010). For example, Twitter is also a microblog. Microblogging creates significant value for both marketers and businesses. These values can be listed as follows: communication with customers, providing control over the digital education network, a better understanding of the sector and its influencers, being organized, developing, and presenting the online profile, and increasing the traffic flow on the website as a result of its contribution to bringing the content interesting (Akar 2018).

Yıldırım (2019) in his thesis titled “The Effect of Social Media Marketing on Purchasing Intention and A Research”, revealed that the Twitter channel is used intensively and powerfully by many businesses and supported the study with the example of the Faber-Castell brand. In the marketing activity carried out via Migroblog, the Faber-Castell brand developed a real-time marketing strategy during a large-scale power outage across Turkey and turned the crisis into an opportunity, and shared the tweet “We never needed electricity for creativity”. In this way, the brand has implemented a successful marketing practice through microblogs.

[image: ]Figure 6. The Example of Faber-Castell Source: www.blog.adgager.com (Access Date: 29.05.2021)

5.3. Wikis

Wikis are web platforms where people can create content and scope on topics of knowledge (Safko 2010). Wiki is a Hawaiian word meaning “rapid” and “quick” (Akar 2010). Volunteers through wikis can create content related to the subjects they know of by using the infrastructure of these platforms. Studies have shown that businesses perform more accurate reputation management with wikis, organize business management stages more accurately, and solve possible problems they may encounter more easily and in a short time (Battallar and Cömert 2015).

The most successful example of wikis around the world is Wikipedia and Ekşi Sözlük which is Turkey-wide. There are some opportunities that wiki infrastructures provide. These are:


	Large documents can be created by teams on a topic.

	Previous versions of the page can be viewed.

	Conflicts, differences, etc. that occur between documents can be determined by researching between versions.

	Access to documents and information is simple, as there is an order within the pages within the framework of certain rules.

	Information can be archived and documented simply and easily.

	Organizations are provided with appropriate, quality, and correct perception management opportunities through editable content.

	Businesses and brands can use wikis to collectively answer frequently asked questions by consumers and develop solutions to the most common questions.

	Through frequently asked questions or information compiled on this platform, brands, and businesses find the opportunity to express themselves to their consumers by providing more accurate and clear information.



6. Strategies in Social Media Marketing

Social media marketing, which aims to communicate effectively with consumers and add value to the stakeholders of the business, is a process that requires the execution of marketing activities in line with the objectives of the enterprises and the progress of these activities according to the necessary conditions. The basis of the success of this process lies in the fact that the marketing activities are carried out in line with the strategies and are open to planned development (Pham and Gammoh 2015).

Social media platforms are seen as a consumption market for businesses. For this reason, the right tactics and strategies should be used and acted upon to adapt and encourage the consumer to buy (Kaplan and Haenlein 2010). One of the most important of these strategies is to integrate the works applied by businesses for their brands in social media while carrying out social media marketing activities (Evans 2010). Because the consumer’s encounter with the brand separately on each platform will both make the brand easier to remember and form the basis for the spread of the brand. The fact that the brand operates in an integrated manner for each social media platform will also facilitate the drawing of an active, consistent, and accessible brand image in the minds of the consumer.

The processes of planning, determining, and implementing strategies in social media marketing should be planned correctly. To target and achieve success in social media marketing, it is necessary to act by giving importance to the elements of the planning cycle. Thus, effective social media marketing can be done by performing more successful strategic planning. In social media marketing strategies, the stages below can be followed as a process (Fırat 2017):


	Listening

	Defining Purposes

	Identifying Strategies

	Finding the Target Market

	Selecting Tools

	Application

	Observe • Alinement.


Social media strategies should be followed step by step in order to be able to make correct and effective marketing management, to give the right message to the consumer, to use social media tools effectively, to properly manage the next advertising and marketing and activities to be made by evaluating the feedback of the consumers. To manage a clear social media strategy and marketing, it is very important to research and analyze the target market, produce quality and effective content and present them to consumers, analyze the competitors correctly, follow and report all the studies meticulously from the beginning to the end. 


7. Types of Marketing Intermediaries Used in Social Media Marketing

Some types of marketing are used as a strategy in social media marketing. Influencer marketing, viral marketing, and real-time marketing, which are the most frequently used types of marketing today, serve as a middleman and a bridge in social media marketing.


7.1 Influencer Marketing

Influencer Marketing is a type of marketing in which consumers’ purchasing decisions are shaped by third parties. It is the execution of the marketing process by the person(s) (third party) who is likely to talk about the products and can influence the opinions of others (Johansen and Guldvik 2017).

In social media marketing, the use of well-known people and those who have a large number of followers on their social media accounts are among the effective strategies. Through the cooperation between businesses and these people, it is possible to reach a large mass. Consumers psychologically trust the marketing activities carried out by these people due to their awareness of these persons. In this way, these people, who have strong and effective followers on social media, whose content is eagerly and excitedly awaited by their followers, and whose opinions are valued, are called “influencers”. In the right projects, these people should be prioritized, and they should be worked within marketing studies that can create effective results (Yüksel 2019). It should be considered that the negativities that influencers will experience in their private lives may also have negative reflections on the cooperation they carry out with brands.

Influencer marketing started to become widespread in Turkey with the cooperation of one of Turkey’s most well-known YouTuber and social media influencer, Danla Biliç, and the Trendyol brand.

[image: ]Figure 7. Cooperation of Trendyol with Danla Biliç Source: www.alanyahaber.com (Access Date: 30.05.2021)
After Danla Biliç became a social media influencer with the makeup videos she shared on YouTube, Trendyol collaborated with her. In the photo that Danla Biliç shared from her Instagram account, it became common for an influencer to take part in the promotion of a brand, with the addition of “Trendyol” Instagram account name to the outfit on her. After this successful example of influencer marketing, Trendyol started collaborating with many Instagram influencers to share their “product links” in their stories. “Swipe Up!” option in stories, where Instagram only gives the right to use those with more than 10,000 followers provided Trendyol with a unique influencer marketing space. Thus, Trendyol reaches and maintains a large consumer base easily and rapidly, not only by collaborating with Danla Biliç but also by making Instagram influencers share its links in their stories. 


7.2. Viral Marketing

Viral Marketing, which is also referred to as Electronic Word of Mouth Marketing (EWOMM) in some sources, is expressed as a marketing strategy that spreads among consumers through communication networks. It is also called “Virus Marketing” because of its high rate of spread like a virus (Phelps et al. 2004, Wilson 2000).

One of the best examples of viral marketing is the short film “Save Ralph”, launched by the Human Society International to stop animal experiments. The viral marketing realized in this short film is also a good example of how social media marketing can be carried out not only by businesses but also by nongovernmental organizations.

[image: ]Figure 8. “Save Ralph” – Short Film Source: www.marketingturkiye.com.tr (Access Date: 30.05.2021)
The short film, made by Human Society International, an international nongovernmental organization focused on protecting natural life, to draw attention to the experiments carried out by cosmetic brands on a rabbit named Ralph, soon became viral all over the world. This short film, shared by consumers from different countries of the world, mobilized the masses with the hashtag #SaveRalph. After these posts, comments were made that consumers should not use their preferences for these brands, sharing with the names of cosmetic industry brands that conduct experiments on animals. Thus, the importance of viral marketing through social media was revealed once again.


7.3 Real-time Marketing

Real-time marketing is a marketing strategy based on brands creating marketing content according to popular topics and presenting it to consumers through social media channels or mass media (Toksarı 2018).

Since the beginning of the Covid-19 pandemic, statements and calls for social isolation have been made by the ministries of health, scientific committees, state officials, and units around the world, stating that social distancing should be maintained. This process has led to the shift of social life to the digital world throughout the world. The brands that want to turn this into an opportunity, make some changes in their logos and emblems and share them on social media, both to emphasize the importance of the statements made by authorized institutions and to ensure that their brands are talked about in the digital world (social media).

In Figure 9, there are changes made in the logos and emblems of the brands that emphasize the social distance call.

[image: ]Figure 9. Brands maintaining social distancing  Source: https://www.instagram.com/., Logos and emblems of all brands were accessed from brands’ private Instagram accounts (Access Date: 25.05.2020)
The logos and emblems of Mercedes-Benz, McDonald’s, Volkswagen, CocaCola, Audi, Mastercard, Good Year, Kappa, DHL, the brands in Figure 9, starting from the top left, respectively, have been changed to emphasize social distance to protect from the coronavirus. Mercedes-Benz, Volkswagen, and Audi brands operate in automotive, McDonald’s brand in restaurants, Coca-Cola brand in soft drinks, Mastercard brand in commercial services, Good Year brand in tires, Kappa brand in clothing, and DHL brand in the logistics sector (www.brandfinance.com 2020). Between the circle and the star inside the Mercedes-Benz brand emblem, the letters “V” and “W” in the Volkswagen brand emblem, the four circles on the Audi brand emblem, the circles on the Mastercard emblem, and the people on the Kappa brand logo, the Coca-Cola, Good Year and DHL brands, they put a distance between all the letters in their logos. McDonald’s brand has disconnected the letter “M” in its emblem. It is an example of real-time marketing that all these brands made these changes immediately after the virus began to spread around the world.


8. Measuring Effectiveness in Social Media Marketing

It is very important to use social media applications strongly and correctly in the competitive period when it is almost inevitable for businesses to use social media. When businesses do not use social media marketing with the right strategies and methods, they will lose time, reputation, customers, and money. For social media to be used beneficially and effectively, businesses must first determine their purpose of existence in these environments. It is necessary to create and implement sustainable social media strategies in the long term suitable for these purposes. In the next process, businesses should measure whether the strategies they implement produce results in accordance with their objectives (Barutçu and Tomas 2013).

In the early years of social media marketing, social media measurement systems were not developed. Marketers held corporate measurement businesses responsible for measuring all app data through social media interactions. Some businesses were also trying different approaches to create a measurement. However, over time, there have been important developments in measuring value in social media. Despite these developments, measuring in social media involves a difficult process. Because of these measurements, quite misleading results may emerge. Although there are different social media applications in today’s digital world, they all have similar principles in general. Planning must be done before measuring in these areas. The main stages of the social media measurement process are as follows (Murdough 2009):


	Thinking Phase: The thinking phase focuses on realizing and improving the relationship between businesses and their current and potential consumers. At this stage, businesses should set measurable targets for project and business purposes, define key performance indicators locked to the same goal, and establish correct performance criteria.

	Identification Stage: The identification stage involves sketching out how a business can leverage social platforms to reach and interact with a specific social media mass for its purposes. At this stage, businesses should set goals within the scope of key performance indicators and schedule time for program development and performance evaluation.

	Designing Phase: The designing phase is the phase of a business, in addition to its active social media activities, to organize, design, and determine the most suitable potential environments for special tactics to be carried out on social media in the future. At this stage, businesses should determine their methods or sources of performance.

	Placement Stage: In the placement stage, businesses; literary calendars should focus on what is expected from social media in terms of content, workflow management, brand consistency of opinion, and what happens in social areas. At this stage, accurate and complete comparisons of expectations and performance reports should be made.

	Improvement Phase: The improvement phase is the phase where all the work done in the previous four phases is checked, corrected, and evaluated. The evaluation process begins with the development of social program performance against the key performance indicators specified in the reflection phase. Depending on the identification stage, it focuses on identifying the performance tools so far and identifying value enhancement opportunities by maintaining social activities and their effects with a holistic approach.


In social media marketing performance measurements, two types of measurement methods are used: on-site measurements and off-site measurements. While on-site measurements are used to measure activities directly on the sites where businesses are active, off-site measurements are used to measure activities on sites where businesses and consumers interact. These measurement methods also contain different measurement methods amongst themselves. Some of these measurements are given below (Zarrella 2010):


	
On-site measurements:

	ROI (Return on Investment): One of the important issues for a marketer is measuring the return on investment. All good analysis packages allow for certain measurements on the site. Processes can easily track the users on the sites they are active in, the activities of these users, the social media platforms and other sites that send the users, and the efficiency of these resources.

	Engagement: The simplest loyalty metric for businesses is the number of pages viewed per visit and time spent on the site. If a visitor spends a long time on the site, businesses build a deeper relationship with that customer.



	
Off-site measurements:

	Twitter: The most basic measurement in this social networking site that functions as microblogging is the number of followers. Followers represent a consumer mass for the business.

	Facebook and Linked In: The common metric on these two social networking sites is the number of people involved in a business page.

	YouTube and Instagram: In these media sharing sites, the most basic measurement is the number of videos, images, and viewers.




Free tools such as Boom Social and Google Analytics have been developed to measure the social media accounts of businesses. In addition to these, there are also institutions that provide social media measurement, reporting, and analysis services. Businesses on social media can benefit from the services of these applications and institutions. In this way, businesses can follow how many followers on social media provide to their businesses, negative or positive reactions to the company’s products, and how much interest there is in their campaigns. The number of such measurement tools is increasing day by day. These tools will be able to provide more comprehensive and detailed information to businesses that benefit from social media marketing applications in the future (Barutçu and Tomaş 2013).

As a result of the measurements made in some social media marketing applications, it was seen that positive results could not be obtained. The main reasons for this situation are listed below (Evans 2010):


	Marketers focus on the simplest usable metrics, even if they are not important. For example, the number of views of Twitter videos, the number of followers, or the number of entries in competitions created by users are considered by administrators. However, for many marketing goals, numbers have secondary importance.

	Marketers often overlook the most important metrics. Marketing efforts are all about encouraging users to deliver messages. Therefore, the number of business content users share and their reactions to the invitations they receive should be seen as an important factor in marketing metrics.

	Marketers can make choices based on technology, not a purpose while creating a measurement strategy. For example, marketers think that the measure of success of a blog and a social network is different. However, although both social media environments may appear in different forms, they should essentially focus on the same metrics for the main purpose.



9. Advantages of Social Media Marketing

Businesses that use social media for reasons such as reaching consumers, developing emotional bonds with them, effective communication, and time management carry out their marketing activities in more practical and fun ways. With these conveniences, it can be financed more cheaply than other marketing activities and it is possible to communicate with customers quickly. Consumers and businesses/brands can easily transfer information such as promotion, campaign, price, brand, product contents, consumer feedback, and comments to the parties through this two-way communication (Demir and Kozak 2011). In this context, social media marketing can be defined as an advantageous process in which businesses communicate the marketing alternatives, they prepare through social media platforms (Yadov and Rahman 2017).

In online shopping, consumers can shop comfortably and spend less time in the environment they are in, without changing the place. By seeing more models and brands, they can make comparisons. Consumers, who have purchased goods and services before and share their experiences by commenting on social media platforms or by giving points/stars, undertake an important mission so that other consumers can have an idea in their purchasing process. In the light of these ideas, the consumer, who makes detailed research and examination, can obtain comprehensive information about the product s/he is considering buying. In this way, the consumer’s shopping experience becomes more practical and successful. In online shopping, the product can be tracked at all stages, from purchasing to procurement, preparation, packaging, and shipping; it can make online shopping more enjoyable for some customers compared to a physical shopping experience. While the consumer can easily get the product they want, businesses that provide this service can reach the consumer much more easily (Halis 2012).

The company, which strengthens customer relations with social media marketing, can effectively carry out marketing activities both on existing customers and potential customers with its successful, sincere content and communications, thus increasing loyalty to the brand. With developing and increasing customer relations, brand awareness is also increasing. Increasing brand awareness should not only be seen as an increase in the number of users following the business on social media. This numerical increase will in fact bring about a high increase in the number of new customers who will defend that brand by word-of-mouth (Barutçu and Tomas 2013).

Through the developments in the field of marketing, businesses have begun to better understand the request and needs of their customers and even carry out activities that exceed these requests and needs. With the support of social media marketing and technological developments, they have started to produce, market, and regulate goods and services in accordance with the expectations of consumers (Varinli 2006). Fırat (2017) listed the benefits of social media marketing within the scope of these developing marketing activities as follows:


	Social media marketing provides the opportunity to reach much wider masses easily.

	Mutual communication with customers is very important for businesses. With the help of this communication, more effective customer relationship management is carried out. This brings along brand loyalty.

	Consumer analyzes can be made instantly using the web, and therefore the marketing tool becomes measurable.

	Marketing practices are carried out at much lower costs.

	Brand awareness is gradually increasing.

	It ensures the active participation of the customer. Thus, customer awareness increases.


Akar (2010) summarized the benefits of social media marketing to businesses as follows:


	Continuous improvement of business processes.

	Less spending on tools such as advertisements.

	Seeing opportunities faster and taking value-creating actions as soon as the opportunity arises.

	Carrying out marking examinations.

	Analyzing and recognizing the target market much better and providing wide access to the target market.

	Continuous improvement of relations.

	To rank higher in search engines.



10. Weaknesses of Social Media Marketing

In addition to the advantages of social media marketing, there are also weak parts. One of the most important of these weak parts is the inability to control the marketing value. Social media marketing can cause the business to encounter a social interaction that develops outside of the goal it wants to achieve. There are also risks such as the brand’s hesitation on social media, attracting less attention, or losing value at the point of being liked (Sweeney and Craig 2011). In addition, the viral effect that occurs as a result of the proliferation and spread of negative messages about businesses on social media leaves businesses vulnerable to different threats and attacks (Zyl 2009). In this case, every stage is important from the message to be given in social media marketing, to the social media platform where the message will be delivered, and even to the feedback from the target audience.

With the effect of the change in the speed and quality of internet connections, there may be differences in the loading time of images and messages that take up high space. For this reason, consumers can avoid applications (application, widget) that take a long time to load in the social media marketing process. This situation may cause advertisements not to be watched and may prevent reaching advertisement reach targets (Onat and Alikılıç 2008).

Another weakness of social media marketing is that users are exposed to annoying and unnecessary advertisements called spam. Bad content that is not blocked in time or that develops out of control damages the reputation of businesses and individuals. A brand or business that has been exposed to negative effects and has a bad image on social media may experience long-term and significant problems. Moreover, the correction of this perception that may occur is very difficult and expensive (Sweeney and Craig 2011).

Some unethical behaviors can be experienced within the scope of social media marketing. These unethical behaviors are as follows (Mavnacıoğlu 2009):


	Distributing and copying personal data without permission.

	Stealing personal data.

	Disclosure of confidential data of commercial enterprises.

	Mislead users by collecting fake content.

	Publishing inaccurate content for the purpose of advertising and sponsorship.

	Ignoring copyrights.

	Creating and disseminating content against public morals and morals.

	Creating fake blogs on behalf of businesses to harm businesses.

	Plagiarism by using content without citing the source.

	To create fake profiles by hiding the real identities of people.



Conclusion

Significant developments in the field of technology in recent years have caused the communication and interaction between people and businesses to an international dimension, especially due to the widespread use of the internet. The fact that the internet is a fast, economical, and easy communication tool and that businesses carry out their activities on a global scale has accelerated the use of social networks. The use of social networks has enabled the emergence of social media platforms such as Facebook, YouTube, Twitter, Instagram, Snapchat, TikTok, MySpace, Flickr, and LinkedIn, which are rapidly accepted and popular in the 21st century, and these platforms become the focus of attention of individuals.

Social media platforms include much more than just environments where users can express their opinions or have conversations. For example, individuals using social media platforms can get instant information about goods and services, follow developments in daily life, create content and instantly share their ideas with other users. The rapid spread of the use of social media platforms also significantly shapes the purchasing behavior of consumers.

It is also possible for consumers to convey their experiences to other consumers and to establish communication networks with brands through social media platforms. This supports the popularity of the respective brands. On the other hand, activities carried out on social media through brands create a feeling of being a member of a certain social group in consumers and enable consumers to establish an emotional bond with the brand, thus supporting consumers’ loyalty to the brand. The fact that the brand operates in an integrated manner for each social media platform will also facilitate the drawing of an active, consistent, and accessible brand image in the minds of the consumer.

Social media enables businesses to communicate with consumers at the right time, with the right message, quickly, to reach potential consumers, and to increase their sales volumes with marketing activities to be carried out in this direction. Therefore, businesses use social media effectively to reach consumers, interact with them and increase their sales volumes. All the marketing activities they carry out through social media constitute social media marketing. In the process of realizing social media marketing, some types of marketing are also used as an intermediary. The most commonly used ones are viral marketing, influencer marketing, and real-time marketing.

Social media platforms enable consumers and brands to meet more often and enable consumers to remember the brand. Social media marketing strategies consist of listening, defining goals, determining strategy, finding the target audience, selecting tools, implementing, observing, and adapting. To adapt and encourage the consumer to buy, it is necessary to use the right tactics and strategies and act accordingly (Kaplan and Haenlein 2010). One of the most important of these strategies is to integrate the works applied by businesses for their brands on social media while carrying out social media marketing activities.

The importance of digital marketing activities and social media for businesses/brands is increasing day by day, therefore investments in social media marketing are increasing. In this manner, businesses aim to market their goods and services over the internet, facilitate access to their products, and increase their brand awareness. To give the right information to the consumer through the right channels, businesses are also actively involved in social media channels where consumers are present, with their social media marketing strategies.
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1. Introduction

Social media is a popular platform for both organizations and consumers. Social media usage can be a strategic advantage for many organizations providing online services. It is a kind of firm-hosted website which is accessible to the public and users can follow not only the activities of a particular brand but also be involved in customer-generated content. Besides that, it is not only an extension of a website, but also a complementary online channel to build customer relationships. So, social media activities influence both the customers’ risk and trust perceptions.

Strategies can be developed for assessing social media activities. These could include important elements such as target market and channel choice. Resources, policies, goals, and monitoring are also some of the key elements for formulating social media strategies. Since all these instruments hint at the meaning of social media activities, research shows that there is a need for more attention to be given to social media strategy and its formulation (Li et al. 2021).

Social media is rapidly growing, and organizations are faced with a different profile of customers adopting social media on a massive scale. High competition levels force organizations to operate on various social media channels (Larson and Watson 2011). It is important to engage on social media professionally. However, simple usage of social media is not enough. Organizations have to use it strategically to get the competitive advantage that comes with it (DiStaso and McCorkindale 2013). Whereas some researchers focus on the concept of social media, there is need for an in-depth evaluation of the social media strategic view of marketing. Besides, many researchers cite certain companies that are successfully applying social media strategies such as Starbucks, Doritos, Dove, Lacoste, and Adidas (Gallaugher and Ransbotham 2010). Nevertheless, it is very difficult to build social media strategies (Effing and Spil 2016) because the literature on social media widely covers various fields such as management, marketing, and consumer psychology (Li et al. 2021: 52), and neglecting social media strategies. However, a lack of effective social media strategies can negatively affect organizations’ credibility and reputation in the public domain. That is, organizations need a clear understanding and theoretical perspective about formulating a clear implementation of an effective social media strategy.

As emphasized by Effing and Spil (2016), there is a lack of comprehensive frameworks, methods, and theories for developing and analyzing social media strategies. This study aims to present a framework for social media strategy formulation. The framework is the outcome of a systematic literature review. Accordingly, the main research question in this chapter is “in what ways could organizations formulate an effective strategy for social media?” Besides that, the study theoretically reviews how to understand the importance and effectiveness of social media, the necessity for developing a strategy for social media and finally, the characteristics of an effective strategy and the stages for formulating this effectiveness.


2. Definition and Functions of Social Media

Social media is “a group of internet-based applications that is built on the technological and ideological foundations of the web and it allows the change and exchange of user generated content” (Kaplan and Haenlein 2010: 61). Indeed, social media is an important part of strategic decision making based on internet-based information systems (Effing and Spil 2016).

Social media involves a series group of new technologies. The latest technologies supply a platform for interaction amongst users. A variety of interactions among users allows them to find the information they are interested in. Indeed, social media is not so different from older technologies and previous information websites. Meijer and Thaens (2013) argue that social media is not something new. Nevertheless, it has to be understood as a new matter of the internet (Meijer and Thaens 2013).

For instance, while information websites involve organizational content, social media involves user generated content. Information websites are based on general information, whereas social media is based on personalized information. Social media is designed especially for the consumer market. However, it is also helpful for an organization’s publicity, this is because it is easy, fast, cheap, aesthetically attractive, and helps to support the external media mix. This serves as a motivation for many organizations to use social media applications. Accordingly, organizations increase the amount of information in their websites. They use mechanisms motivating the public to define useful types of information. Organizations also make requests for public feedback to enable them to improve their efficiency and effectiveness. Additionally, they use mechanisms for informing the public of the organization’s management decisions, operational information, and so on. To adopt all these, many organizations use social media applications (Meijer and Thaens 2013: 344).

Users can do almost everything via social media such as creating, participating, or sharing content. Social media includes blogs, social networking sites, content communities, virtual social worlds, game worlds, and so on. It also includes ratings, twitter, reviews, photo sharing sites, micro blogging sites, video sharing websites such as Instagram, Pinterest, Flickr, and social networking websites such as Facebook and Myspace. In summary, social media communicates with potential customers at a relatively low cost and more effectively than traditional communication tools (Kaplan and Haenlein 2010, Kiralova and Pavliceka 2015).

Social media platforms offer various types of user functionality. These functions are categorized into seven categories: identity disclosure, sharing, relationship, conversations, presence (users’ awareness of other users’ availability), reputation management, and sharing and groups (the chances for users to form communities). Based on these functions, marketers have to facilitate instruments for the self-promotion of users, monitor online conversations, and facilitate real-time interactions with their customers. Hanna et al. (2011) state that social media is so powerful to create connections resulting in a huge social network. This network offers a media landscape empowering consumers to actively participate in the media process (Tafesse and Wien 2018).

An effectively developed communication strategy in social media presents a strong competitive advantage for organizations. Generally, social media has the potential to increase brand engagement, brand awareness, word of mouth, trust, and social validation (Kiralova 2014). Today, consumers not only expect advertising to focus on certain features and advantages of products, but there is also a demand for a personal approach, and creative intelligent messages involving emotions and communication. They want to participate actively in the creation of products and the relationship is so important for buying. The success of a product or an organization in terms of customer satisfaction encompasses various independent components. Specific tools should be selected carefully to meet the need for strategies and successful integrated planning. Strategic properties, objectives, and directions have to be defined together by managers and shareholders. However, it is not so easy to attract attention because social media is saturated with information. Yet, some schemes such as raffles, uniqueness, competition unexpectedness, and novelty can work better than others. One way for successful attraction is to manage both social media and marketing activities by focusing on the synergies between the two. Therefore, an effective application of social media marketing is inevitable. Using technology and social media in marketing strategies is inevitable for the creation and continuity of competitive advantage for companies in whichever sector they are (Kavoura, and Stravrianea 2014).


Social Media Marketing

Performance of social media indicates that customer-based social media outcomes arise from the favorable perceptions of customers, their actions, and feelings towards activities on social media; whereas marketing performance indicates customer-based marketing outcomes arising from the purchase and post-purchase behavior of a customer supported by social media. These strong relations show that positive social media responses are likely to support positive market-based behavioral responses (Kwayu et al. 2018). Interacting with customers via social media creates positive effective responses (Tafesse 2016). In other words, positive behavioral outcomes are the results of engagement orientation and interaction (Pensari and Kumar 2017).


Social Media and Customer Relation

Social media helps not only for significant support for marketing activities but also for a shift in marketing communication strategies from one-way brands to customer-to-customer social communications (Botha and Mills 2012, Mills and Plangger 2015). It provides advantages for creating strong relationships with current and potential customers. It is also a new means of acquisition and rotation. Customer relationship building necessitates strategic processes for social media consisting of: (1) identifying target customers, (2) researching existing conversations about the brand, (3) finding out competitors’ social media activities, (4) setting social media objectives, (5) selecting social media platforms, (6) designing the social media interaction, (7) actively managing social media interaction, (8) measuring results and (9) reflecting on performance (Mills and Plangger 2015: 535).

Meijer and Thaens’ (2013) research reveals that social media strategies are vastly different in almost every sector and also within each sector (Meijer and Thaens 2013: 343). Mills and Plangger (2015) examine the role of social media on online services for being a successful online service brand. Traditional social media and websites are internet-based or not interactive communication platforms. However, branded social media channels and branded websites have to be treated as distinct, but support each other. Some services such as accounting and banking are successful in the online environment through branded websites (Mills and Plangger 2015).

Social media significantly supports marketing activities, especially for offline marketing activities such as customer service. Mills and Plangger (2015) indicated that social media is a resource for customer engagement. In terms of service brands, social media is shaped for facilitating an extension of content and interaction between groups, individuals, and organizations through the usage of web-based technologies. It offers a set of distinct and online channels for developing and maintaining strong customer relationships, which affects perceptions of customers on their relationship with brand trust, service quality, and risks apart from its ofliine marketing activities. Thus, social media should be treated as a strategic subject like a management strategy for customer relationships (Mills and Plangger 2015).


3. Social Media Strategy

This study responded to the following questions: (1) How does social media affect the development of strategies, processes, and implementation within an organization? (2) What does social media strategy mean for an organization and how does an organization use social media strategy? (3) What are the stages for formulating effective social media?

Strategies for social media compel companies to use informatic systems in organizations (Henfridsson and Lind 2014). Since the concept of strategy focuses on long term policies, social media strategy is vital for realizing the benefit and avoiding risks associated with applications of social media. Social media strategies are not only formal strategic plans but are included in the various choices in different positions within organizations (Mergel 2012). The choices can be on the technology, the scope of objectives, and the organizational arrangements in the form of responsibilities for the management of social media (Meijer and Thaens 2013).

Effing and Spil (2016) regard social media strategy as a goal-directed planning process to create user-generated content, driven by a group of internet applications for creating a unique and valuable competitive position. They offer social media strategies that include the process of initiation, diffusion, and maturity stages to fill the lack of certain methods for evaluating social media activities and dictating strategies. These three levels can be used to evaluate the comprehensiveness of social media strategies (Effing and Spil 2016). The levels or stages of strategy also represent the maturity of social media. That is, the social media strategy is treated as an instrument for strategic business alignment and development (Mills and Plangger 2015).

Social media strategy is vital for developing policies that manage channel choice decisions, the development of content, and interactions with customers. These policies are especially beneficial for minimizing the risk of inappropriate communication on social media (Valos et al. 2017). For the reasons discussed above, a certain social media strategy is expected to contribute to the performance of social media (Tafesse and Wien 2018).

Important elements of social media strategy consist of factors such as target audience, channel choice, goals, resources, policies, monitoring and content activities. Firstly, organizations should have a clear definition of their target groups for deciding the usage of social media channels. Effective implementation of social media strategy for organizations requires innovating their digital interactions by using social media instruments within a hierarchical setting. Meaningful usage of social media necessitates multidirectional exchanges between their customers and policies such that there would be harmony between organizations and their target market (Mergel 2012). Channel choice indicates the effectiveness of communication through the selected social media channel, whereas goals should be aligned with the organization’s goals. Effing and Spil (2016) claim that resources should be used for the success of social media, because resources and the quality of an organization’s message are important determinants of a successful social media strategy. Besides, building basic rules in the organization is inevitable for preventing harassment and bullying on social media platforms. Employers and organizations should have clear boundaries to regulate their corporate communications, monitor and follow what is happening on social media channels publicly. Measurements of simple metrics such as the number of questions, responses, comments, likes, followers, and visitors can help evaluate activities (Klang and Nolin 2011, Berthon et al. 2012). Finally, content activities make it clear in which projects, companies will be used and allow to make a practical schedule providing organizations with information on which content is suitable and factual (Thackeray et al. 2008, Barnes 2014).

Similarly, the usage of social media on a strategic basis includes a set of practical decisions such as the selection of the channel to be used, the type of information to be provided via this channel and the providers of this information. Especially for more formal organizations, these alternatives and choices include some issues such as: (1) technological choices about social media, (2) a definite set of organizational tasks, (3) a clear understanding of objectives being attained by social media usage, and (4) the organization’s responsibilities on the use and management of social media (Meijer and Thaens 2013: 344). These four dimensions and choices can be identified as critical decision factors in formulating social media strategy.

Planning is also the key to a successful strategy. Planning on the use of social media requires finding answers to some questions including: (1) time for the use of social media within the organization and the main reason initially leading to the social media usage, (2) the other main objectives for using social media, (3) the experiences of the organization with the use of social media if there is a policy for social media usage, (4) the results and the success within the organization. Did the organization set its aim? Did social media affect the success of the organization? (5) Operational aspects (for example, who are the decision makers in the organization about the operational side of social media usage? What are the criteria for using social media?) (6) Organizational aspects (e.g., who is responsible within the organization for the use of social media? What is the reaction of an organization towards using social media?) (7) Tuning of these activities (is there any interaction about social media usage with other organizations? What are the probabilities about the development of the use of social media in the future?) (Meijer and Thaens 2013: 345).

A successful social media strategy formulation satisfies the need for a holistic social media strategy integrating multiple platforms into a unique social media experience (Tafesse 2016). Stephen and Brat (2015) point out that social media facilitates information flow. First, it helps firm-to-consumer information flow via social media advertisements and a brand’s past. Secondly, it facilitates consumer-to-firm information flow through comments and user generated content. Lastly, it facilitates communications among consumers themselves. This information flow could be via word of mouth or brand communities. Stephen and Brat (2015) strongly suggest that organizations should have new organizational skills. Data analytics and customer engagements can be considered new skills necessary to create value and to present an information-rich environment (Choudhury and Harrigan 2014).

Formulating social media strategies and evaluations is necessary for many reasons. Firstly, communication via social media closes the boundaries between the organization and its environment. Secondly, the use of social media blurs the lines between private and professional lives (Dutta 2010). Employees mostly use their personal social networks on social media platforms. Finally, organizations need to facilitate public discussions with their customers to eliminate possible boundaries. Today, consumers have a demand for genuine and rapid responses from organizations (Bottles and Sherlock 2011, Effing and Spil 2016). Since social media cannot be isolated from customers, organizations, and employees, it is urgent to evaluate a strategy from a marketing perspective. When social media and its strategy from a marketing perspective are compared, the core of social media is only interaction and connectedness, whereas the focus of social media strategy is customer engagement. The purpose of social media is to interact and connect, while the strategic goal is to generate, integrate, and reconfigure the sources of social media to satisfy specific marketing goals (Li et al. 2021).

Social media marketing objectives may differ as proactive and reactive, regarding potential market (e.g., B2B vs B2C) and organization’s size. When organizations use social media for increasing brand awareness, it helps in achieving proactive objectives. On the other hand, the focus is on analyzing and monitoring customer activities at the core of reactive objectives. An organization’s objective of social media marketing may be addressed by the need to get external resources. In terms of social media context, customers may serve as resource providers (Harmeling et al. 2017). When an organizations’ social media objectives are reviewed in the literature, some theories are addressed to explain the need for social media use strategically. Whereas some theories dictate these necessities from an organization’s perspective, others explain users’ motivation for social media usage and consider customer perspective. Some theories in the literature are discussed below.

One of the main drivers of social media usage is the customer’s social media use motives. The argument on customers’ involvment in social media usage is explained by gratifying their social and physiological needs (Rohm et al. 2013). Applied theory for this argument is the Uses and Gratification Theory (Rohm et al. 2013).

When Muntinga et al. (2011) did research on customers’ social media behaviors, they found a close relationship between behaviors and consumer activities’ effects on brand-related content on social media platforms. Similarly, they also define customers’ brand-related behavior in social media as consuming, contributing, and creating positively (Li et al. 2021: 56). This is also acceptable for the Uses and Gratification Theory. Customers can behave actively or be passive in their usage of social media (Maslowska et al. 2016). Their behavior can also be positive as sharing or negative as developing negative content. This behavioral type is strongly related to the attitudes of customers and the information processes during interactions. Harmeling et al. (2017) define customers having positive behaviors as “pseudo marketers” meaning that they contribute to organization’s marketing functions by using their resources. They define customers with negative behaviors as turning firm-created “hashtags” into “boshtags”. In summary, a customer’s voluntary contribution to the marketing function of the organization is so valuable that it is beyond the economic transaction. Inputs for an organization’s engagement initiatives can be considered as customer’s voluntary contribution (Pansari and Kumar 2017).

Social exchange is another theory in the context of social media that is worth explaining. Social Exchange Theory offers the idea that those social interactions are exchanges and two parties get benefits from these exchanges (Blau 1964). According to this theory, a successful social exchange contains interaction between organizations and customers which is usually interdependent and has the objective of generating sound relationships. Successful exchanges are referred to as social exchange relations and can improve interpersonal connections. Similarly, social connectedness addresses the number of ties a customer has on social networks (Goldenberg et al. 2009). The strength of this tie on referrals in social media are important. Moreover, information coming from strong ties is more likely to be interpreted positively (Verlegh et al. 2013).

Social interaction within social media identifies multidirectional information flow. It is not only a pure organization monologue, because social media gives customers a chance for sharing, expressing, networking, and gaming. Customers and organization are coequals in organization-customer interactions. On the other hand, customer-customer interactions serve as a market force, since customers can influence each other, regarding their attitudes and behaviors (Peters et al. 2013). The outputs are explained as customer engagement which represents the outcome of an organization’s customer connectedness in social media and also customer-customer interaction in social media (Harmeling et al. 2017). When customers interact and connect with an organization’s activities voluntarily, the level of engagement is likely to be higher. Customer engagement shows the intensity of a customer’s connection within the organization’s activities (Vivek et al. 2012: 127). Hallebeek et al. (2019) adopted the service dominant (S-D) logic theory (Vargo and Lusch 2000) for the theoretical explanation of the notion of customer interaction. This theory emphasizes the customers’ co-creation, and interactive experiences in market relationships (Brodie et al. 2011, Hollebeek et al. 2013, Kumar et al. 2019).

Li et al. (2021) discuss four social media strategies to achieve strategic objectives. These are social commerce strategy, social content strategy, social monitoring strategy, and social customer relations management strategy.

One of their main focuses is on Social Commerce Strategy which indicates a one-way and low customer engagement approach. They suggest a social commerce strategy, which promotes and sells, whereas social content strategy helps to connect and to collaborate. According to Social Commerce Strategy, social media is dictated to be the new selling instrument that has changed the way buyers and sellers interact (Marshall et al. 2012). It is a useful way for obtaining customer information, a one way communication strategy (Li et al. 2021: 56). Social content strategy indicates firm-initiated two-way communication strategy and higher customer engagement rather than social commerce strategy. This strategy addresses the creation of educational content in multiple formats for attracting and retaining customers. In this strategy, social media is widely used as a communication instrument for branding and word of mouth objectives (Pulizzi and Barrett 2009).

Social Monitoring Strategy is offered up to listen and learn, whereas Social Customer Relations Management (CRM) Strategy is preferred for empowering and engaging (Li et al. 2021). The social monitoring strategy addresses a customer-initiated two-way communication having the objective to listen and learn. Customers who comment on social media initiate the communication process, whereas the organization takes advantage of the data of customer behavior to learn, listen and react to the customers. Therefore, the main objective of the strategy is to increase customer satisfaction and maintain strong relationships with customers through listening and responding on social media. This strategy requires an in-depth understanding of customer needs so that it needs to listen and respond to social media activities carefully. Organizational capabilities, such as successful information acquisition, responding, and interpretation are important for the effective implementation of this strategy (Li et al. 2021).

Finally, Social CRM strategies can be defined as the combination of the benefits from both social media (e.g., customer engagement) and CRM (e.g., customer retention). This strategy dictates the customers’ active roles, whereas traditional CRM identifies that customers are passive (Li et al. 2021).

Choroensukmongkol and Sasatonun (2017) dictate that the integration between social media and CRM offers an advantage to the organization to target the customers, segment them and allocate marketing activities to specific choices of individual customers. A social CRM strategy can help organizations to improve customer engagement by using one-to-one social media interactions. This strategy allows the customer to be collaborative in value creation and voluntarily provides creative ideas and collaborates with brands (Jaakkola and Alexander 2014). In this strategy, it is important to combine CRM systems with social media data. Besides, organizational learning capabilities and innovations in relationship management are important pre-conditions to be effective (Li et al. 2021).

This section of the study reviewed social media strategies and their differences. However, strategies and the elements within the strategies need to be researched empirically. Organizations need to learn about effective and creative social media strategies and find out methods and instruments for formulating them (Effing and Spil 2016). Along with the above strategies, an in-depth understanding of these strategies, and an effective formulation of an organization’s certain social media strategy is another important issue.


4. Strategy Formulation and Formulating Social Media Strategy

A strategy requires certain goals, a target market and resources (Dutta 2010), whereas formulating a strategy indicates using these requirements as a process of goal-directed activity (Effing and Spil 2016). Based on digital strategy literature, social media strategy is defined as a goal-directed planning process to create user generated content, with the aid of a group of internet applications, for creating a unique and valuable competitive position. Effing and Spil (2016) define a set of considerations that form a comprehensive social media strategy including: (1) target market, (2) choice of channel, (3) objectives, (4) policies, and (5) monitoring and content activities. This comprehensive view addresses the importance of a formalized strategy to create a competitive social media programme (Effing and Spil 2016: 2).

For increasing competitiveness and enhance business value, it is important to make social media platforms attractive. Although this is of apparent importance to social media, organizations struggle for formulating social media strategy as well as identifying the social media implications on practice. Social media is indeed key for competitiveness and developing a social media strategy is an important phenomenon. Furthermore, social media strategy also influences the strategy of an organization (Kwayu et al. 2018: 439).

Social media strategy formulation is closely related to the effectiveness of social media in multiple ways. Firstly, social media aids in establishing clear and certain objectives and performance expectations, required for objective commitments and a more objective decision making process (McCann and Barlow 2015). Of course, the objectives of social media are inspired by an organization’s strategic marketing objectives (Effing and Spil 2016). Secondly, the strategy of social media aids for coordinating organizational activities and mobilizing resources is needed for marketing objectives. Adjusting a formulized strategy eliminates the duplication of resources and creates synergy in an organization’s social media efforts (Valos et al. 2017, Tafesse and Wien 2018). When understanding the importance and development of social media strategy, organizations use social media as an instrument to increase competitiveness.

There is a core relation between competition and strategy. Piskorski (2014) identifies strategy as the tool for using social media for value creation. Some studies search for the concept of social media strategy. For instance, Piskorski (2014) dictates that a successful social media strategy searches for increasing the profitability of an organization via improving the interaction between people. Besides, Porter’s (2008) generic strategy gives organizations two sets of choices for pursuing; either the differentiated social strategy allowing an organization for increasing customer willingness for paying without an increase in cost, or the low-cost social strategy, which helps an organization to decrease its costs without a deadline in customer willingness for paying (Kwayu et al. 2018: 439).

Piskorski (2014) also argues that an organization has a choice in implementing strategy. It has a choice of either implementing social media at functional-level or a company-wide level. A company-wide strategy requires structural changes and allows an organization to be competitive in the long run. On the other hand, the functional strategy is determined by a specific function within the organization such as operational strategy on marketing. However, this type of function is not very beneficial in the long run. Organizations may begin with functional strategies, then go on the company-wide strategy; since company-wide implementation is more complex to apply (Piskorski 2014).

The tactical choice is important particularly when organizations deploy social media in multiple organizational departments such as public relations, marketing design, and customer service. Nevertheless, the use of social media in many multiple functions can expose the organization to social media risk and this can have negative effects on the organization, such as security and privacy (Gangi Di et al. 2016). Many researchers agree that organizations attempt to adopt a more functional approach when it comes to social media strategy. For example, the use of social media within the marketing departments, the function of marketing within an organization can be more advantageous for competition and be more active on social media platforms (Kwayu et al. 2018).

Culnan et al. (2010) identify three elements to implement a social media strategy enabling an organization to get complete business value from social media. These three elements are: (1) mindful adoption, (2) community building and (3) absorptive capacity. An organization’s decision to adopt social media platforms represents mindful adoption. Community building defines the interaction achieved by the organization with communities of customers on the social media platform for retaining and sustaining the customer base. On the other hand, absorptive capacity identifies the process created by the organization for sourcing the value of business from the communities on the social media platforms.

Culnan et al. (2010) also offer guidelines to implement social media strategy. Firstly, an organization needs to support the coordination of use. For example, it provides links to its social media platforms for its websites. Second, an organization needs to identify risk management issues. For example, it can develop a policy for social media use (Gangi Di et al. 2016). Finally, an organization is needed to form procedures for processing transactions. It can link social media customer service, whereas providing a general understanding of how an organization decides on implementing its social media strategy. The disadvantage of this concept is that it strongly concentrates on the customer and can ignore other matters such as the effect social media strategy has on the structure of an organization (Kwayu et al. 2018). Similar to Culnan et al.’s (2010) research, Braojos-Gomez et al. (2015) define some variables for organizations to use for developing social media competence. These variables are identified as organizational infrastructure capabilities, social competitor pressure, information technology, and infrastructure capabilities. Organizations counterfeit their competitors; in this way, they do not lose competitiveness. So social competitor pressure is exerted by competitors to adopt social media. The organizational infrastructure capabilities are important in sustaining the efficiency of using social media. For example, an organization with a successful marketing capability can be better at social media usage than an organization with low marketing capability. Similarly, a good information technology infrastructure capability is likely to better execute social media strategy compared to low information technology capabilities (Braojos-Gomez et al. 2015). This demonstrates that for being successful and competitive in social media strategy, an organization has to satisfy both the external pressure that comes from competitors and also concentrate on internal capabilities to perform social media strategy efficiently. These two requirements are complementary.

Kumar et al. (2019) address three key factors for a successful social media strategy. Firstly, organizations should identify the best social media platform and several conditions should be satisfied: (1) large numbers of primary users, (2) regional concentration of users, (3) minimum barriers preventing the spread of word of mouth (WOM), and (4) ease of social ties. The first two phases are about identifying spread, influence, and social impact and the degree of spread, influence, and social impact can be measured. The last two phases are related to the implementation of a strategy that involves effective campaigns (Kumar et al. 2019: 140).

Formulating social media strategy is subject to different sectors. For instance, Price and Price (2016) dictate social media as an important element of digital marketing strategy and search on formulating a strategy for online faith-based education. They realize that one way to formulate a digital marketing strategy in educational programs is to evaluate satisfaction and dissatisfaction with the people involved. The first aim of formulating a strategy is to realize the target market an organization is trying to reach. The evaluation can help future efforts in digital marketing. “What do consumers want?” is the key question for a developing marketing strategy. So, digital marketing efforts such as social media and websites are important elements of digital strategy. For instance, organization, admissions, ease of navigation, and content are important for the website of an organization to use social media for competitive advantage. Chapleo et al. (2010) also dictate that it can be significant to value emotions such as social responsibility in an organization’s digital marketing efforts. First, by gathering, understanding, reviewing, improving, and utilizing target market feedback, the marketer can formulate a more effective digital strategy. Marketers should also learn about the materials which result in satisfaction or dissatisfaction. Price and Price (2016) realize that materials such as assignments, text, resources and discussions are important for determining satisfaction in online faith-based education. These materials can also be important promotional instruments for digital marketing campaigns. Marketers firstly should emphasize the content of the program in their digital marketing strategy. Then they should formulate appropriate materials for this content. Secondly, in developing a digital marketing strategy traditional data for consumers have been reorganized. Today, consumers are defined by their behaviors, interest, and beliefs. They do not define themselves only by their demographics (Kuhn 2011). Thus, digital marketers should formulate strategies especially based on consumers’ affective traits. Digital marketing efforts are important to attract, maintain, and recruit consumers because competition rapidly increases in the online environment. Marketers should consider beyond traditional data, like demographic culture for understanding more about the person they are targeting (Price and Price 2016).

In summary, when formulating a social media strategy for any brand, especially high investment services, marketers have to know that social media is a public place and customers engage brands with their private social lives and invite brands into their lives (Kietzmann et al. 2011). Thus, social media should be personal and private to customers. This is a strategic competitive advantage for organizations’ successes. However, a brand should not abuse this invitation. Likewise, if invited organizations do nothing to contribute towards social relationships shaped by this invitation, the results for purchasing can be negative as well. If organizations offer and create value for their customer, successful social relationships will emerge. Social media is all about connections. It is a tool for an organization’s personal and social engagement with its customers. Although these connections are digital rather than face-to-face, the main promise is brand-to-customer interaction (Kwayu et al. 2018).

The studies mentioned above discuss how an organization can form a successful social media strategy. This study highlights how social media strategies are developed in a general context and dictates the impact of social media strategy on competitiveness and the marketing performance of the organization.


Social Media Marketing Strategy

When organizations develop a social media strategy, it is true that social media presents a holistic perspective that involves marketing. Social media marketing has been considerably researched in recent years. The topics such as customer engagement (Dessart et al. 2016), the content of branded social media (Ashley and Tuten 2013), and the role of social media in the marketing mix (Srinivasan et al. 2016) and online brand communities (Brodie et al. 2013) are widely popular. Nevertheless, a strategic perspective is needed. Particularly, the important matter of how organizations apply and use social media for driving strategic marketing actions has not been taken into consideration. For a strategic marketing platform, a systematic application of social media is inevitable (Lamberton and Stephen 2016). The main goal of a social media strategy is to harmonize social media with the strategic marketing objectives of organizations and this presents guidance for achieving those objectives (McCann and Barlow 2015).

Social media strategy defines main performance objectives and gives a direction for a performing organization’s social media program. It is closely harmonized with an organization’s marketing strategy. Social media strategy directly influences the performance of social media and marketing performance. It also presents a clear definition of the target market (Tafesse and Wien 2018). Since many researchers argue that formulating a successful strategy contributes to social media performance, managers should clearly define a formal strategy identifying their objectives for social media and define a definite execution plan regarding the target market, choices of channels, structure, and policies. A successfully developed strategy should be harmonized with strategic marketing activities (Tafesse and Wien 2018).

Besides, firms are advised to develop initiatives motivating customer engagement in social media. Customer engagement results in so many behavioral outcomes such as positive word of mouth, constructive feedback and referrals, which are competitive advantages for organizations (Harrigan et al. 2015). Focusing on strategy formulation, organizations can create and offer a range of tactics for motivating behavior such as listening and taking care of customer concerns, and creating content that is emotionally resonant and motivates a customer to interact with the organization (Tafesse and Wien 2018). Therefore, social media marketing is not only about getting attention, but it has to focus on maintaining the customer via engagement and interactivity.

Social media allows organizations and customers to be connected in many ways. Such connectedness is achieved through various social networking sites. Social connectedness is defined as “social ties” (Muller and Peres 2019) and the strength of the tie is a vital determinant of customer behavior (Li et al. 2021: 52). Social media studies reveal the importance of social ties effect on customer decisions. Customers’ connection patterns and the strength of social connectedness display the intensity of social interactions. Furthermore, a huge amount of data goes through different social media platforms, and formats such as video and text are significant sources of customer analysis, which are the key to new ideas and market research. Social media data covers various sources such as huge quantities and real-time data. It is especially true that social interactions and data gathered from social media is a new strategic resource that can develop marketing outcomes (Li et al. 2021).


Conclusion

This study presents an in-depth understanding of social media strategy formulation within an organization. It is built on theoretical notions about social media, formulating strategies, and an overview of these strategies. The study theoretically conceptualizes, and reviews various strategies proposed in the available literature and evaluates their effects on an organization’s success and especially success with the customer-organization relationship.

The results of the study reveal that many researchers agree on the inevitability of the effectiveness of a successful social media strategy as an effective formulation of social media strategy could lead to positive outcomes in marketing and social media performance. Similarly, the study addresses the importance of being strategy oriented in social media utilization. It is important to utilize customers’ responses to certain marketing actions as a valuable resource. As Tafesse and Wien (2018) indicated, organizations need to define an appropriate strategy for concentrating efforts on the field with the greatest impact (Tafesse and Wien 2018).

It is clear that each social media platform such as Twitter, Facebook, etc. has its dynamics and characteristics. Thus, an organization should decide which platform is suitable for its objectives. Besides that, managers should recognize that each platform has the potential to complement the other in terms of synergy.

From a competitive perspective, marketers are advised to adjust to the competitors’ relationship-oriented activities on social media. It is a powerful competitive instrument for many brands and marketing managers. Especially online service organizations which can accelerate engagement and enhance customer relationships. Thus, they can evaluate the strengths and weaknesses of competitors’ offerings to develop strategies for an own-brand relationship as strategic promotions. It will help evaluate best practices. Accordingly, Mills and Plangger (2015) recommend organizations observe the overall reach of a competitor’s social media campaigns and their brand positioning for ensuring the organization’s activities. Besides, marketers should decide on the objectives and their investment in social media. Organizations or marketers can decide to use social media for many activities such as building awareness, building a strong connection with customers, responding to customer feedback, promoting corporate activities, and recruiting employees. An organization’s activities on social media should help in building trust and enhancing brand positioning.

One way for an effective formulation of social media strategy is that it should be appropriate for the brand. Its appropriateness depends on three things: (1) the target customer. (2) the strategic objectives, and (3) available resources. Firstly, managers should decide on the target market. They can research current conversations among users of social media for discovering potential sites for social media investment and evaluate whether these users are suitable for the targeted customer’s profile. Then, the goals and channels are determined. It is advisable to integrate more than one social media channel in a synergy. Marketers should design content (visual or textual) fostering customer engagement. The content should be interesting to the target customers and also be compatible with their goals. Finally, a greater investment of the firm’s resources may be needed in social media as each channel offers unique advantages and disadvantages to the organization based on strategic objectives. Accordingly, some channels offer more, and can be more advantageous for visual stimuli whereas others offer more textual interaction. Similarly, with some organizations’ certain resources can be more financially suitable for smaller organizations (Mills and Plangger 2015).

One of the main suggestions of this study is related to customer engagement resulting from the support of a successful social media strategy. Accordingly, social media conversation needs to remain effective for maintaining customer engagement. Managers can use some metrics such as customer engagement that is appropriate to support customer relationship. As Mills and Plangger (2015) indicated, during the process of strategy formulation, it is vital to adopt media communication and respond to needs and desires, especially in terms of content. Responses to customer content should be on a regular basis and occasionally even in real-time. Although the aim of each strategy is unique to each organization, it is vital to consider that time is a very significant resource, as much as money. Timely response and personalization are vital principles for success.

This study is one of the first attempts that discusses social media strategy formulation. Future research can define the effect of stages empirically within a certain sector. It is possible that formulation can be different among sectors depending on the size of the firm and type of customer. Certain stages of strategy formulation could be more effective within certain sectors. Future research could also evaluate market specific effects of strategy on firm level contexts. Such studies could help in better understanding requirements for strategy formulation and what kind of formulation contributes to success, such as marketing performance. Although this study has provided an in-depth understanding of how social media strategy is formulated effectively, it has not been able to reveal the empirical effect of strategy on specific organizational structures. Future research could explore the effect of strategy formulation on various organizational structures. For example, for online service brands, social media is important for building trust, using customer-organization relationships, and engaging relationships (Mills and Plangger 2015).

The most important limitation of this study is that it only provides the ways for formulating social media strategy and the instruments required for the strategy planning process. The study could not focus on studying the relationship between social media strategies and their level of effectiveness empirically, in terms of consumers and organizational outcomes. Empirical resources are needed for investigating these organizational impacts, such as profitability or customer-based impacts, such as satisfaction with the social media activities of organizations.
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“Analyzing is believing”

—Gohar F. Khan



1. Introduction

Social Media Analytics is the art and science of extracting valuable hidden insights from vast amounts of semi-structured and unstructured social media data to enable informed and insightful decision-making. It is considered a science, as it involves systematically identifying, extracting, and analyzing social media data (such as tweets, shares, likes, and hyperlinks) using sophisticated tools and techniques. It is also an art, interpreting and aligning the insights gained with business goals and objectives. To get value from analytics, one should master both its art and science.

The science part of social media analytics requires skilled data analysts, sophisticated tools and technologies, and reliable data. Getting the science right, however, is not enough. To effectively consider the results and put them into action, the business must master the other half of analytics, that is, the art of interpreting and aligning analytics with business objectives and goals. Interpreting analytics results, for example, requires representing the data in meaningful ways, having domain-specific knowledge, and training. Analytics should be strategically aligned to support existing business goals. Without a well-crafted and aligned social media strategy, the business will struggle to get the desired outcomes from analytics.


2. Emergence of Social Media Analytics

Social media analytics is a relatively new but emerging field. Based on Google’s trends data (Figure 1), the term social media analytics seems to have appeared over the Internet horizon in July 2006, and interest in it (that is people searching for it) has steadily increased since then.


[image: ]Figure 1. Interest in social media analytics over time
Google trends also show that majority of the interest in social media analytics is coming from India, Canada, the United States and the United Kingdom, and users who are interested in social media analytics also searched for a variety of topics including Google analytics, social media marketing, social media tools, marketing analytics, Facebook analytics, Twitter analytics, and social media management. A full list of social media related terms is shown in Table 1. The scoring shown in Table 1 is on a relative scale where a value of 100 is the most commonly searched query, 50 is a query searched half as often, and a value of 0 is a query searched for less than 1% as often as the most popular query.

Table 1. Social media analytics related terms	
Terms Searched
	
Score
	
Terms Searched
	
Score

	
Google analytics
	
100
	
Social media management
	
10

	
Social media marketing
	
40
	
Hootsuite analytics
	
10

	
Social media tools
	
40
	
SEO
	
10

	
Social analytics tools
	
35
	
Hootsuite
	
10

	
Marketing analytics
	
35
	
Instagram analytics
	
10

	
Facebook analytics
	
30
	
Big data analytics
	
10

	
Twitter analytics
	
30
	
Social media metrics
	
10

	
Data analytics
	
25
	
LinkedIn
	
5

	
Web analytics
	
20
	
Big data
	
5

	
Social media analysis
	
15
	
LinkedIn analytics
	
5

	
Social media tracking
	
10
	
WordPress analytics
	
5

	
Social media monitoring
	
10
	
Social media strategy
	
5

	
Social media management
	
10
	
Social media dashboard
	
5



As social media is becoming more mainstream, and people are using it to express their feelings, and interests, share content, and, collaborate, therefore the social media analytics field is also gaining prominence in both the research and business communities. Businesses need to tap into the vast amounts of data produced by social media users to increase brand loyalty, generate leads, drive traffic, make forecasts, and ultimately make the right decisions. Social media data and users are of significant value to businesses. A study, for example, found that the average value of a Facebook fan was $174.17 in major consumer areas (Syncapse 2013). KINAXIS, a supply chain management company, for example, used eighteen employee bloggers and generated over forty-two million leads (Petersen 2012).


3. Purpose of Social Media Analytics

The main premise of social media analytics is to enable informed and insightful decision making by leveraging social media data (Chen et al. 2012); (Bekmamedova and Shanks 2014). Businesses use social media for a variety of reasons which include the following.


	Connecting and engaging with current customers

	Finding and engaging with new customers

	Getting feedback on products/services

	Generating business leads

	Driving traffic to business channels (Facebook pages, corporate blogs, company web, etc.)

	To measure brand loyalty

	Tracking products/services/and campaign impact

	Predictive business forecasting

	Business intelligence and market research


In addition, the following are some sample questions that can be answered with social media analytics.


	What are the customers who are using social media saying about our brand or a new product launch?

	Which content posted on social media is resonating more with clients or customers?

	How can I harness social media data (e.g., tweets and Facebook comments) to improve our product/services?

	Is the social media conversation about our company, product, or service positive, negative, or neutral?

	How can I leverage social media to promote brand awareness?

	Who are our influential social media followers, fans, and friends?

	Who are our influential social media nodes (e.g., people and organizations) and their position in the network?

	Which social media platforms are driving the most traffic to our corporate website?

	Where is the geographical location of our social media customers?

	Which keywords and terms are trending over social media?

	How active is social media in our business and how many people are connected with us?

	Which websites are linked to our corporate website?

	How are my competitors doing on social media?


When it comes to social media data and using it to generate business value, the statement at the beginning of the chapter can be no more than correct. In the context of social media, seeing is no more than believing, rather analyzing it is. In other words, business (and social and political) decisions should be based on digging deep into the social media data rather than just by believing what we see over social media. On the social web, each second tons of data are generated, which may carry potential business insights; however, not all the social data is gold. A vast amount of social data is either fake or useless. To separate good data from bad, social media analytics coupled with human judgement is the answer.


4. Social Media vs. Conventional Business Analytics

While the premise of both social media and traditional business analytics is to produce actionable business, they do however slightly differ in scope and nature. Table 2 below provides a comparison of social media analytics with traditional business analytics. As an emerging field, it may not be appropriate to use the term conventional for business analytics; we do so here only for comparison purposes.

The most visible difference between the two comes from the source, type, and nature of the data which has been mined. Unlike the traditional business analytics of structured and historical information, social media analytics involves the collection, analysis, and interpretation of semistructured and unstructured social media data to gain insight into contemporary issues while supporting effective decision making (Bekmamedova and Shanks 2014). Social media data is highly diverse, high volume, real-time, and stored in third-party databases in a semi-structured and unstructured format. Structured business data, on the other hand, is mostly stored in databases and spreadsheets in a machine-readable format (e.g., rows and columns). Thus it can be easily searched, computed, and mined. Unstructured and semi-structured social media data is not machine readable and can take a variety of forms, such as the contents of this book, Facebook comments, emails, tweets, hyperlinks, PowerPoint presentations, images, emoticons, videos, etc. Thus, it is not analytics-friendly and needs a lot of cleaning and transformation.


Table 2. Social media analytics vs. business analytics	
Social Media Analytics
	
Business Analytics

	
Semi-structured and unstructured data
	
Structured data

	
Data is not analytical friendly
	
Data is analytical friendly

	
Real-time data
	
Mostly historical data

	
Public data
	
Private data

	
Stored in third-party databases
	
Stored in business-owned databases

	
Boundary-less data (i.e., Boundary within the Internet)
	
Bound within the business intranet

	
Data is high volume
	
Data is medium to high volume

	
Highly diverse data
	
Uniform data

	
Data is widely shared over the Internet
	
Data is only shared within organizations

	
More sharing creates greater value/impact
	
Less sharing creates more value

	
No business control over data
	
Tightly controlled by business

	
Socialized data
	
Bureaucratic data

	
Data is informal in nature
	
Data is formal in nature



Another visible difference comes from the way the information (i.e., text, photographs, videos, audio, etc.) is created and consumed. Social media data originates from the public Internet and is socialized by nature. Socialized data is provided for the collective good. It is created and consumed using various social media platforms and social technologies to maintain social and professional ties (e.g., Facebook, LinkedIn, etc.), and to facilitate knowledge sharing and management (Wikipedia, blogs, etc.). Socialized data creates awareness (i.e., Twitter), or is used to exchange information in the form of text, audio, video, documents, and graphics, to name a few (Khan 2013). Social media data is social, informal, and not bound (i.e., the Internet is a boundary), unlike conventional analytics data, which is bureaucratic, formal in nature, controlled by organizations, and bound or trapped within the organizational network or intranet. More importantly, the value or impact of socialized data is determined by the extent to which it is shared with other social entities (e.g., people or organizations): the more it is shared (i.e., socialized) the greater its value.

For example, the value/effect of information can be measured by attracting more followers (e.g., on Twitter or Facebook). Another measure is page views or clicks, or regarding socio-political impact (e.g., information disseminated using social media to organize political or social movements may have more effect regarding organizing the events). However, the majority of the conventional business data is confined within organizational databases, limitedly shared, and can serve as a source of competitive advantage.


Eight Layers of Social Media Analytics

Social media at a minimum has eight layers of data (Figure 2). Each layer carries potentially valuable information and insights that can be harvested for business intelligence purposes. Out of the eight layers, some are visible or easily identifiable (e.g., text and actions), and others are invisible (e.g., social media and hyperlink networks). Most of these layers can be used to develop measurable KPIs. The following are eight layers of social media analytics (Khan 2018) (for a detailed discussion on these layers, please refer to Khan’s 2018 book, “Creating Value With Social Media Analytics: Managing, Aligning, and Mining Social Media Text, Networks, Actions, Location, Apps, Hyperlinks, Multimedia, Search Engines Data”). Here we briefly outline these layers.
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Layer One: Text

Social media text analytics deals with the extraction and analysis of business insights from textual elements of social media content, such as comments, tweets, blog posts, and, Facebook status updates. Text analytics is mostly used to understand social media users’ sentiments or identify emerging themes and topics.


Layer Two: Networks

Social media network analytics extract, analyze, and interpret personal and professional social networks, for example, Facebook, Friendship Network, and Twitter. Network analytics seeks to identify influential nodes (e.g., people and organizations) and their position in the network.


Layer Three: Actions

Social media actions analytics deals with extracting, analyzing, and interpreting the actions performed by social media users, including likes, dislikes, shares, mentions and, endorsements. Actions analytics are mostly used to measure popularity, influence, and prediction in social media.


Layer Four: Search Engines

Search engine analytics focuses on analyzing historical search data for gaining valuable insight into a range of areas, including trends analysis, keyword monitoring, search result and advertisement history, and advertisement spending statistics.


Layer Five: Location

Location analytics, also known as spatial analysis or geospatial analytics, is concerned with the mining and mapping the locations of social media users, contents, and data.


Layer Six: Mobile

Mobile analytics is the next frontier in the social business landscape. Mobile analytics deals with measuring and optimizing user engagement with mobile applications (or apps for short).


Layer Seven: Hyperlinks

Hyperlink analytics is about extracting, analyzing, and interpreting social media hyperlinks (e.g., in-links and out-links). Hyperlink analysis can reveal sources of incoming or outgoing web traffic to and from a web page or website.


Layer Eight: Multimedia

Social media multimedia analytics is the art and science of harnessing business values from video, images, audio, animations, and interactive content posted over social media outlets.


5. Types of Social Media Analytics

Social media analytics help achieve business objectives through the describing of data to analyze trends, predicting future problems and opportunities, and optimizing business processes to enhance organizational decision making. Like any kind of business analytics (Delen and Demirkan 2013), social media analytics can take four forms (Figure 3, Table 3):

	Descriptive analytics

	Diagnostic analytics

	Predictive analytics

	Prescriptive analytics

[image: ]Figure 3. Types of social media analytics  (Source: Khan 2018)

5.1. Descriptive Analytics (Reactive)

Descriptive analytics is reactive in nature and deals with the questions of “what happened and/or what is happening?” It is mostly focused on gathering and describing social media data in the form of reports, visualizations, and clustering to understand a well-defined business problem or opportunity. Purpose built or social media embedded platforms (such as Facebook Insights and Twitter Analytics) dashboards are used to collect and display social media metrics, such as likes, comments, tweets, and posts. Actions analytics (e.g., no. of likes, tweets, and views) and text analytics are examples of descriptive analytics. Social media text (e.g., user comments), for instance, can be used to understand users’ sentiments or identify emerging trends by clustering themes and topics. Currently, descriptive analytics accounts for the majority of social media analytics.


Table 3. Business application of social media analytics	
Types
	
Example 1
	
Example 2

	
Descriptive Analytics
	
Twitter Analytics, for example, provides statistics on tweet impressions, profile visits, and audience demographics. It also provides insights on content that resonates more with your audience, measure impressions, engagements, and reach.
	
Facebook Insights allows users to track user interaction on their Facebook pages. This descriptive analytics tool shows statistics, such as, number of likes, shares, comments, and reports on your site and your weekly reach.

	
Diagnostic Analytics
	
Can be used to determine the success of social media marketing campaigns, for example, to investigate an association between a certain event and reactions to that event on social media to tell you exactly where you went wrong. Users are then able to utilize this data to make improvements to their future campaigns.
	
Diagnostics analytics offers insights into the behaviour of consumers, such as, a customer searching for specific vehicles through Google, then clicking on a landing page of car dealer website, but exiting without finding what they needed.

	
Predictive Analytics
	
Social media data can be used to predict future events. A study by Asur and Huberman (2010) used Tweets to forecast box-office revenues for selected movies. By tracking 24 movies, 2.89 million tweets from 1.2 million users, they predicted box- office revenues of movies before they are released.
	
Google used predictive analytics to collect data regarding the outbreaks of flu. By matching key search terms associated with people in different regions of the world, Google could track flu outbreaks in near real time.

	
Prescriptive Analytics
	
Netflix uses large quantities of data regarding consumer viewing habits to optimize their processes and create recommender systems that provide users with suggestions of content they may enjoy based of their previous viewing habits.
	
Facebook tracks and analyze users browsing and behavior data to recommends pages, friends, groups, games that interest them. Similarly, by using review ratings from like-minded people, it predicts your likes and interests and prescribes items it thinks you will enjoy.




5.2. Diagnostic Analytics (Reactive)

Also reactive in nature, diagnostic analytics deals with the questions of “why something happened?” Enablers of diagnostics analytics include inferential statistics, behavioral analytics, correlations, and retrospective analysis, and outcomes being the cause and effect analysis of business issues. For example, while descriptive analytics can provide an overview of your social media marketing campaign’s performances (posts, mentions, followers, fans, page views, reviews, pins, etc.); diagnostic analytics can distill this data into a single view to see what worked in your past campaigns and what didn’t.

Social media is often used by consumers to vent frustration over various products and services. For example, by mining and analyzing social media posts by the owners of famous automobile brands, such as Hondas, Toyotas, and Chevrolets, researchers at Virginia Tech Pamplin College of Business were able to discover vehicle defects across the brands. The data collected could be analyzed to identify issues relating to the safety and performance of their vehicles and to better understand the reasons for customer dissatisfaction.


5.3. Predictive Analytics (Proactive)

Predictive analytics involves analyzing large amounts of accumulated social media data to predict a future event. It is also reactive in nature, and in essence, deals with the question of “what will happen and/or why will it happen?” Enablers of predictive analytics include data mining, text mining, Web/media mining, and statistical time-series forecasting. The primary outcome of predictive modeling is an accurate projection of the future happenings and the reasoning underlying such events.

For example, an intention expressed over social media (such as buy, sell, recommend, quit, desire, or wish) can be mined to predict a future event (such as a purchase). Alternatively, a business manager can predict sales figures based on historical visits (or in-links) to a corporate website. The TweepsMap tool, for example, can help you determine the right time to tweet for maximum alignment within your audience’s time zones. Alternatively, based on analyzing your social media users’ languages, it can suggest if it is time to create a new Twitter account for another language.

A well-known example is the prediction of outbreaks of flu. Google used predictive analytics to collect data regarding the outbreaks of flu. By matching key search terms associated with people in different regions of the world, Google could track flu outbreaks in near real time. This data was compared with traditional flu surveillance systems and through predictive analytics of the flu season, Google discovered a correlation with higher search engine traffic for related phrases.

A study conducted by Dublin University in 2011 found that social media data could be used to predict the outcome of presidential elections. They found that the number of Tweets associated with election results was the single biggest variable in predicting the presidential winner. Prior to the 2016 presidential election, Twitter released an “Election 2016 Candidate Buzz” tracker which did in fact indicate that President Trump would likely win the election.

Elsewhere, researchers have shown that social media chatter can be used to forecast box-office revenues for movies, more accurately than those of the Hollywood Stock Exchange (Asur and Huberman 2010).


5.4. Prescriptive Analytics (Proactive)

While predictive analytics help to predict the future, prescriptive analytics suggest the best action to take when handling a scenario (Lustig et al. 2010). For example, if you have groups of social media users that display certain patterns of buying behavior, how can you optimize your offering to each group? Like predictive analytics, prescriptive analytics has not yet found its way into social media data. The main enablers of prescriptive analytics include optimization and simulation modeling, multi-criteria decision modeling, expert systems, and group support systems. Whereas, the main outcome of prescriptive modeling is either the best course of action when handling multiple scenarios, or expert opinions provided to a decision maker that could lead to the best possible course of action.

Netflix collects large quantities of data regarding consumer viewing habits including how long viewers watch, the devices they are using, what time of day they watch as well as when they paused, rewound or stopped a show. This data allows Netflix to optimise its processes and create recommender systems that provide users with suggestions of content they may enjoy based on their previous viewing habits.

Collaborative filtering is a recommender system technique that assists consumers in discovering what items are most relevant to them. Within Facebook, this includes the recommendation of pages, groups, games, and pages. Facebook collaborative filters bases their recommender system on other people that have the same interests as you. By using review ratings from like-minded people, it predicts your likes and interests and prescribes items it thinks you will enjoy.

Finally, predictive/prescriptive analytics models are complex to execute and have hefty resources. However, in terms of business value it has the largest potential (Figure 4).
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6. Social Media Analytics Value Creation Cycle

Social media analytics business value creations are a six step irrelative process (involving both the science and art) of harnessing the desired business value from social media data (Figure 5). The value creation journey starts with the organizational goals and the objectives that we want to achieve with social media analytics. The business objectives will inform each step of the social media analytics value creation journey. Business goals are defined at the initial stage, and the analytics process will continue until the stated business objectives are fully satisfied. Note that the steps may vary considerably based on the layers of social media data-mined (and the type of tool employed).
[image: ]Figure 5. Social media analytics value creation cycle (Khan 2018)
The following are the six general steps, at the highest level of abstraction, that involves both the science and art of achieving business value from social media data.


Step 1 Identification

The identification stage is the art part of the social media analytics value creation process which is concerned with searching for and identifying the right source of information for analytical purposes. The numbers and types of users and information (such as text, conversation, and networks) available over social media are huge, diverse, multilingual, and noisy. Thus, framing the right question and knowing what data to analyze is extremely crucial in gaining useful business insights. The source and type of data to be analyzed should be aligned with business objectives.

Most of the data for analytics will come from business-owned social media platforms, such as an official Twitter account, Facebook fan pages, blogs, and YouTube channels. Some data for analytics, however, will also be harvested from nonofficial social media platforms, such as Google search engine trends data or Twitter’s publicly available search stream data. The business objectives that need to be achieved will play a major role in identifying the sources and type of data to be mined.


Step 2 Extraction

Once a reliable and mineable source of data is identified, next comes the extraction of the data. The type (e.g., text, numerical, or network) and size of data will determine the method and tools suitable for extraction. A small-size of numerical information, for example, can be extracted manually (e.g., going to your Facebook fan page and counting likes and copying comments), and a large-scale automated extraction is done through an API (application programming interface). Manual data extraction may be practical for small-scale data, but it is the API-based extraction tools that will help us get the most out of various social media platforms. Mostly, the social media analytics tools use API-based data mining.

APIs, in simple words, are sets of routines/protocols that social media service companies (e.g., Twitter and Facebook) have developed that allow users to access small portions of data hosted in their databases. The greatest benefit of using APIs is that it allows other entities (e.g., customers, programmers, and other organizations) to build apps, widgets, websites, and other tools based on open social media data. Some data, such as social networks and hyperlink networks, can only be extracted through specialized tools.

Two important issues to bear in mind here are the privacy and ethical issues related to mining data from social media platforms. Privacy advocacy groups have long raised serious concerns regarding the large-scale mining of social media data and warned against transforming social spaces into behavioral laboratories. The social media privacy issue first came into the spotlight particularly due to the large-scale “Facebook Experiment” carried out in 2012. In this experiment, Facebook manipulated the news feeds feature of thousands of people to see if emotion contagion occurs without face-to-face interaction (and absence of nonverbal cues) between people in social networks (Kramer et al. 2014). Though the experiment was consistent with Facebook’s Data Use Policy (Verma 2014) and helped to promote our understanding of online social behavior, it does, however, raise serious concerns regarding obtaining informed consent from participants and allowing them to opt out.

The bottom line here is that data extraction practices should not violate a user’s privacy and the data extracted should be handled carefully. The policies should explicitly detail social media ownership regarding both accounts and activities such as individual and page profiles, platform content, posting activity, data handling, and extraction, etc.


Step 3 Cleaning

This step involves removing the unwanted data from the automatically extracted data. Some data may need cleaning, while other data can go into analysis directly. In the case of text analytics cleaning, coding, clustering, and filtering may be needed to get rid of irrelevant textual data using natural language processing (NPL). Coding and filtering can be performed by machines (i.e., automated) or can be carried out manually by humans. For example, Discovertext combines both machine learning and human coding techniques to code, cluster, and classify social media data (Shulman 2014).


Step 4 Analyzing

At this stage, the clean data is analyzed for business insights. Depending on the layer of social media analytics under consideration and the tools and algorithm employed, the steps and approaches to take will greatly vary. For example, nodes in a social media network can be clustered and visualized in a variety of ways depending on the algorithm employed. The overall objective at this stage is to extract meaningful insights without the data losing its integrity.

While most analytics tools lay out a step-by-step procedure to analyze social data, having background knowledge and an understanding of the tools and their capabilities are crucial in arriving at the right answers.


Step 5 Visualization

Data or information visualization is the process of converting numerical data into a graphical (or visual) format to reveal hidden patterns and casual relationships in data to help facilitate business decision making. In fact, data visualization is the use of computer-supported, interactive, visual representations of abstract data to amplify human understanding (Card et al. 1999), thus enabling us to gain knowledge about the hidden internal structures and causal relationships in data.

The notion of using visuals to understand data and information is not new. The use of maps and graphs has been around since the 17th century. However, with the advent of computer programs and affordable tools data visualization is easy to accomplish with minimum effort and skill. Thanks to power data visualization tools (such as Tableau and SAS Visual Analytics) anyone can process and visualize a large amount of data with a click of a button in no time.


7. Visual Analytics

Visual analytics is the science of analytical reasoning facilitated by interactive visual interfaces (Thomas and Cook 2005). Visual analytics is becoming an important part of interactive decision making facilitated by solid visualization (Wong and Thomas 2004). Effective visualization is particularly helpful with complex and large data sets because it can reveal hidden patterns, relationships, and trends. It is the effective visualization of the results that will demonstrate the value of social media data to top management.

In other words, it is the science and art of employing visualization to analyze data to facilitate business decision making. According to Keim et al. (2006):

“Visual analytics is more than just visualization and can rather be seen as an integrated approach combining visualization, human factors and data analysis. ... With respect to the field of visualization, visual analytics integrates methodology from information analytics, geospatial analytics, and scientific analytics. Especially human factors (e.g., interaction, cognition, perception, collaboration, presentation, and dissemination) play a key role in the communication between human and computer, as well as in the decision making process.” (Keim et al., 2008).


7.1. Importance of Visualization

The human brain by nature processes visual information easier than numbers and spreadsheets. Thus, complex ideas and concepts can easily be conveyed using effective visuals and graphs. Effective visualization plays an important role in decision making, particularly it is helpful with complex and large data sets because it can reveal hidden patterns, relationships, and trends. These days visual communication is a must-have skill for managers (Berinato 2016) because it is the effective visualization of the results that will demonstrate the value of social media data to top management.


7.2. Social Media Data Visualization

In addition to numerical results, most of the eight layers of social media analytics will also result in visual outcomes. Depending on the layer of the analytics, the analysis part will lead to relevant visualizations for effective communication of results. Text analytics, for instance, can result in a word co-occurrence cloud; hyperlink analytics will provide visual hyperlink networks; and location analytics can produce interactive maps. Depending on the type of data, different types of visualization are possible, including the following.

Network data (with whom)—Network data visualizations can show who is connected to whom. For example, a Twitter following-following network chart can show who is following whom.

Topical data (what)—Topical data visualization is mostly focused on what aspect of a phenomenon is under investigation. A text cloud generated from social media comments can show what topics/themes are occurring more frequently in the discussion. Temporal data (when)—Temporal data visualization slice and dice data on a time horizon and can reveal longitudinal trends, patterns, and relationships hidden in the data. Google Trends data, for example, can visually investigate longitudinal search engine trends.

Geospatial data (where)—Geospatial data visualization is used to map and locate data, people, and resources.

One of the interesting data visualization techniques employed is word cloud. Word clouds are images composed of words, used in a particular text or subject, where the size of each word indicates its frequency or importance. Many Text Analytics platforms produce Word Clouds based on an analysis of the text examined. Wordle is the most well-known word cloud software and is free to use at Wordle.net. Words are stacked into a box or some other shape with the largest words being the most prevalent though the information is mostly descriptive.

Other forms of visualizations include trees, hierarchical, multidimensional (chart, graphs, tag clouds), 3-D (dimension), computer simulation, infographics, flows, tables, heat maps, plots, etc.


Step 6: Interpretation or Consumption

This step relies on human judgments to interpret valuable knowledge from the visual data. Meaningful interpretation is of particular importance when we are dealing with descriptive analytics that leaves room for different interpretations. While companies are quickly mastering sophisticated analytical methods, skills, and techniques needed to convert big data into information, there seems to be a gap between an organization’s capacity to produce analytical results and its ability to effectively consume it. For example, a study of 2,719 business executives, managers, and analytics professionals from the world found that the greatest problem with creating business value from analytics is not data management issues or complex data modeling skills. But it was translating analytics into business actions and making business decisions based on the results, not producing the results per se (Kiron et al. 2014).

The study also reported that there are three levels of analytical maturity in organizations:

	Analytically Challenged: These organizations lack sophisticated data management and analytical skills and generally rely more on management experience in decision making.

	Analytical Practitioners: Such organizations tend to use analytics for operational purposes, have “just good enough data” and are working to become more data driven.

	Analytical Innovators: Analytical innovators organizations are more strategic in their use and application of analytics, place greater value on data, and have higher levels of data management and analytical skills. These are the organizations that are the most successful in translating analytics results into business actions and decisions making.




Improving Analytics Consumption Abilities

Having domain knowledge and expertise is crucial in consuming the obtained results correctly. To improve such abilities, the following strategies or approaches can be employed.

	Building an analytics vocabulary—While for most managers it is not necessary to understand advanced analytics topics and techniques, it is crucial to build an analytics vocabulary and get familiar with the basic concepts such as statistics, machine learning, data management and big data, descriptive, predictive, and prescriptive analytics.

	Producing easily consumable results—This approach requires training data scientists and analysts to produce interactive and easy-to-use visual results. Managers need to talk to their data scientists to create results that they are comfortable consuming.

	Improving consumption capabilities—This strategy focuses on improving management analytics consumption capabilities.

	Recognizing the limitations of the analytical model—Analytical models and algorithms are not perfect are very sensitive to variation in data inputs. For effective decision making, analytical models should be complemented with management’s knowledge of the changing business context. This will help identify the limitation of analytical models and commission additional analysis to understand the potential effects of variables not covered by analytical models.





8. Current VS., Potential Use of Social Media Analytics

As mentioned earlier, at present, the majority of the analytics industry and practice revolves around descriptive analytics. And if there is any use of predictive and prescriptive analytics, it is limited to structured data only. According to Garner (2013), only 3 percent of companies used prescriptive analytics, but only with structured data. However, the use of social media data for descriptive analytics is just the tip of the iceberg. Its true potential is in predictive and prescriptive analytics (see Figure 6). The future of the analytics industry is in the use of predictive/prescriptive analytics thus unleashing the true potential of social media analytics.
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9. Challenges to Social Media Analytics

Social media data is high volume, high velocity, and highly diverse, which, in a sense, is a blessing regarding the insights it carries; however, analyzing and interpreting it presents several challenges. Analyzing unstructured data requires new metrics, tools, and capabilities, particularly for the real-time analytics that most businesses do not possess. Some social media analytics tools are listed in a later section.


9.1. Volume and Velocity as a Challenge

Social media data is large and generated swiftly. Capturing and analyzing millions of records that appear every second is a real challenge. For example, on Twitter, three hundred forty-two thousand tweets appear every minute, and on Facebook, one million likes are shared every twenty minutes. Capturing all this information may not be feasible. Knowing what to focus on is crucial for narrowing down the scope and size of the data. Luckily, sophisticated tools are being developed to handle high-volume and high-velocity data.


9.2. Diversity as Challenge

Social media users and the content they generate are extremely diverse, multilingual, and vary across time and space. Not every tweet, like, or user is worth looking at. A tweet or mention coming from an influential social media user is more valuable than a tweet from a non-influential user. Due to the noisy and diverse nature of social media data, separating relevant content from noise is challenging and time-consuming.


9.3. Unstructured Data as a Challenge

Unlike the data stored in corporate databases, which are mostly numbers, social media data is highly unstructured and consists of text, graphics, actions, and relations. Short social media text, such as tweets and comments, has dubious grammatical structure, and is laden with abbreviations, acronyms, and emoticons (a symbol or combination of symbols used to convey emotional expressions in text messages), thus representing a significant challenge for extracting business intelligence.


10. Social Media Analytics Accuracy

Owing to the challenges of volume, velocity, and diversity, the accuracy of Social Media Analytics is questionable. As the huge unstructured data (also known as ‘dirty’ data) is generated over social media, the accuracy of social listening is decreasing. For example, text analytics (one of the main components of social media analytics) cannot capture many of the ways people use language. Most of the tools have been developed by Western and English-speaking countries. The tools often translate the text into English, apply sentiment analysis, then assign it to the original post in its native language. This approach is problematic; if sentiment analysis is not available in the native language, it should not be offered in the first place. One has but to look at translations done by automated tools such as Babelfish to see just how mangled language translations become when processed in this manner. Similarly, many users are posting images and videos instead of text; most of this will be invisible to text based social media analytics platforms.

In addition, as of 2016, social media analytics platforms have not yet tapped into most of the new AI capabilities. There is much room for growth in this area. Hybrid Systems (usually boutique) have been developed for specialized use cases where encoded visual, auditory, and hepatic (i.e., touch sensor) data is used to provide context to Social Media, such that information is usually not present in verbatim.


11. Social Media Analytics Industry

The social media analytics industry is huge and is growing rapidly. According to some estimates, the global social media analytics market has grown at a Compound Annual Growth Rate of 27.6% (MarketsandMarkets 2016). It is predicted that the total value of the social media analytics market will be USD 41.38 billion by 2029 as compared to USD 9.26 billion in 2022. The primary contributing growth factors of social media analytics market are the growing number of social media users, greater spending on analytics, and more focus on market and competitive intelligence.

The social media ecosystem is complex and comprises several players and industries. Figure 7 provides an overview of the social media ecosystem, containing a diversity of players including:


	Analytics vendors

	Analytics service providers

	System integrators

	Mobile application providers

	Consulting service providers

	IT service providers

	Resellers

	Telecom operators

	Enterprise users, and

	Technology providers.
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12. Social Media Analytics Tools

Social media analytical tools are also coming to market at a high pace to keep up with the growing need for analyzing the vast amount of data. Social media analytics tools come in a variety of forms and functionalities. Mainly it can be divided into: (1) analytical applications that do not require programming skills, and (2) tools/scripts/modules that require programming skills.

Table 4 lists some example tools on each layer of social media analytics. These tools can be used to measure different layers of social media data, especially when aligned with an organization’s business strategy. The Digital Methods Initiative (DMI) Internet Studies research group provides a compresence list of methods and tools for social media data (the list can be accessed using this shortening URL: goo.gl/EiTWi

Table 4. Examples of social media analytics tools with respect to its layers	
Data
	
Tools

	
Text
	
Discovertext

		
Lexalytics

		
Tweet Archivist

		
Twitonomy

		
Netlytic

		
LIWC

		
Voyant

	
Actions
	
Lithium

		
Twitonomy

		
Google Analytics

		
SocialMediaMineR

	
Network
	
NodeXL

		
UCINET

		
Pajek

		
Netminer

		
Flocker

		
Netlytic

		
Reach

		
Mentionmapp

	
Mobile
	
Countly

		
Mixpanel

		
Google Mobile Analytics

	
Location
	
Google Fusion Table

		
TweepsMap

		
Trendsmap

		
Followerwonk

		
Esri Maps

		
Agos

	
Hyperlinks
	
Webometrics Analyst

		
VOSON

	
Research
	
Trends

		
Google Correlate

	
Multimedia
	
Crimsonhexagon Image Analytics

		
YouTube Analytics

		
SAS Visual Analytics

		
Google Cloud Vision API

		
Simply Measured
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1. Introduction

Social media affects various aspects of daily life and could assist individuals, in differentiating their romantic, professional and, creative needs. Today, there are several social media platforms such as LinkedIn, Instagram, Pinterest, and Facebook, which are included in the daily rituals of individuals. Social media networking allows the customers to communicate with others, share knowledge, messages, and self-experiences, meet others, and e-WOM (Raab et al. 2016). Social media provides marketers with an unprecedented opportunity to collect consumer insight about their products, services, or brands via multiple levels of engagement. Furthermore, marketers should consider social media as a vital component of their marketing activities. Several global organizations consider social networks as a top technological investment. Social media has significant psychological effects on users through the promotion of self-worth. Social media platforms, which fulfill the most fundamental psychological needs in a virtual environment, and thereby motivate users to engage in social networking activities, are the most successful. Successful social media users peruse the available opportunities to establish and improve relationships with autonomy and competence. Social media platforms have an unprecedented capability to satisfy the motivational requirements of users. Overall, social media platforms that create a sense of community amongst the members through communicating with others could maintain and improve their sustainability and success (Berezan et al. 2015). Understanding how social media platforms are associated with the belonging, competence, and autonomy needs of the users affect engagement. Thus, higher engagement levels would improve the sense of community among social media users. In the current chapter, the fascinating effects of social media on customer behavior are assessed.


2. Social Media

Social media provides various electronic communication settings, where the users can share ideas, knowledge, personal messages, and other content (i.e., videos, photographs, etc.), creating online communities. In other words, the applications and websites that emphasize interaction, communication, content sharing, and collaboration are called social media. Two parties, namely individuals and businesses, interact and communicate on social media channels. Staying in touch and interacting with various communities and members are the fundamental factors that encourage people to use social media. Furthermore, social media platforms and applications are beneficial for businesses in monitoring customer concerns and to market and promoting their products and services. Recently, the popularity of social media and social networking platforms has increased globally. Social media platforms have altered their communication, collaboration, consumption, and creation. Information technologies have the most transformative effects on businesses via social media. They have altered the methods organizations employ to approach the marketplace and society and created new challenges and possibilities for enterprises. Particularly, the integration of social media with consumer purchases and preferences via purposive marketing techniques led to demand prediction (Bollen et al. 2011).

Social media platforms are the most important social and computer-assisted platforms and have rapidly influenced the daily life of individuals (Lin and Lu 2011). This attribute of social media led to the development of marketing strategies to influence customers (Hoffman and Novak 2012). According to the 2013 data, 94 percent of teens in the United States had a Facebook account and spent an average of 9 hours a day on social media (Common sense 2015). Based on the 2014 Pew Research Center report, adult social network users were 74 percent of online adults in the United States. According to a 2015 Facebook report, 890 million users were active daily and advertising revenues increased 53 percent to 3.59 billion dollars (CNBC 2015). Communications between marketers and consumers have changed significantly with Facebook (Papasolomou and Melanthiou 2012). Furthermore, Instagram, Pinterest, Tumblr, TikTok, YouTube, Twitter, and Snapchat were among the fast-growing social media platforms.

According to public data, 57.6 percent of the global population, 4.55 billion individuals, were active social media users in October 2021. The number of social media users increased by 9.9 percent when compared to the 2020 data. Users spent 2 hours and 27 minutes daily on social media and each user visited an average of 6.7 platforms per month in October 2021. The popular social media platforms and their active users were as follows before October 2021: potential advertising views on YouTube were 2.291 billion, potential advertising views on Instagram were 1.393 billion, and monthly active users in WhatsApp, Facebook, and Facebook Messenger were 2, 2.895 and 1.3 billion, respectively. Public data demonstrated that there were at least 17 globally popular social media platforms as of October 17, 2021. These platforms had about 300 million active users per month. The most employed global social media platforms were Facebook, YouTube, WhatsApp, Instagram, Facebook Messenger, Wechat, TikTok, Douyin, QQ, Sina Weibo, Telegram, Snap Chat, Kuaishou, Pinterest, Twitter, Reddit, and Quora (https://datareportal.com/reports/digital-2021-october-global-statshot).


2.1. Social Media for Corporations

Businesses employ social media to introduce and market their products and services, connect and communicate with customers and promote their brands. Social media also provides a medium for customers to easily share their experiences with manufacturers and service providers and promote customer feedback. Businesses employ social media to crowdsource data collection, customer experiences and ideas, and those of the public to improve present and future products and services.

Companies encourage interested parties to join online groups on social media to increase traffic and exposure, generate leads and potential business partners, conduct market research, and improve sales. For instance, Publix provides daily downloadable coupons that provide various promotional discounts and offers for its followers. Publix employs a team devoted to social media marketing. Companies also send invitations for product trials or events. They also continuously respond to issues, concerns, queries, or general comments and product requests from their customers. Similarly, Nike has over 10 million followers and provides information on new product launches, latest technologies, and improvements in product quality. Nike invites followers to discuss various events and encourages them to comment, share ideas and provide feedback on their products, services, and stores.

Recently, the social media presence of companies and brands has increased. For new entrepreneurs, social media is a potent tool to introduce their brands and products to the market. Hence, social media plays the role of a significant resource for marketers to predict customer needs, resolve customer issues, receive their suggestions and feedback, advertise their products or services, ultimately build strong relations with customers, affect customer attitudes towards the brand, and influence their purchase intents. The more customers interact with a brand, the more probable the impact on customer attitudes towards the brand. Customer interaction with a brand could impact their brand perceptions, and favorable attitudes toward the brand, or could lead to a purchase decision. Marketers employ social media to increase sales, for customer service, human resource strategies, and promotions (Kwon and Sung 2011).


2.2. Social Media for Consumers

Users access social media platforms to search for and share information, and for status gratification (Lee and Ma 2012). Today, social media platforms connect individuals digitally. Social media users affirm brands by discussing their products and services among group members. The information provided by the group members is trustworthy for the users when compared to those that originate with marketers or corporations (Chi 2011). Thus, personal experiences could affect the attitudes of other users towards the brands. The priority of the users when joining various virtual brand communities is socialization and entertainment. Interactive, easy, and fun search facilities provided by the corporations could generate positive attitudes towards the brands. Offering coupons, updates, and other advantages to customer groups could motivate other customers to join the groups associated with the brand to benefit from the promotional activities. Furthermore, social media platforms allow marketers to personalize their brands and allow users to establish easy and interactive relations with preferred brands. The establishment of powerful connections and relations between brands and consumers on social media platforms is the main duty of marketers (Kwon and Sung 2011). Attitudes toward the brand on social media could be affected by the development of emotional ties. When users inform others about their interactions with their favorite brands on social media, they indirectly trigger their peers to join these brand communities and benefit from similar advantages. This significant outcome would reflect on social media as an extension of word-of- mouth promotion. Continuous connection and interaction building with the users on social media could improve the perceptions about the brand (Phan 2011), and attitudes towards the brand, and ultimately affect purchase decisions. Thus, for marketers, social media provides opportunities that affect their communications with consumers and others.


2.3. Social Commerce

E-commerce transactions and activities conducted on social media are called social commerce. Social commerce includes the use of social media for e-commerce activities and transactions. According to a definition by Stephen and Toubia (2010), social commerce is an internet-based form of social media where individuals participate to sell and market their products or services to communities (p. 215). E-commerce cocreates value by facilitating connections and relations between buyers and sellers, while with social commerce, the value is mainly created by a network of interactions among actors. In e-commerce platforms, co-creation is dual between a customer and a firm, while in social commerce resource (information and knowledge) integration and service-dominant logic are fundamental antecedents that could be implemented between multiple actors such as individuals, organizations, and institutions (Vargo and Lusch 2016). Sources such as ideas, information, and knowledge could be exchanged easily between multiple actors via social commerce, which leads to the integration of operative sources such as products and currency between the seller and the buyer.

Social commerce includes four inside-out layers: individual (personal activities, profiles), conversation (exchange of information and knowledge), community (connection and support), and commerce (purchase) (Huang and Benyoucef 2013). These four social commerce layers cocreate value among several actors, leading to several interactions between multiple actors.

There are two types of social commerce: the first is based on e-commerce websites such as Amazon (www.amazon.com). This category is created with Web 2.0 tools to improve the interaction among the customers and content generation. This type of social commerce restricts the interaction amongst the customers to posting comments that other customers could view, adding other customers, sending private messages, or creating communities. The second provides e-commerce facilities and is based on Web 2.0 platforms such as the Armani Exchange on Facebook. Content could be co-created in various forms by both e-sellers and customers in these social commerce platforms that provide various C2C and B2C connections. In this type of social commerce, e-dealers could demonstrate their creativity across the social commerce platform by uploading news, pictures, videos, and promotions. In e-commerce, various forms of interactions are significant between customers and e-dealers throughout the social commerce platform. Social commerce platforms allow customers to interact with other customers and e-sellers, and comment on and react to a product or an e-dealer on the platform.


3. Technology Use in Social Media and Customer Relations Performance

Marketing managers have extended and deployed extensive customer management (CRM) technologies between the late 1990s and early 2000s. Today, marketing managers focus on social media applications to integrate technologies, which include processes and systems to develop new capabilities that lead to more powerful customer relations. The merger of social media technologies and CRM systems yielded a new CRM concept that incorporated the network and a more collaborative approach to customer relations management. Lately, the term social CRM describes a new method to maintain and develop customer relations. Social CRM is a combination of customer-oriented activities and technologies, systems, and processes that improve customer relations and encourage customer engagement in collaborative communications on social media applications (Greenberg 2010). Investments in social CRM technologies have been significant in recent years due to their great potential. In 2020, social CRM spending increased by more than 40% to one billion dollars when compared to 2013. CRM technologies increase business value when they are integrated with other corporate processes and resources (Chang et al. 2010, Srinivasan and Moorman 2005).

Information technology is a main component of CRM (Chang et al. 2010). CRM technology refers to “the degree to which firms employ support technologies to manage customer relations” (Chang et al. 2010: 850). Social media applications introduced new customer-centric tools, which allow customers to interact with network members and firms. In particular, certain applications such as Facebook, LinkedIn, and Twitter allow interactions between network members via customer- centric tools. Social media applications provide greater access to customer information on the interactions between the firms and the customers or among the customers. Certain functional obstacles are provided through social media technology, consistent with CRM content that includes conversations, posts, relations, and groups.

Posting is a technology to distribute, exchange, and receive digital content produced by the users (e.g., video, image, text, etc.). This is similar to the concept of data reciprocity which includes processes and activities that encourage interaction and sharing amongst customers and favorably affect the relation management capability of the corporations.

Conversations facilitate the interaction between the firm and customers and the capture of relationship data. Relations allow customers to communicate and build community networks with other customers and allow the organizations to use the data exchanged on these networks. Ultimately, the groups lead to the improvement of brands, products, or specific topics emphasized in online user communities. Posting, conversations, relationships, and group technologies allow organizations to access the discussion information in online communities, social networking applications, blogs, or forums, mainly about customer requirements, experiences, and complaints. Furthermore, online support communities allow for interaction between customer networks and organizations to solve service problems and create and disseminate the captured data within the organization (Bagozzi and Dholakia 2006). Sales could be improved with social media technologies based on two factors: (1) a better understanding of the fundamental social networks between the customers and their prospects (Üstüner and Godes 2006), and (2) external and internal collaboration that leads to better customer solutions. Briefly, social media use would affect the social customer relations management capabilities of the organizations, and in turn, would lead to the improvement of customer relations and customer engagement in collaborative communications.

Social CRM capabilities emphasize the organizational ability to improve customer relations and customer collaboration. Social CRM capabilities lead to strong customer relations and improve customer relations performance that positively affects customer loyalty and satisfaction (Hooley et al. 2005). Technologies allow organizations to coordinate the employment of customer data and conduct efficient and effective interactions with the customers (Ahearne et al. 2007). Marketing technologies positively affect customer satisfaction and customer relations performance by sharing the data and improving internal communications (Wu et al. 2003).


4. Social Media Marketing

The objectives of social media marketing include creating online traffic, user interaction, and sales, decreasing marketing costs, and improving the brand awareness and the brand image of these companies on these platforms (Bianchi and Andrews 2015, Schultz and Peltier 2013). Organizations could track and analyze customer posts, their views, and activities on social media, leading to a more sensitive and reactive social media marketing (Schweidel and Moe 2014). Furthermore, several corporations try to reduce inadequate social media use by establishing in-office social media rules. Particular social media marketing challenges and objectives could depend on organization and industry size.

There are fundamental and functional building blocks in social media such as posts, conversations, presence, identity, relations, reputation, and groups. Marketers employ these elements in various degrees to create value for the customers. Significant roles that consumers associated with the brands and corporations in social media could determine the efficiency of social media marketing. Social media users could evaluate brands and companies as “party crashers”, “interlopers”, or “unwanted guests” in the communication space (Schultz and Peltier 2013). However, several users expect companies to be present on social media and by either hash-tagging the company or mentioning the brand, they try to pull companies into social media interactions (Canhoto and Clark 2013). Thus, companies encounter various consumer requests, where certain consumers reject the invasion of the social media space by the company, while others are comfortable with proactive corporate engagement. Finally, both the product and the industry influence the impact of social media marketing. According to Corstjens and Umblijs (2012), the influence of social media marketing could vary based on the competitive nature of the industry. For instance, in the hospitality industry, the efficiency of social media efforts is affected by corporate reputation.


4.1. Social Media Marketing Scope

Organizations employ social media marketing to push content to individuals, customers, or employees for pure communication. This is called the defender approach which refers to the employment of entertaining content. On the other hand, the explorer approach focuses on the employment of the collaborative, integrative, and interactive potential of social media. In the defender approach, although customers could communicate with the company on social media, they could receive no standardized responses. In contrast, companies that adopt the explorer approach conduct social media marketing activities to create and preserve mutual relations with the stakeholders. The explorer approach is collaborative and aims social media marketing at targeted corporate stakeholders such as current and potential employees and customers, suppliers, and society. The focus of this approach is the acquisition and employment of the feedback provided by each stakeholder on the social media platforms and the possible contribution of each stakeholder to the corporate value. Thus, managers should determine the general aims of communication for each stakeholder group based on the online and offline image of the organization (Felix et al. 2017).

The explorer approach facilitates collaborative, integrative, open, and two- way communications beyond the simple publication of the information. In the explorer approach, collaborations between the customer and the organization, the organization, the government, or external interest groups are tools of stakeholder management. Although the defender approach emphasizes only the customer side of social media marketing, the explorer approach goes beyond posting product information to catch up with the social media marketing era, motivating individuals to post on social media platforms. Thus, as argued by contemporary relations marketing the explorer approach employs the opportunities to establish real relations between the stakeholders (Payne and Frow 2005).

Social media marketing configurations should be based on organizational hierarchies and responsibilities. The focus of social media marketing is the individual with the responsibility to post and interact on social media. Integrated social media marketing activities should be fitted with overarching organizational strategies. Either networked or hierarchical social media marketing could lead to various organizational advantages.


4.2. Social Media Marketing Activities

Online media platforms and applications that constitute social media aim to facilitate content sharing, collaboration, and interaction. Social media as a communication tool is employed by governmental organizations, social networkers, and businesses. Organizations and corporations actively use social media for marketing and advertising purposes. The commercial interactions with consumers on social media could lead to low-cost integrated marketing activities when compared to previous methods. Social media integrated with other online marketing strategies could have a significant impact on brand reputation (Kim and Ko 2010). Companies without social media engagement miss the opportunity to reach their customers. A significant number of individuals communicate information to others on social media, gradually increasing customer value. Thus, the effect of social media on customers and customer value should be factored in by corporations and brands.

The world of fashion benefited from these technological advances by encouraging customers to interact with luxury brands. Blogging and networking activities conducted by fashion brands increased the participation of luxury brands in social media activities. Interaction with the customers on social media leads to affection and interest for the brands and is associated with the desire of the customers for luxury. The employment of social media by luxury brands started to increase in 2009. Social media plays a key role in brand success in the luxury industry (Phan et al. 2011). Gucci, Burberry, Dolce & Gabbana, Chanel, Louis Vuitton, Yves Saint Laurent, and Stella McCartney are examples of successive and active fashion brands on social media.

Marketers could reach customers via communication by building personal relations and utilizing the obvious opportunities provided by social media (Kelly et al. 2010). Kim and Ko (2012) categorized social media marketing efforts by luxury brands as follows: entertainment, interaction, trendiness, customization, and word of mouth. Yadav and Rahman (2017) classified e-commerce social media marketing activities as interaction, information, personalization, trendiness, and word of mouth. In the current chapter, social media marketing efforts are discussed in entertainment, interaction, trendiness, customization, advertisement, and word of mouth categories.


4.2.1. Entertainment

Hedonic social media users seek pleasure, amusement, and entertainment for joy (Manthiou et al. 2013). Certain studies indicated that entertainment was a powerful motivator of social media use (Muntinga et al. 2011). According to Muntinga et al. (2011), brand-related content is consumed by social media users for relaxation, joy, and amusement. Escapism and relaxation are the main reasons for those who seek entertainment and leisure content on social media (Courtois et al. 2009).


4.2.2. Interaction

The communication between brands and customers has been fundamentally modified by social media interactions (Gallaugher and Ransbotham 2010). User-generated content for social interaction is a beneficial motivator for users (Daugherty et al. 2008). Social media could create spaces for the parties to exchange ideas and engage in discussions, as well as provide customer support. Social interaction refers to the discussions and interactions among users who desire to meet like-minded individuals on social media platforms associated with brands (Muntinga et al. 2011). Based on the nature of this interaction, social media could be categorized into content-based and profile-based groups. In particular, individual members are at the center of profile-based social media. The basic aim of this group is to encourage social media users to communicate about certain topics and/or discuss the interests of the members. Profile-based social media is interested in the user and focuses on encouraging connections. While the focus of content-based social media is the content, comments, and discussions. The underlying aim of this group is the access of the users to certain available content that they are interested in. Activities, unique content, member profiles, practical benefits, and open discussions with the brands/companies could improve interaction. The sympathy and credibility of the brands/firms could be increased by creating and developing this relationship (Manthiou et al. 2013).


4.2.3. Trendiness

Social media could provide hot discussion topics, the latest news, and search channels for core products (Naaman et al. 2011). For reliable information, customers prefer various social media channels and employ these more frequently (Mangold and Faulds 2009, Vollmer and Precourt 2008). Four sub motivations are employed in social media trends that include knowledge, surveillance, prepurchase information, and inspiration (Muntinga et al. 2011). Surveillance refers to the observation of the social environment and receiving updates. Knowledge includes brand information that customers receive from other consumers based on the speciality and the knowledge of the latter to learn more about a brand or product. Prepurchase information refers to various data acquired by reading product reviews in brand communities for better purchase decisions. Inspiration is associated with keeping up with the current brand of information for new ideas.


4.2.4. Customization

Customization is associated with the degree of satisfaction of an individual with a service (Schmenner 1986). Brands could customize their websites with personalization for high brand loyalty and affinity (Martin and Todorov 2010). Customization describes the audience of interaction in social media. Based on the level of customization, two types of posts are available: broadcast messages and customized messages. A broadcast message targets anyone interested (e.g., Twitter tweets). While, a customized message targets a small and specific audience or an individual (e.g., Facebook posts). Certain brands such as Gucci and Burberry allow their customers to customize and design their products by sending personalized messages to individual customers to maximize online benefits.


4.2.5. Advertisement

Advertising is the most significant and promotive component of social media marketing, which could improve customer portfolios and sales (Mangold and Faulds 2009). Social media advertising has a significant impact on customer awareness and perception (Alalwan et al. 2017). Social media is a network with virtual and communicative properties which are perceived through the network tools. Interest in advertising could be acquired through perceptual and rational advertising methods (He and Qu 2018). The attraction is based on the psychological changes across the consumers and consumer emotions in perceptual advertising. The attraction could be achieved by interaction, music, and interpersonal influences on social media in perceptual advertising. These three components of perceptual advertising could improve commercial appeal by building and improving popularity, intimate relations, interactions between the businesses and customers, and amongst the customers, leading to a relaxed, happy, and interested state (He and Qu 2018). In other words, enterprises could improve attraction in perceptual advertising with a more positive and broad language on social media, which would enhance the entertainment dimension and build a positive relationship between advertised products and customers.

Rational advertising focuses on functions, data, and other rational elements to affect customers and the attraction could be improved by rational advertising through the exposure of product properties, intended use, and performance. The appeal could be improved by increasing credibility, functions, and participation in social media with rational advertising. This type of advertising allows the customers to perceive information, master their skills, and improve their knowledge (He and Qu 2018). In other words, businesses could improve professional knowledge with social media advertising. They could also increase the knowledge of products, and high-level functions of the products, and provide various kinds of information with advertising to make sure that customers rely on accurate and trustworthy information and perceive higher practical skill levels.


4.2.6. Word of Mouth (WOM)

Consumers generate and spread brand information to their peers, friends, and other acquaintances without constraints; thus, social media is an ideal tool for e-WOM (Kim and Ko 2012, Vollmer and Precourt 2008). Electronic word of mouth and online consumer-to-consumer interactions about brands are concepts associated with social media (Muntinga et al. 2011). E-WOM leads to higher empathy levels, relevance, and credibility and is more effective on customers when compared to other marketer-developed information on the Web (Gruen et al. 2006). Customer’s posts generate and disseminate sentiments, views, and branding comments (Jansen et al. 2009). E-WOM on social media has three dimensions: seeking, giving, and forwarding opinions (Chu and Kim 2011). Consumers with high levels of opinion-seeking behavior tend to look for other consumer views and recommendations during purchase decisions. Opinion leaders are consumers with high opinion-giving behavior and have a significant impact on the behavior and attitudes of consumers. Finally, online opinion forwarding facilitates information flow and is a specific attribute of e-WOM.


5. Social Media Outcomes

Social media platforms reformed the way customers interact with corporations and brands (Kao et al. 2016, Okazaki and Taylor 2013). Retail brands have adopted certain special modes of presence on social media to engage with customers extensively on social media. Retail brands should manifest social media strategies to encourage customers to a continuous and enhanced desire for their products and services in an attempt to increase sales.

Certain studies focused on the social media behavior of consumers and the way they are purchased on online channels (Demangeot and Broderick 2016, Gunawan and Huarng 2015). Certain factors affect customer engagement in social media platforms for product and service information, to purchase products and services, and communicate with retail brands. Interactive platforms allow retailers to connect and communicate with customers daily (Tafesse 2016). Thus, retailers search for strategies to employ social media opportunities to increase consumer engagement and purchases on social media sites (Assimakopoulos et al. 2017, Dessart et al. 2015). The social media outcomes and factors associated with the consumers are discussed below.


5.1. Social Media and Consumer Trust

The intrinsic human requirement to understand the behavior of others and the social environment creates trust, which is the focus of several transactions. Trust is a fundamental component of the adoption of online commerce (Hajli 2013). Customers, who experience problems in building trust, prefer not to purchase online due to the psychological distance and unregulated nature of online transactions. Thus, the management and cultivation of consumer trust lead to advantages for digital marketing firms (Grewal et al. 2004). Quality of information, reliable resources, and ease of use are the most important determinants of trust in sales on social media. Firms could protect their customers against harmful information for the approval of information quality. Social media users trust the firms that can deliver products and services, are honest, keep their promises, and are benevolent. Social media could improve the information exchange and collaboration experiences and facilitate communications when building trust (Kim and Park 2013). Thus, customer attitudes could be determined by the observation and interpretation of behavior. Overall, social media communications improve understanding and consensus (Brennan and Croft 2012) and lead to integrated strategies that are beneficial for customers and the corporation, improving trust.

Trust could lead to several positive outcomes for the firms. Trust has a positive correlation with the intent to shop in a social media store (Sembada and Koay 2021). Trust affects customer loyalty and the desire to buy.


5.2. Social Media and Consumer Attitudes

Positive and negative customer reactions to the advertised brand are associated with customer attitudes toward the brand (Najmi et al. 2012). Previous customer experiences and the influence of other individuals such as friends, peers, family, or other group members could lead to certain attitudes towards brands. Customer attitude towards a brand in a social media group associated with the brand could be influenced by the information mobilized by other group members. The messages of a trustworthy source affect the consumer attitudes towards the brand and purchase intent. Social media platforms provide an environment for the users to seek and share information and conduct discussions with others, shaping the user attitudes towards the brands. Attitudes towards the brands could affect customer confidence in the brands and purchase intent.


5.3. Social Media and Behavioral Consumer Intent

Ajzen (2002) described behavioral intent as an indicator of the readiness of an individual to conduct the given behavior. Expectations and desirable future behavior from the customers lead to behavioral intent. Behavioral intent indicates repetitive attendance of social media users on a brand platform. Behavioral intent could be measured by willingness to recommend, positive word of mouth, loyalty, and repurchase intent (Othman 2013).

Reasoned action theory (Fishbein and Ajzen 1980) is a model employed to predict behavior. TRA presumes that two motivational factors affect behavioral intent, including attitudes towards the behavior (an individual’s positive or negative assessments of the behavior) and subjective norms regarding the behavior (the perceived social pressure to do or not to do the behavior). The attitude associated with belief describes the views of individuals on conducting a particular behavior, and subjective norm refers to environmental and social pressures that lead to a certain behavior. Reasoned action theory provides an understanding of the social, environmental, or personal beliefs of individuals that motivate them to behave in a particular way. Customer belief is consistent with the outcomes of a performed behavior, while the subjective norm is associated with the influence of others on a particular behavior or intent. Social or interpersonal relations in social media platforms allows information sharing, entertainment, and also the ability to exert social pressure which affects customer attitudes towards a brand, affecting the brand choice and purchase intent.

Information Sharing: Marketers allow customers to join various social media communities associated with their brands to exchange information and views, affecting the attitudes of users towards their brands (Hair et al. 2010). Users tend to express their brand choices, purchases, preferences, and experiences on social media. This information produced by other members positively affects user attitudes towards a brand. Thus, marketers are active on social media to encourage the transfer of brand messages among the users, and ultimately generate customer attitudes towards the brand (Chu 2011). Social media users who trust virtual brand communities develop favorable attitudes towards the brands.

Social Pressure: Social groups or peers influence customer attitudes towards a brand and their contact preferences. When other members of a social media group engage with a particular brand, individuals are interested to acquire knowledge of the brand and the corporation; thus, the members of that social group develop an attitude toward the brand. Customers tend to associate it with various social groups to acquire more knowledge, suggestions, and views that would consequently affect their attitudes and purchase intent.

Entertainment: Delivering memorable, enjoyable, relevant, and valuable experiences affect user attitudes and their future purchase intent. Marketers provide various means of leisure and entertainment such as comments, discussions, videos/photos, etc. (Hair et al. 2010) to attract, entertain, build and sustain long- term relations with the customers, which in turn would generate brand attitudes. Marketers could mitigate price sensitivity, attract customers and affect brand attitudes by providing interactive and entertaining online search processes. Entertainment opportunities and resources on a particular brand site and social media platforms affect the customer attitudes towards the brand.

Favorable customer attitudes toward a brand are associated with behavioral intent (Veland et al. 2014). Consumer attitudes towards the usefulness of the information and subjective consumer norms positively affect the purchase of viral products or services (Gunawan and Huarng 2015).


5.4. Social Media and Consumer Engagement

The first study that measured engagement in marketing was conducted by Algesheimer et al. (2005) and reported the positive effects of brand community identification on intrinsic customer motivation to interact and cooperate with other members. Two conceptual articles published in 2010 determined complementary and distinct definitions of online and customer engagement behavior. Mollen and Wilson (2010, p. 12) reported that online engagement is a “cognitive and affective commitment to an active relationship with the brand.” Van Doorn et al. (2010, p. 254) argued that customer engagement behavior is “the customers’ behavioral manifestation towards a brand or firm, beyond a purchase, resulting from motivational drivers.” Hollebeek (2011) determined the cognitive, emotional, and behavioral aspects of engagement in direct brand interaction. Consumer engagement is associated with positive cognitive, emotional, and behavioral investments of a consumer in an object of focus (Brodie et al. 2011, Hollebeek et al. 2014) through direct or indirect interactions such as brand communities (Algesheimer et al. 2005), advertising (Phillips and McQuarrie 2010), or websites (Mollen and Wilson 2010).

Certain studies reported that consumer engagement is a social media outcome. The perceived ease of use and usefulness as the components of the technology acceptance model leads to a greater intent to engage in social media (Pinho and Soares 2011). Social media platforms have different influences on customer engagement, some include consumer promotion and others focus on brands (Smith et al. 2012). Four attributes of social media improve customer engagement: ease of use, information access, entertainment, and social relations (Mortazavi et al. 2014). Luxury brand social media marketing also affects customer engagement through social media content on the brand with high entertainment levels, interaction, and trend levels (Liu et al. 2021).

Endorsement, feedback, conversation, and recommendation are the components of the customer engagement metrics that reflect the level of engagement with posted content on a brand page and the size of the brand community on social media platforms (Dhaoui 2014). There are three different types of online customer engagement behavior based on customer activity levels, including consumption (least active), contribution (moderately active), and creation (most active) as reported by Muntinga et al. (2011). Consumption of the social media brand content represents the minimum engagement level and includes viewing and reading brand posts, and finally simply following the same behavior on social media. Contribution denotes moderate customer engagement and is conducted by sharing, liking, and commenting on brand posts. Finally, the highest level of customer engagement is creation, where the customers create content such as brand posts, articles, and reviews, and go beyond the simple consumption of or contribution to the brand posts (Schivinski et al. 2016).


5.5. Social Media and Consumer Commitment

The literature review revealed that consumer commitment is associated with emotional bonds and strong customer attachment. Building and sustaining good customer relations requires a solid commitment. Commitment is associated with the intent to share knowledge (Hashim and Tan 2015), purchase intent (Wu 2017), and brand or corporate loyalty (Markovic et al. 2018). Commitment has been considered the focus of user behavior and attachment perceptions (Tseng et al. 2017). Commitment includes two constructs that include cognitive and affective commitment. In social media, cognitive commitment measures the desire of the followers to maximize their gains, and affective commitment measures the emotional bond of the followers with a brand or the brand page. Affective commitment affects customer dedication to the brand community, while cognitive commitment affects follower perceptions about costs and the effort they spend to learn the functions and establish social relations within the community.

Social media brand pages have exclusive functions, which determine customer attitudes and behavior and affect customer commitment. The functional value of the brand page is measured by three key factors which include learning about the product, interaction, and entertainment. Learning about the product is associated with the effectiveness of the brand page in providing product knowledge. Customers visit the online brand communities to learn more and acquire knowledge about certain products. Furthermore, customers who desire to learn more about the products or services in a brand community could improve their cognitive identification and knowledge of the online brand community (Huang and Chen 2018). In other words, learning about the product and the cognitive analysis of the customers on the ability of the brand page to provide professional product knowledge contributes to the cognitive commitment to the social media brand page.

Powerful social media relations within a brand community could improve social brand identity. Another determinant of the functional online brand page value is interaction, which reflects the social interactions conducted on the brand page either with other members or with the company. Social media brand pages allow customers to establish and expand social ties with other members and the brand and enhance their belonging and commitment to the brand community (Kamboj et al. 2018). Interactions on the brand page allow the customers to exchange ideas and information with others, motivate them to engage, and improve their cognitive achievements (Carlson et al. 2019). Interaction with the brand and others on the brand page fosters the establishment of emotional bonds, improves social involvement, and contributes to cognitive and affective commitment (Tseng et al. 2017).

The final determinant of the functional value of an online brand page is entertainment, which is associated with the fun, excitement, and pleasure experienced on brand pages. The emotional value of a brand page is entertainment, which describes the internal joy and fun that customers experience on the brand page (Gummerus et al. 2012), intrinsically motivating them for more. Entertainment is inherently hedonic and could be encouraged by the entertainment and interesting information on the brand page (Tseng et al. 2017). Entertainment leads to emotional attachment (Chen 2013), strengthens the emotions of the customers to develop emotional ties with the brand, and finally affects the affective commitment of the customers.


5.6. Social Media and Loyalty

Aaker (1991) described brand loyalty as the attachment of a customer to a brand. Loyalty facilitates repetitive purchases. The social media environment allows the firms to engage with their customers and improve this engagement to significant levels (Krishen et al. 2016) by building and improving direct and personal relations and offering exclusive customer experiences. Social media provides several tools to promote customer loyalty. Organizations could engage in target markets on social media sites with several methods for improving customer loyalty (Gruen et al. 2006). Companies could develop and maintain customer loyalty through social media communications (Krishen et al. 2015). Particularly, the development and publication of information and responsiveness of social media allow the organizations to provide, sustain and strengthen customer-brand relations and communications, improving brand loyalty (Ismail 2017). Firms that are successful and responsive, attentive, with interactive, and customized activities on social media are more likely to improve brand loyalty and customer engagement. Thus, firms that actively employ social media would achieve a higher level of brand loyalty.


5.7. Social Media and e-WOM

Word of mouth (WOM) is a person to person and verbal communication observed between a receiver and a communicator, who send non-commercial messages associated with a product, service, or brand. Communication media has changed over the past few years by technological advances, and WOM became the Electronic Word of Mouth (e-WOM). E-WOM refers to all informal communications on the internet that target customers, who are interested in the properties, use, or sellers of particular products, services, or brands. Both the views of the receiver and the sender are considered in e-WOM. To understand the impact of e-WOM on consumer perceptions that directly affect the performance of the firm in the market, e-WOM was classified as positive and negative e-WOM (Tang et al. 2019, Wakefield and Wakefield 2018). Users could receive or send positive and negative information. Thus, due to the global popularity of social media and the significant impact of e-WOM on customer perceptions, marketers had to determine the vital effects of e-WOM on the improvement of social ties and brand equity. Brand equity is an intangible asset and denotes the value inherent in a brand name, which is associated with beliefs, awareness, perceived quality of the brand, and brand loyalty. Positive and negative e-WOM affects brand equity (Aoki et al. 2019) and brand perceptions (Murtiasih and Siringoringo 2013).


Conclusion

Modern consumer management provides a transactional framework that includes the pre-, during, and post-sale continuum and improves engagement (Harmeling et al. 2017). The experimental, enduring, and reciprocal nature of customer-brand relations lead to the emphasis on modern consumer management. Communication, social interaction, and social media sharing have associated engagement with digital spaces. Companies join social media to strengthen their brands, improve their business value, establish long-lasting relations and conduct active communications with their customers. Theoretical and practical implications of social media in brand building, improving brand strategies, and brand management have been discussed in several studies. Companies or brands seek successful and effective methods to reach and engage their customers on social media platforms. The current research contributes to the literature by providing a comprehensive framework for the perception of the effects and outcomes of social media and marketing activities.

The present study was conducted to investigate the effective and determinant role of social media and social media marketing in consumer behavior. This chapter focused on the behavioral effects of social media on customer behavior. For this purpose, social media marketing efforts are discussed. Social media marketing activities were selected and discussed based on the entertainment, interaction, trendiness, customization, advertisement, and word of mouth dimensions. The literature review demonstrated that social media and social media marketing activities positively affect the sense of trust, attitudes towards the brands, behavioral intent, engagement, commitment, loyalty, and electronic word of mouth activities of the consumers. Communications on social media lead to concurrent and integrative strategies, improving trust. Confidence of the consumers in evaluating the brands and brand messages from trustworthy sources are associated with consumer attitudes towards the brand and affect their purchase intents. Favorable consumer attitudes towards the brands and the usefulness of the information available in virtual markets affect their behavioral intents. Sharing information, entertainment, and social pressure in interpersonal relations on social media affect consumer attitudes and behavioral intents. Social media platforms allow endorsement, feedback, conversation, and recommendation that are positively and directly associated with consumer engagement in brand communities. Brand and social media commitment of the consumers is affected by three exclusive functional values of social media brand pages: learning the product, interaction, and entertainment. Attentive, responsive, interactive, and customized efforts on social media improve brand loyalty and positive e-WOM which play key roles in corporate success.
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1 Introduction

In today’s competitive and technologically connected world, the use of social media networks and their rapid growth initiated a new way for data analytics. Social medial is one of the most significant sources of information, knowledge, opinion, and sharing experiences. It strongly affects the attitudes, perceptions, and buying decisions of many of the customers of an organization, especially as it rapidly creates a memory in the customers’ minds for the brands and products of that organization. For instance, Twitter has more than 200 million members around the world (Huff Post Tech 2011), while Facebook boasts over 800 million members worldwide (Facebook 2011). According to a report from an eMarketer in 2017, there are 1.82 billion users worldwide who have used social media tools such as WeChat and Facebook Messenger (Yang et al. 2019). Social media provides many opportunities for organizations. It provides a low- cost marketing channel to increase the customer’s awareness of the organization’s brand, products, and services (Bekmamedova and Shanks 2014). Social media is defined as a “group of internet-based applications that build on the ideological and technological foundation of Web 2.0, and that allow the creation and exchange of user-generated content”. Web 2.0 refers to the technological infrastructure in which users modify applications in a participatory way (Ananda et al. 2016).

During the past ten years, millions of internet users have visited thousands of social media sites worldwide. These sites have created many free services to help people stay connected with their friends, to share photos, videos, information, etc. (Kim et al. 2010). Many users on social media can get benefit from the availability of a tremendous number of people on such platforms. Many organizations share photos, and videos and post products on social media such as Facebook, Instagram, Twitter, LinkedIn, YouTube, etc. They can also respond to an individual’s positive and negative comments that have been made about their brand, product, and services over social media. Many users on social media can get benefit from the availability of a tremendous number of people. In the modern economic and technological world, social media tools such as Facebook, Twitter, YouTube, or WhatsApp, play an important role in information dissemination and provide a convenient environment for information exchange among various actors such as ordinary people, businesses, and government. It may become a source for collective actions. Collective actions might affect economic development, public safety, and social order (Cihon and Yasseri 2016).

Social Media Action Analytics collects, analyses, and interprets actions performed by social media users, including likes, comments, dislikes, mentions, shares, and endorsements. Actions Analytics are mostly used to measure the effects of the customers of an organization on social media. Social media users are actors who could be affected positively or negatively by an organization’s offers. Organizations can work on their strategies to draw customers’ attention to their brand, product, and services. The users can decide about an organization’s offers marketed on social media or offered for tests and customer feedback. Marketers on social media such as Facebook, Twitter, or YouTube could be active to accelerate interactions with their customers to generate favourable buying behavior. The marketing actions aim to communicate the organization’s internal capabilities to its target market and create long-term relationships with end-users, customers, and channel members with actions such as engaging customers and end-users in sharing brand experiences or sharing premium practices with business partners.


2 Social Media

Social media is a recent phenomenon that is widely used by marketers as part of their strategy. Social media can be defined as an internet-based application that is used by users to share content on the web. Consumers’ attitudes, experiences, opinions, and feelings towards brands, products, and services are included as social media data. The analysis of social media data enables an organization to increase the awareness of customers about its products, services, brands, events, marketing campaigns, and overall market trends (Bekmamedova and Shanks 2014). Social media can facilitate relationships with customers and realize the promise of the marketing concept, market orientation, and relationship marketing by providing tools to satisfy customers’ needs and wants and build a long-term relationship with them (Abbas et al. 2018).

In today’s world, social media has changed the way customers engage with products, services, and brands. It affects customers’ attitudes, feelings, perceptions, and purchasing decisions (Kaplan and Haenlein 2010). Social media provides organizations with many opportunities including low-cost marketing channels, to increase customers’ awareness associated with brands, products, and services (Kiron et al. 2013). It also enables organizations to improve their relationships with their customers through better management on a real-time basis. Social media has both positive and negative effects. Many users excessively spend their time on a tiny detail of their friends’ activities. Additionally, many of them lose employment entrance opportunities and lose a sense of what is appropriate.

Social media such as Facebook, YouTube, WhatsApp, Twitter, and others have fundamentally changed the interaction between consumers and firms in recent years (Hoyer et al. 2010, Kaplan and Haenlein 2010, Kim and Chae 2018). In the past ten years, hundreds of millions of internet users have visited thousands of social media sites worldwide. They have utilized the free services provided to stay connected with their friends to share photos, videos, information, etc. Many users on social media can get benefits from the availability of a tremendous number of people. Social websites have become a potent means for for-profit and non-profit organizations to market their products and services and manage better customer relationships (Kim et al. 2010).

Many businesses share photos, and videos and post products on social media such as Facebook, Instagram, Twitter, LinkedIn, YouTube, etc. They can also respond to peoples’ positive and negative comments that have been made about their products and services. In the recent world, many businesses invest in their social websites and assign skilled and expert employees to manage their content on the web and run the business there too. Many small businesses conduct their daily operations on social media such as Facebook, WhatsApp, Twitter, and YouTube. They post announcements and persuade employees to share work- related documents and exchange messages (Kim and Chae 2018). Social websites make it possible for individuals to form online communities and share user- created content and messages. Individuals could be restricted users who belong to a specific organization or maybe internet users.


3 Social Media Actions

The internet has accelerated the use of social media tools, especially Facebook, WhatsApp, Facebook Messenger, Twitter, YouTube, TikTok, etc. These tools play an important role in the lives of the users for practices such as information diffusion and make it a more suitable environment for information interchange among actors such as common people, businesses, and governments. It may become a source for collective actions. Collective actions might affect economic development, public safety, and social order (Cihon and Yasseri 2016). For example, in 2011, the voluminous collective action called “Occupy Wall Street,” started in New York, jumped from tens of local customers to tens of thousands of customers from over 950 cities in North America, Europe, Oceania, and Asia. This illustrates that social media can rapidly provide faster means for information dissemination. Researchers are trying to identify actions from different aspects such as regular social media activities, social emotions, and communication patterns.

Some research shows that more than 75% of protests are planned, organized, and announced in advance, and people are likely to express these topics on social media (Muthiah et al. 2015). Companies have to create a strong relationship with their customers over the Internet. They must inform their customers about their products and services or any other updates through any source of communication because customers anticipate receiving high-quality services from the dealers. Consumers feel confused due to a large amount of information presented on the Web and they may not trust this information rendered by the dealers (Sturiale and Scuderi 2013). Consumers refer to virtual groups, online consumers’ associations, or other online opinions to solve this problem. Companies are trying to create virtual communities, blogs, and online pages on social media, especially on Facebook, YouTube, and Twitter. A virtual community is an individual’s social network community in which individuals communicate by electronic means such as the internet, which were established to meet the need for information, interests, communication, and entertainment (Armstrong and Hagel 2000).

Goh et al. (2013) state that marketers must be active on social media, especially on their Facebook or YouTube pages and accelerate interactions with the customers to procreate convenient buying behavior (Colicev et al. 2016). One of the best social media actions is marketing, as marketing activities are the key to the success of any organization. The marketing actions aim to illustrate the organization’s internal capabilities to its target audiences. Some examples of these actions are sharing success stories on social media (Andzulis et al. 2012), social media advertisements (Curran et al. 2011), or customer appreciation content (He et al. 2013). They aim to create long-term relationships with end-users, customers, and channel members with actions such as engaging customers and end-users in sharing brand experiences (Phan et al. 2011) or sharing premium practices with business partners (Jussila et al. 2014).

Social Media Action Analytics collects, analyzes, and interprets actions performed by users of social media, comprising likes, comments, shares, dislikes, mentions, and endorsements. Actions Analytics are widely used to measure the effects of the customers on organizations over social media. Within this research actions on social media have been separated into brand actions and user actions. It evaluates social media actions and user actions on the three basic social media tools (Facebook, YouTube, and Twitter) because these actions affect brand value. Brands on social media actions can be engaged by sharing new photos and videos on Facebook, posting videos on YouTube, and tweeting on Twitter.


3.1 Brand and User Actions on Facebook

Brands can be used for various purposes on Facebook pages, such as disseminating information and creating a sentiment within society.

Goh et al. hinted in 2013 that marketers must be active on social media to generate favorable purchasing behavior. McCann (2013) demonstrates that responding to people’s complaints over social media makes them feel valued and persuades them to recommend their brand to others. Brand actions on Facebook pages are photo and video sharing and status updates, while user actions on Facebook pages are liking, commenting, and sharing. Brand actions on the Facebook page are directly connected to user actions on the Facebook page and depend on the number of likes, comments, and shares on brand posts. A ‘Like’ is an emblem that is used to indicate someone is interested in a brand, while a comment is a written remark that expresses an opinion or reaction. It should be noted that user action on a Facebook page can positively or negatively influence brand value. Mazin (2011) describes that half of the users on Facebook share positive actions to various brands on the Facebook page. Thus, we suggest that user actions are positively related to brand value.


3.2 Brand and User Actions on Twitter

Twitter was primarily created by Jack Dorsey, Noah Glass, Biz Stone, and Evan Williams on 21st March 2006 to distribute short messages via mobile phones or personal computers and promulgate conversation (Twitter 2012). Users on Twitter can create dialogue, pursue specific topics, and push the number of followers to millions. Twitter messages should not be exceeded 140 characters and can be on any subject such as jokes, news, politics, etc. However, Jansen 2009 highlighted that 19% of aggregate tweets are brand-related tweets.

Brand actions on Twitter are the total number of posted tweets on their particular Twitter account, which assists to disseminate information and develop user awareness (Toubia and Stephen 2013). Culnan et al. (2010), in their research, found that retweets on Twitter and the wide number of followers can lead to the outstanding performance of a firm. Active followers on Twitter can potentially affect brand performance. For instance, Yadav et al. investigated the relationship between sales and followers of Twitter in 2013. They found that effective use of Twitter can affect pre-purchasing decisions and subsequent sales.


3.3 Brand and User Actions on YouTube

Generally, users are more interested in disseminating images and videos than written text (Turri et al. 2013). YouTube allows users to upload various types of videos, view them, share them, rate them with likes and dislikes, make comments on videos, and subscribe to other users. Brand actions and user actions on the YouTube channel are subscriptions and the number of videos viewed on the YouTube channel. Brands use YouTube channels to disseminate information, create awareness, and prescribe a solution to an issue. Brands typically post videos of the products, exhibitions, and brand-related events. Brands on YouTube channels must attract more subscribers and persuade them to watch their own branded or brand-related videos (Liu-Thompkins and Rogerson 2012). Research have shown that in May 2019, over 500 hours of videos are uploaded to YouTube every minute (Loke Hale and James 2019). It shows that more than half of the consumers (52%) describe that product and brand videos make them more convenient in online buying decisions and persuade them to purchase a product (Colicev et al. 2016). Research shows that in May 2019, over 500 hours of videos are uploaded to YouTube every minute (Loke Hale and James 2019).


4 Social Media Influencers and Process of Influencing to Action

Social media such as Facebook, Twitter, TikTok, Instagram, etc., encourage people to engage via liking, disliking, commenting, or sharing other people’s posts. Such interactions among the users on social media create social bonds and increase their attachment and emotional belongingness to the community (Lin et al. 2019). People tend to do this for their friend’s or family members’ posts as well as for unrelated individuals’ posts too. This influence happens when users watch, read, like, and comment on sponsored brand posts uploaded by that individual (Van Dam and Van Reijmersdal 2019). Through such interactions with users, social bonds are created, and users become more open to expressing their opinion about a brand’s different products and services.

The users of social media can follow different types of organizations’ products and services and various people’s opinions regarding different things. Social media users are actors who could be affected positively or negatively by an organization’s offers. Organizations can work on their strategies to attract customers’ attention to their brand, product, and services. The users can decide about an organization’s offers marketed on social media or offered for tests and customer feedback. For instance, an organization offers its products and services for marketing or customers’ attention on social media. It can affect the customers’ attention to follow, like, or purchase the products and services or offers them. Social Media is the fastest way to influence users’ opinions about a product, service, information, knowledge, experience, etc.


5 Social Media and Collective Actions

One of the more important services on the Internet that applies web technology to connect individuals is social media (Kim et al. 2010). With the help and swiftness of the Internet and social media, users can rapidly contact, exchange and share information, and build strong relationships with various organizations. Social media provides users with the opportunity to create value with enterprises. Users or consumers of social media are the actors that create value. Hargrave and Van de Ven (2006) proposed a collective action model for investigating co-creation on social media. According to the collective action model, “change and innovation” would come from users’ interaction and dialectical processes. Through the continuous interaction and dialogues of the users, community consensus creates pressure on enterprises to change. Activities necessary for network building include creating and extending a digital network in which participants can identify relevant interests and retain communication with others to have a sense of participation (Gibbons 2004).

Researchers attempted to identify collective actions from various aspects such as social emotions, changes in communications, etc. Collective actions might influence the social order, public safety, and economic development. It is usually unified by individuals to extend their social status and achieve a common objective (Ahuja et al. 2018). Collective actions in social media are typically social movements, including fundraising for non-profit organizations or volunteering for community services (Cihon and Yasseri 2016). Most of the research has examined how social media allows social movements to reach crucial masses (Harlow 2012, Lovejoy and Saxton 2012) and how strong-tie networks are effective in attaining consumers to approve products, which may lead to a greater purchase intention (Wen et al. 2009).


5.1 Collective Actions on Facebook

Social media is an ideal platform for the commencement of collective actions (Valenzuela 2013). Social media is a modern dominant tool for public relationships. It identifies industries through its leaders and social influencers and cooperates with social influencers to disseminate messages to certain audiences (Leszczynski 2016). Facebook helps social media users construct personal identities and connect with diversified networks based on their socialization needs. Users tend to follow Facebook groups in which they are interested in sharing information, and Facebook allows users to keep tracking news of those groups. Group interaction cooperates with Facebook users to construct trusting and mutual relationships with other group members developing further opportunities to stimulate people to engage in collective activities in online communities (Kobayashi et al. 2006, Valenzuela et al. 2009).


6 Motivation

Motivation is one of those factors that can affect the behavior of people on social media to act towards specific brands or products of an organization. Motivation is derived from the word “motive,” which means needs and desires. It is the process of stimulating people to perform actions towards achieving an organization’s goals. Motivations are the goals that an organization pursues and guide the subsequent actions. Larson and Watson (2011) identify awareness, persuasion, and collaboration as motivating consequences. Persuasion and collaboration are important tools for the strategic use of social media, while awareness is associated with the intelligence, marketing, and sales functions of a customer within an organization (Kiron et al. 2013). Jackson, referenced in Kleinginna, and Kleinginna (1981), illustrates that Psychologists use motivation to indicate internal processes such as hunger that direct an organism’s behavior. Robert, referenced in Kleinginna, and Kleinginna (1981), describes that motivation is a term that is broadly concerned with the contemporary determinants of potency, choice, and persistence of goal-directed behavior.

In some theories, motivation refers to intentionality and competence. Motivation emphasized the role of intrinsic motives in humans’ behavior. Of course, various activities might be chosen to satisfy intrinsic motives such as the desire for stimulation and curiosity. Any of these activities might come to be engaged beneath the control of external reinforcement (Pittman and Heller 1987). In some theories, motivation is a neural process that forces the organism to some actions. Peter, referenced in Kleinginna, and Kleinginna (1981), describes that motivation is the nervous system that determines what an organism will perform actions at any moment. However, the concept of motivation includes four considerations:

	The fact that behavior emerges anticipatory or purposive.

	The hedonic aspects of motivation.

	The popularity of the assumption that motivation originates from bodily deficits.

	The psychological mechanism intercedes motivation (Kleinginna and Kleinginna, 1981).


According to Kleinginna and Kleinginna (1981), motivation is concerned with changing emotional status, physiological status, habits, attitudes, values, incentives, and other environmental effects. They explained that motivation has three main aspects: 1. The driving state within the organism set in motion by environmental stimuli, mental events, or physical needs. 2. Behavior. 3. A goal that is directed by the behavior. Different types of motivation are frequently described as intrinsic motivation, extrinsic motivation, identified motivation, and introjected motivation. These motivations are derived either from internal or external sources as well as from action or non-action.


6.1 Intrinsic Motivation

Harlow (1953) and White (1959), referenced in Vansteenkiste et al. (2006), did the pioneering work on intrinsic motivation and refer to it as a person’s internal motivation or representing engagement in an activity for its own sake (Deci 1971). White (1959) highlighted that a need for competence underlies intrinsic motivation, in which humans engage in many activities to experience a sense of competence. Later, deCharms (1968), referenced it in Vansteenkiste et al. (2006), which illustrates that people with basic motivational trends engage in personal activities. Intrinsic motivations arise from within the individual, such as doing a complicated task to solve a problem. Travelling somewhere to explore different cultures, investing money because you want to become rich, and working in a team because you enjoy collaboration are examples of intrinsic motivation.


6.2 Extrinsic Motivation

Extrinsic motivation arises from external factors and depends on a person’s behavior towards performing a task and learning a new skill. Extrinsic motivation can be tangible rewards such as money or grades and intangible rewards like praise or fame. When individuals are motivated extrinsically, they do something to gain external rewards. Extrinsic motivation is a useful tool for persuading someone to complete a task. For instance, a teenager washing dishes at home to receive an allowance (Legault 2016). Studying well to get a good grade, working to earn money, paying taxes in order to avoid fines, purchasing one to get free sales, and pursuing a certain degree to make your parents proud are some examples of extrinsic motivation.


6.3 Identified Motivation

Identified motivation occurs as a feeling or understanding of a need to perform some tasks. In identified motivation, a person values a goal and believes that is a personally important activity to him or her. An example of identified motivation is that a student is studying hard for a university entrance exam because getting into a university is important for the student (Assor 2009).


6.4 Introjected Motivation

Introjected motivation is like intrinsic motivation, but it is a negative form of motivation that results from non-action, such as a poorly done task and the person feeling guilty for it. The source of the behavior is a shame, guilt, or worry. Introjected motivation is more common than individuals might believe and takes many forms, such as a boss in an organization making comments about the poor work someone performed (Assor 2009).
[image: ]Figure 1 Four forms of motivation
Traditionally, research on motivation and actions has focused on the role of motives, expectations, attribution, need, and wants (Gollwitzer and Oettingen 2015). For instance, when an organization focuses on the needs and wants of the customers to be satisfied, they can attract many customers. Customers are most interested in following those organizations that recognize their needs and wants. Motivation is a driving force behind human actions and gives us an explanation as to why a person does something. Motivations include better customer engagement and increased brand awareness.


6.4.1 Customer Engagement

The Advertising Research Foundation primarily defined customer engagement in March 2006. A series of empirical studies conducted by the Economist Intelligence Unit defines customer engagement as “an intimate long-term relationship with the customer” and illustrates that it is sometimes used to demonstrate marketing, retention, satisfaction, and loyalty. In the last few years, customer engagement has emerged to be of great interest to many managers in diverse companies and industries worldwide. Managers in both private and public companies worldwide have mentioned that companies are attempting to create a high-level customer engagement defined as “an intimate long-term relationship with the customer” (EIU 2007). Also, they suggest that customer engagement is a critical concept to the success of their organizations. Engagement plays a significant role in understanding service performance and customer outcomes.

Markets and organizations are two substitute mechanisms that satisfy customers’ needs, and the customers can select whether to depend on either organization mechanism or market mechanism to purchase a product (Williamson 2000). Organizations have an opportunity over social media to connect with the customers and use low-cost media with a high level of acceptance. Organizations can make a relationship with existing, new, and potential customers to identify problems and develop a solution over social media. A survey launched in 200 worldwide various business decision-makers organizations by Bowden (2009) defines customer engagement as building deep and long-term communication with customers that run interaction, purchase decisions, and participation over a specific period. Their survey demonstrates that today most companies and business people invest more in online programs because they believe that the Internet is essential for building customer engagement. Measures of customer engagement involve customer satisfaction, sales volume, and frequency of visits to a Web site.

Gallup Consulting (2009) differentiates four levels of customer engagement: fully engaged, engaged, disengaged, and actively disengaged. Engaged customers are not just loyal customers; they are emotionally attached to the organization’s products, services, and brand (Sashi 2012). In an E-Marketing glossary, customer engagement is defined as a concept intended to increase the time a customer gives to a product or brand on the web or across multiple channels (Chaffey 2008). It also defines customer engagement as the repeated interaction between customers and brand that fortify the psychological, emotional, and physical investment a customer has in a brand (Chaffey 2007). For marketers, customer engagement comprises several dimensions: product involvement, service interaction frequency, buying frequency, online behavior and velocity (Shevlin 2007). However, other research indicates that customer engagement consists of awareness, inquiry, purchase, consideration, and retention (Ertell 2010).


6.4.2 Brand Awareness

The ultimate goal of every business is to generate more revenue, attract more customers, and increase sales volume. Companies attempt to encourage and attract new and existing customers to their products and services. Brand awareness refers to customers’ awareness of the products and services of a company. A survey shows that 90% of US consumers have heard about iPhones via the news and advertising, which is superb brand awareness. In this context, brand awareness differentiates products of a brand from other competitors’ products. Brand awareness plays an important role in consumers’ purchasing decisions and actions. They may positively or negatively act toward a product or sales of a company. The reality is that informing more consumers about a product or brand may generate more revenues and increase the organization’s sales. Consumers can be influenced by social media content, especially when comparing various brands (Kim and Chae 2018).

It is important to keep how customers respond to products, displays, packaging, and messages. A well-known brand has a better chance to be selected by consumers compared to an unknown brand (Hoyer and Brown 1990). The growing importance of Facebook, Twitter, WhatsApp, Instagram, and others has a greater effect on consumers’ lives on their communication habits. Awareness in motivation is defined as “collecting and analyzing social media data to increase an organization’s understanding of customers’ preferences and interests.” Brand awareness refers to the ability of a consumer to recognize a product, service, or brand. Brand awareness can influence consumer decision-making and provide many benefits for a brand (Huang and Sarigöllü 2014).

Awareness Benefits: Awareness benefits can be illustrated in three main categories: customer-related benefits, financial-related benefits, and organizational effectiveness benefits (Bekmamedova and Shanks 2014). Customer-related benefits include a better understanding of the organization for its customers’ satisfaction level, customer engagement, and a better knowledge of the customers regarding the products and services of the organization (Chen et al. 2012). Financial-related benefits include actions resulting from social media analytics that increase revenue and decrease costs (Aral and Weill 2007). Organizational effectiveness benefits include a higher level of innovation, reduced delivery time to market, and enhanced production flexibility (Asur and Huberman 2010). In addition, awareness improves the skills of individuals by recognizing what you need to improve and what you do well. Awareness raises gladness levels by aligning one’s ideals with his/her actions. Awareness strengthens tasks and personal relationships of individuals by managing emotions. Awareness is used to understand better how employees perceive their manager’s behavior. Awareness persuades individuals to specific actions against the company’s brand, products, and services, and they may positively or negatively act against the products and services of a firm.


7 Social Media Analytics

Social media analytics is the art and science of adapting business intelligence from social media data. It deals with analyzing the tremendous amount of unstructured and semi-structured social media data to inform outstanding decision-making (Chen et al. 2012). Social media analytics consists of collecting, analyzing, and interpreting social media data to support effective decision-making. SMA is widely used in e-governance and politics, product development, supply chain and e-commerce for customers, and market intelligence to achieve prosperous customer relationships, brand awareness, lower cost, and flexibility (Bekmamedova and Shanks 2014). SMA collects, analyzes, and interprets unstructured social media data such as Twitter tweets and Facebook likes and comments to gain perception of contemporary issues to support effective decision-making (Khan 2017).

Social media analytics has increasingly become an important issue in business and marketing (Gruhl et al. 2010) and the public sector and political institutions (Kavanaugh et al. 2012). Social media analytics provides a new strategic approach toward a business’s decision-making to create value, which hitherto is not well understood. Today most business organizations invest in social media analytics capabilities and technologies to understand better customers’ perceptions and their position in the market (Kiron et al. 2013). Social media analytics capabilities are the individuals, organizations, technologies, environment, and culture needed to collect, evaluate, and transfiguration enormous social media data to better organizational support decision-making (Fan and Gordon 2014).

Social media analytics uses social media content such as those of Facebook, YouTube, and Twitter to build a real-time understanding of how individuals, products, and brands are mentioned on social media sites. One of the seven layers (text, actions, networks, hyperlinks, applications, search engine, and location data) of social media analytics is actions. Actions in social media analytics deal with obtaining, analyzing, and interpreting the actions that social media users perform, such as likes, dislikes, mentions, shares, and endorsements. Social media action analytics are mostly used to measure the influence and popularity of people over social media. There are four main forms of Social Media Analytics, namely, descriptive analytics, diagnostic analytics, predictive analytics, and prescriptive analytics (Koukaras and Tjortjis 2019).

	
Descriptive Analytics

Descriptive analytics is the first step of analysis used mostly in business analytics and answers the question “what is happening or what happened?” Descriptive analytics usually helps organizations understand what happened and mines historical data to find reasons for past success or failure. Descriptive analytics help to find the relationship between products and customers, and the objective is to take action in the future (Abbasi et al. 2014).


	
Diagnostic Analytics

Diagnostic analytics is used to find the reasoning behind a certain result and answer the question “why did something happen?” This kind of analytics plays an important role in every company. In diagnostic analytics, which initially set up a data investigation, what kind of question will you be answering? This might be an investigation that is used to find the cause of a problem. The dramatic rise in sales of an organization during a particular period is an example of diagnostic analytics. Inferential statistics, correlation analysis, data discovery, behavioral analytics, and outcome are the major types of diagnostics analytics (Koukaras and Tjortjis 2019).


	
Predictive Analytics

Predictive analytics is used to analyze current or historical data to predict possible outcomes for future unknown events. Productive analytics helps to identify any risks and opportunities in the future. This kind of analytics answers the question, “what will happen or why will it happen?” Predictive analytics have wide sales prediction numbers and adjust production based on the forecast from business perspectives. Predictive analytics is also used in other scientific fields such as marketing, healthcare, financial services, retail, actuarial science, and more (Koukaras and Tjortjis 2019).


	
Prescriptive Analytics

Prescriptive analytics is the final stage for understanding a business. Prescriptive analytics provides advice based on predictions and is considered the ultimate frontier of analytics capabilities. This kind of analytics usually utilizes different techniques and mathematical sciences to suggest the best possible actions and decision-making. For instance, prescriptive analytics can optimize an inventory to deliver the right product, with the right amount, at the right time, to the right customer (Koukaras and Tjortjis 2019).




7.1 Benefits of Social Media Analytics

Social media analytics has many benefits. It can provide valuable information for decision-making. Social media analytics gives individuals the ability to analyze the growth of different communities on social media sites. Social media analytics can also analyze the activities and behavior of people using social media sites. For example, individuals can find out how many people have liked their Facebook posts, how many people have visited the blog and Website, who are the key influencers, or they can find out what the followers are talking about (Khan 2017). Social media analytics execute a significant role in the reputation of the brand’s names, products, and services. Social media analytics can enhance the citizen experience as well as internal savings. Private sector organizations are using social media analytics to achieve tangible organizational benefits for a longer period.


7.2 Challenges of Social Media Analytics

Social media analytics is presented with several challenges, such as volume and velocity, diversity, and unstructuredness. Data in social media is in high volume and velocity. Obtaining and analyzing millions of records every second is a challenge. For instance, analyzing one million likes on Facebook every twenty minutes, and 342,000 tweet shares on Twitter in every minute, are real challenges. Diversity on social media refers to different types of users and content. Not every like, tweet or user is worthy of analysis. Mentioning or tweeting from an influential user is more important than mentioning or tweeting from a non-influential user. Unstructured social media challenges refer to data on social media that is unstructured and includes text, actions, graphics, and relations. So analyzing unstructured data requires capabilities and new tools that most agencies do not possess.


Conclusion

As we know that most people use social media for various kinds of activities and information dissemination. These kinds of activities and information strongly affect people’s attitudes, perceptions, and buying behavior, especially when organizations rapidly position and create traces in customers’ minds for their brand, products, and services. Users and organizations on social media share success stories, ideas, and advertisements, and disseminate useful information. The aim is to create a long-term relationship with other users, customers, and wider channel members. Sometimes they share their experiences related to different brands, products, and services of an organization. Organizations utilize social media marketing activities to build strong relationships with customers. The goal of these activities is to communicate an organization’s domestic ability and competency to its target customers and attract new customers as well. Marketing activities, especially sharing of ideas related to a brand, product, or services, advertising, and posting, on social media are the key to the success of an organization. These kinds of marketing activities are the best actions as they provide many opportunities for organizations including low-cost marketing channels to increase customers’ awareness of the organization’s brand, products, and services.

Many users or organizations share photos, and videos and post products on social media such as Facebook, Instagram, Twitter, and YouTube to receive diverse feedback about them. They can also respond to peoples’ comments on these posts on their social media platforms. These actions are analyzed and interpreted by organizations to measure the effect of customers on the organization or their brand over social media. Social media users are actors who might be affected positively or negatively by an organization’s offers. Organizations can work on their strategies to attract customers’ attention to their brand, product, and services. The users can decide about an organization’s offers marketed on social media or offered for tests and customer feedback. Hence companies can get many benefits from the availability of the enormous number of people on social media.

This research has concentrated on social media actions, especially brand and user actions on social media such as Facebook, Twitter, and YouTube. Brand actions on Facebook pages constitute photo and video sharing and status updates, while user actions on Facebook pages include liking, commenting, and sharing. Brand actions on the Facebook page are directly connected to user actions and depend on the total number of likes, comments, and shares on the brand’s posts. It should also be noted that user action on a Facebook page can positively or negatively influence brand value. Twitter users can create dialogue, pursue specific topics, and push the number of followers to millions. Brand actions on Twitter are the number of tweets posted by a brand on its own Twitter account, which has the potential to affect brand performance, disseminate information, and foster user awareness. Brand actions and user actions on a YouTube channel are subscriptions and the number of videos viewed on the YouTube channel. Brands typically use YouTube channels to disseminate information, post videos of the product and exhibition, create awareness, and prescribe a solution. In addition, brands on YouTube attempt to acquire more subscribers to watch brand- related videos.


References 


	Abbas, A., Y. Zhou, S. Deng and P. Zhang. 2018. Text analytics to support sense-making in social media: A language-action perspective. MIS Quarterly, 42(2), 427–464.

	Abbasi, A., W. Li, V. Benjamin, S. Hu and H. Chen. 2014. Descriptive analytics: Examining expert hackers in web forums. In: 2014 IEEE Joint Intelligence and Security Informatics Conference, pp. 56–63. IEEE.

	Ahuja, M., P. Patel and A. Suh. 2018. The influence of social media on collective action in the context of digital activism: An affordance approach. In: Proceedings of the 51st Hawaii International Conference on System Sciences.

	Ananda, A.S., Á. Hernández-García and L. Lamberti. 2016. N-REL: A comprehensive framework of social media marketing strategic actions for marketing organizations. Journal of Innovation & Knowledge, 1(3), 170–180.

	Andzulis, J.M., N.G. Panagopoulos and A. Rapp. 2012. A review of social media and implications for the sales process. Journal of Personal Selling & Sales Management, 32(3), 305–316.

	Aral, S. and P. Weill. 2007. IT assets, organizational capabilities, and firm performance: How resource allocations and organizational differences explain performance variation. Organization Science, 18(5), 763–780.

	Armstrong, A. and J. Hagel. 2000. The real value of online communities. Knowledge and Communities, 74(3), 85–95.

	Assor, A., M. Vansteenkiste and A. Kaplan. 2009. Identified versus introjected approach and introjected avoidance motivations in school and in sports: The limited benefits of self-worth strivings. Journal of Educational Psychology, 101(2), 482.

	Asur, S. and B.A. Huberman. 2010. Predicting the future with social media. In: 2010 IEEE/WIC/ACM International Conference on Web Intelligence and Intelligent Agent Technology, Vol. 1, pp. 492–499. IEEE.

	Bekmamedova, N. and G. Shanks. 2014. Social media analytics and business value: A theoretical framework and case study. In: 2014 47th Hawaii International Conference on System Sciences, pp. 3728–3737. IEEE.

	Bowden, J.L.H. 2009. The process of customer engagement: A conceptual framework. Journal of Marketing Theory and Practice, 17(1), 63–74.

	Chaffey, D. 2007. Customer engagement interview with Richard Sedley of escape. Available at: www.smartinsights.com/blog/customer-engagement/customer-engagementinterviewwith-richard-sedley-of-cscape/ (accessed 9th March 2011).

	Chaffey, D. 2008. Customer engagement definition. Available at: www.davechaffey.com/Emarketing-Glossary/Customer-engagement.htm (accessed 9th March 2011).

	Chen, H., R.H. Chiang and V.C. Storey. 2012. Business intelligence and analytics: From big data to big impact. MIS Quarterly, 1165–1188.

	Cihon, P. and T. Yasseri. 2016. A biased review of biases in Twitter studies on political collective action. Frontiers in Physics, 4, 34.

	Colicev, A., P. O’Connor and V.E. Vinzi. 2016. Is investing in social media really worth it? How brand actions and user actions influence brand value. Service Science, 8(2), 152–168.

	Culnan, M.J., P.J. McHugh and J.I. Zubillaga. 2010. How large US companies can use Twitter and other social media to gain business value. MIS Quarterly Executive, 9(4), 243–259.

	Curran, K., S. Graham and C. Temple. 2011. Advertising on Facebook. International Journal of E-business Development, 1(1), 26–33.

	Deci, E.L. 1971. Effects of externally mediated rewards on intrinsic motivation. Journal of Personality and Social Psychology, 18(1), 105.

	Economist Intelligence Unit (EIU) 2007. Beyond loyalty: Meeting the challenge of customer engagement. Part 1. Available at: www.adobe.com/engagement/pdfs/partI.pdf (accessed 9th March 2011).

	Ertell, K. 2010. The missing links in the customer engagement cycle. Available at: www.retailshakennotstirred.com/retail-shaken-not-stirred/2010/01/the-missing-link-inthecustomer-engagement-cycle.html (accessed 9th March 2011).

	Facebook 2011. Facebook Official Statistics. http://www.facebook.com/press/info.php?statistics.

	Fan, W. and M.D. Gordon. 2014. The power of social media analytics. Communications of the ACM, 57(6), 74–81.

	Gibbons, D.E. 2004. Friendship and advice networks in the context of changing professional values. Administrative Science Quarterly, 49(2), 238–262.

	Goh, K.Y., C.S. Heng and Z. Lin. 2013. Social media brand community and consumer behavior: Quantifying the relative impact of user- and marketer-generated content. Information Systems Research, 24(1), 88–107.

	Gollwitzer, P.M. and G. Oettingen. 2015. Motivation and actions, psychology of. International Encyclopedia of the Social & Behavioral Sciences, 15, 887–893.

	Gruhl, D., M. Nagarajan, J. Pieper, C. Robson and A. Sheth. 2010. Multimodal social intelligence in a real-time dashboard system. The VLDB Journal, 19(6), 825–848.

	Hargrave, T.J. and A.H. Van de Ven. 2006. A collective action model of institutional innovation. Academy of Management Review, 31(4), 864–888.

	Harlow, S. 2012. Social media and social movements: Facebook and an online Guatemalan justice movement that moved offline. New Media & Society, 14(2), 225–243.

	He, W., S. Zha and L. Li. 2013. Social media competitive analysis and text mining: A case study in the pizza industry. International Journal of Information Management, 33(3), 464–472.

	Hoyer, W.D. and S.P. Brown. 1990. Effects of brand awareness on choice for a common, repeat-purchase product. Journal of Consumer Research, 17(2), 141–148.

	Hoyer, W.D., R. Chandy, M. Dorotic, M. Krafft and S.S. Singh. 2010. Consumer co-creation in new product development. Journal of Service Research, 13(3), 283–296.

	Huang, R. and E. Sarigöllü. 2014. How brand awareness relates to market outcome, brand equity, and the marketing mix. pp. 113–132. In: Fashion Branding and Consumer Behaviors. Springer, New York, NY.

	HuffPost Tech 2011. Twitter: We now have over 200 million accounts (update) http://www. huffingtonpost.com/2011/04/28/twitter-number-of-users_n_855177.html.

	Jansen, B.J., M. Zhang, K. Sobel and A. Chowdury. 2009. Twitter power: Tweets as electronic word of mouth. Journal of the American Society for Information Science and Technology, 60(11), 2169–2188.

	Jussila, J.J., H. Kärkkäinen and H. Aramo-Immonen. 2014. Social media utilization in business-to-business relationships of technology industry firms. Computers in Human Behavior, 30, 606–613.

	Kaplan, A.M. and M. Haenlein. 2010. Users of the world, unite! The challenges and opportunities of Social Media. Business Horizons, 53(1), 59–68.

	Kavanaugh, A.L., E.A. Fox, S.D. Sheetz, S. Yang, L.T. Li, D.J. Shoemaker and L. Xie. 2012. Social media use by government: From the routine to the critical. Government Information Quarterly, 29(4), 480–491.

	Khan, G.F. 2017. Social media analytics. pp. 93–118. In: Social Media for Government. Springer, Singapore.

	Kim, W.H. and B.K. Chae. 2018. Understanding the relationship among resources, social media use and hotel performance. International Journal of Contemporary Hospitality Management, 30(9), 2888–2907.

	Kim, W., O.R. Jeong and S.W. Lee. 2010. On social Web sites. Information Systems, 35(2), 215–236.

	Kiron, D., R.B. Ferguson and P.K. Prentice. 2013. From value to vision: Reimagining the possible with data analytics. MIT Sloan Management Review, 54(3), 1.

	Kleinginna, P.R. and A.M. Kleinginna. 1981. A categorized list of motivation definitions, with a suggestion for a consensual definition. Motivation and Emotion, 5(3), 263–291.

	Kobayashi, T., K.I. Ikeda and K. Miyata. 2006. Social capital online: Collective use of the Internet and reciprocity as lubricants of democracy. Information, Community & Society, 9(5), 582–611.

	Koukaras, P. and C. Tjortjis. 2019. Social media analytics, types and methodology. pp. 401–427. In: Machine Learning Paradigms. Springer, Cham.

	Larson, K. and R. Watson. 2011. The value of social media: Toward measuring social media strategies. In: Proceedings of ICIS 2011, Shanghai, China.

	Legault, L. 2016. Intrinsic and extrinsic motivation. Encyclopedia of Personality and Individual Differences, 2416–2419.

	Leszczynski, J. 2016. Update Your PR Status with Social Media Strategy. ABC Creative Group https://www.abcideabased.com/blog/make-pr-social-media-worktogether/.

	Lin, M.H., A. Vijayalakshmi and R. Laczniak. 2019. Toward an understanding of parental views and actions on social media influencers targeted at adolescents: The roles of parents’ social media use and empowerment. Frontiers in Psychology, 10, 26–64.

	Liu-Thompkins and M. Rogerson. 2012. Rising to stardom: An empirical investigation of the diffusion of user-generated content. Journal of Interactive Marketing, 26(2), 71–82.

	Loke Hale, J. 7th May, 2019. More than 500 hours of content are now being uploaded to YouTube every minute. TubeFilter. Los Angeles, CA. Retrieved June 10, 2019.

	Lovejoy, K. and G.D. Saxton. 2012. Information, community, and action: How non-profit organizations use social media. Journal of Computer-Mediated Communication, 337–353.

	Mazin, L. 2011. Branding and how it works in the social media age. ATM Blogs. Accessed April 21, 2015, http://aytm.com/blog/research-junction/branding-and-how-it-works-in-the-social-media-age/.

	McCann, U. 2013. Cracking the code: The story of why. Universal McCann Wave 7. Accessed 3rd March 2015, http://wave.umww.com/assets/pdf/wave_7-cracking-the-social-code.pdf.

	Muthiah, S., B. Huang, J. Arredondo, D. Mares, L. Getoor, G. Katz and N. Ramakrishnan. 2015, March. Planned protest modeling in news and social media. In: Twenty-Seventh IAAI Conference. No. 3, pp. 283–296.

	Phan, M., R. Thomas and K. Heine. 2011. Social media and luxury brand management: The case of Burberry. Journal of Global Fashion Marketing, 2(4), 213–222.

	Pittman, T.S. and J.F. Heller. 1987. Social motivation. Annual Review of Psychology, 38(1), 461–490.

	Ray, G., W.A. Muhanna and J.B. Barney. 2005. Information technology and the performance of the customer service process: A resource-based analysis. MIS Quarterly, 625–652.

	Sashi, C.M. 2012. Customer engagement, buyer‐seller relationships, and social media. Management Decision, 50(2), 253–272.

	Shevlin, R. 2007. Customer engagement is measurable. Available at: http://marketingroi. wordpress.com/2007/10/02/customer-engagement-is-measurable/ (accessed 9th March 2011).

	Sturiale, L. and A. Scuderi. 2013. Evaluation of social media actions for the agrifood system. Procedia Technology, 8, 200–208.

	Toubia, O. and A.T. Stephen. 2013. Intrinsic vs. image-related utility in social media: Why do people contribute content to Twitter? Marketing Science, 32(3), 368–392.

	Turri, A.M., K.H. Smith and E. Kemp. 2013. Developing effective brand commitment through social media. Journal of Electronic Commerce Research, 14(3), 201.

	Twitter. 2012. March 21. Twitter turns six. https://en.wikipedia.org/wiki/Twitter

	Valenzuela, S. 2013. Unpacking the use of social media for protest behavior: The roles of information, opinion expression, and activism. American Behavioral Scientist, 57(7), 920–942.

	Valenzuela, S., N. Park and K.F. Kee. 2009. Is there social capital in a social network site?: Facebook use and college students’ life satisfaction, trust, and participation. Journal of Computer-mediated Communication, 14(4), 875–901.

	Van Dam, S. and E. van Reijmersdal. 2019. Insights in adolescents’ advertising literacy, perceptions and responses regarding sponsored influencer videos and disclosures. Cyberpsychology: Journal of Psychosocial Research on Cyberspace, 13(2), 2.

	Vansteenkiste, M., W. Lens and E.L. Deci. 2006. Intrinsic versus extrinsic goal contents in self-determination theory: Another look at the quality of academic motivation. Educational Psychologist, 41(1), 19–31.

	Wen, C., B.C. Tan and K.T.T. Chang. 2009. Advertising effectiveness on social network sites: An investigation of tie strength, endorser expertise and product type on consumer purchase intention. ICIS 2009 Proceedings, 151.

	Williamson, O.E. 2000. The new institutional economics: Taking stock, looking ahead. Journal Economic 595–613.

	Yadav, M.S., K. De Valck, T. Hennig-Thurau, D.L. Hoffman and M. Spann. 2013. Social commerce: A contingency framework for assessing marketing potential. Journal of Interactive Marketing, 27(4), 311–323.

	Yang, W., X. Liu, J. Liu and X. Cui. 2019. Prediction of collective actions using deep neural network and species competition model on social media. World Wide Web, 22(6), 2379–2405.









Chapter 7 Measuring Web Site Performance with Web Analytics

Dr. Fatih Sinan Esen

Department of Computer Engineering, Ankara University, Turkey


1. Introduction

Nowadays, search engines have entered our lives. Many people who claim that they have never used a search engine certainly use it, but they are unaware that they are using it, even people who are unfamiliar with the computer world or who have just met this world (especially those who are very young and very old) think that the internet is simply Google. When these people sit in front of the computer, they first open the Google homepage and instead of typing the internet address in the browser’s address line, they start typing it in the Google search line or bar. This can be considered the success of Google, the most widely used and large search engine. Users who previously were using Microsoft Internet Explorer, Mozilla Firefox, Netscape Navigator or Opera as browsers, are now widely preferring the Google Chrome browser, which was released by Google in 2008. It’s been 14 years since the first version of the Google Chrome browser was released. Currently, the worldwide usage rate of Google Chrome is estimated as 65% of the population of users (Statcounter 2021a). This situation is directly related to Google’s advanced position compared to other search engines. Some browser solutions integrated Google.com into their browsers before (Mozilla Firefox, Opera, etc.). But Chrome used Google’s market power by making all its internal systems available to Google. Moreover, Google offered many services (Google Calendar, Google Contacts, Gmail, Google Drive, Google Maps, Google Docs, etc.) free of charge (except for paid subscriptions that claim comprehensive services), just like its browser. Similarly, Google’s competitors in the market like Microsoft, the creator of Bing and the Russian search engine, Yandex, also provide many services to the users for free. Well, why are all these companies, especially Google, developing these services and making them available to everyone without asking for any money? Do they have any other goals for the future?

We can find the internet right in the middle of our lives. Since the beginning of the 2000s, many services have been moved to the virtual and digital environment. The wide spread smart phones usage, the expansion of faster telecommunication infrastructure (ADSL, Fiber, 3G, 4G and 5G) and the increasing network use in all areas have increased significantly after the Covid19 pandemic. One of the most important sectors affected by this increase is e-commerce. According to the United Nations Conference on Trade and Development (UNCTAD), the e-commerce usage rate, which was 14% before the pandemic, increased to 17% during the pandemic (UNCTAD 2021). According to the research conducted by Adobe, a well-known and big technology firm, the number of people who had never used e-commerce before March 2020 (i.e. before the pandemic spread around the world), but shopped online during the pandemic, was 9% in the US, 8% in Japan and 15% in the UK (Schreiner 2021). When the whole population is considered, it can be better understood how these ratios are equivalent to the larger masses. The pandemic has made this process of rapid development go faster. Even before the pandemic, e-commerce transactions were increasing year by year. This process and its projection until 2024 can be seen in Figure 1.
[image: ]Figure 1. Global e-commerce sales (2014-2024) (Chevalier 2021)
The increase in traffic on the internet is not only related to e-commerce. Social media users also cause a lot of data flow. A photo, which we upload to Instagram or Facebook, a location notification from Swarm, Tweets we wrote on Twitter, with whom and when we talked on Whatsapp, videos we uploaded to YouTube, comments, likes etc. All this information may be nonsense to us, but it doesn’t mean that it is not important. However, the data collected from these platforms, which have millions of users and billions of bytes of data flow every day, is considered very valuable for many companies. When we look at the statistics, we can see this fact more clearly. For example, it was thought for 2020 that, each person creates an average of 1.7 MB of data per second. We can see that the data created by people on average every day in 2020 is approximately 5 exabytes (1018 bytes). These numbers are expected to increase further in the coming years. For example, it is estimated that by 2025, 463 exabytes of data will be produced by humans every single day on earth (Bulao 2021). In a study at the end of 2019, it was stated that approximately 90% of all data accumulation in the world has been produced in the last 2 years (Milenkovic 2019). So where is all this data stored? Who is examining the data, which companies want the data, and for what purposes are they processing and evaluating the stored data? The answers to these questions are included in this chapter. First of all, the concept of search engines and web analytics are explained to form a basis for the main subject, and then some known software solutions were mentioned. Finally, the success stories of companies and organizations that benefit from these services are included as case studies.


2. What is a Search Engine and Why Do We Need It?

Although it is not necessary to be a search engine to offer a web analytics solution, the most important and valuable data collected about websites comes from search engines. In other words, the most important medium that enables users/customers to reach websites is search engines. Other factors such as social media, direct login, e-mail login, and access from a cited website are not as popular as search engines. Therefore, first of all, basic information about search engines was presented and historical development processes are explained in this section. Search engines, which have had an important place in our lives for the last 20 years, were laid by Hans Peter Luhn, who initiated and carried out Information Retrieval (IR) studies under the umbrella of IBM in the 1950s (Luhn 1958). Information Retrieval studies have since been recognized as an active field in computer science. In the 1970s, Gerard Salton and his team developed an information extraction system at Cornell University, which they abbreviated as SMART (System for the Mechanical Analysis and Retrieval of Text) (Salton and McGill 1983). With the development of the internet, which is described as the network of networks, new ones were added to these information extraction methods and these methods began to be used for web pages. Although the first emergence of the internet coincided with the end of the 1960s, the publication of the first website was in the late 1980s. The first web page is the page of the CERN research center operating in Switzerland and was founded by Tim Berners- Lee. Along with the first web server, HTTP, which was long called the Hypertext Transfer Protocol, emerged in the early 1990s. Web pages have become more common with the emergence of a language called Hypertext Markup Language (HTML), which allows web pages to be displayed properly in browsers. While the total number of websites was only 10 in 1992, as of June 2021, this number was more than 1.86 billion (Levene 2010). The number of existing websites each year between 2000–2018 can be seen in Figure 2.
[image: ]Figure 2. Increase in the number of websites between 2000-2018 (Internet Live Stats 2021)
For users not to get lost amongst such rapidly increasing websites, it was necessary to have lists leading to these websites. The first web page to serve this purpose, Yahoo, was established in 1994. InfoSeek was launched in 1994, Altavista and MSN were founded in 1995, Yandex was founded in 1997, Google was founded in 1998, and Baidu was founded in 2000. When Yahoo first opened, it was more of a router than a search engine, listing the web pages serving on the internet according to their categories and presenting them to the users. Site entries were being made manually by Yahoo employees. But InfoSeek began to serve as a search engine in the usual sense. It later served as Go.com for a while. But AltaVista became popular right after its launch and had served as a search engine for many years. MSN was founded in 1995 and changed its name to Live.com in 2006. In 2009, it was renamed Bing.com. During the first years, it offered a very simple and inadequate search service, but after its name was changed to Bing. com, it managed to take its place among the most known and used search engines. Yandex was founded in 1990, but it started to provide search engine services as late as 1997. During the first 7 years of its creation, it produced only desktop software. Yandex’s name comes from the words “Yet Another iNDEXer” (Yandex 2021b). It is no coincidence that the emphasis here is on the word indexing. Yandex indexed 5,000 websites in 1997.

Google which is still maintaining its first place in the search engine market with a high share of searches was founded in 1998 by Larry Page and Sergey Brin, who were working on their doctoral studies at Stanford University (Levene 2010). Although it was not the first search engine to be established, it has grown rapidly and has become the most popular one since 2004. The PageRank algorithm, which affects the search results and can bring the most suitable web pages to the users in the results, was the strongest side of Google. According to this algorithm, the most linked web pages appeared at the top of the search results (Techopedia 2021). To cut a long story short, the most popular web pages were considered to be the most sought-after and desired web pages by users. This algorithm gave Google a significant boost. Since 2004, it hasn’t given up being in first place in the search engine market. Just because of Google’s search and ranking algorithms like this one, a brand-new business called Search Engine Optimization (SEO) was born. Firms have given huge amounts of money to agencies or freelance workers, who are interested in SEO, and have their web pages appear first in search results.

Information on the usage rates of search engines between the years 2009– 2021 can be seen in Figure 3. The indisputable superiority of Google for many years is striking in this graphic. Its closest competitors are Yahoo, one of the oldest web pages, and Bing, which is being run by a large computer company like Microsoft, both holding less than 5% of the share of searches.
[image: ]Figure 3. Search engine market shares, worldwide (2009-2021) (Statcounter 2021b)
After the short history of search engines, it would be useful to include an up- to-date definition of a search engine. An obsolete and general definition is given by Cambridge Dictionary as “a computer program that finds information on the internet by looking for words that you have typed in” (Cambridge Dictionary 2021). However, it can be seen that search engines should have a much more complex and coherent definition. Search engines are software which uses indexing algorithms, sorting web pages, visual/news/maps etc. according to certain rules. It can be useful to include standardized features such as making searches, constantly collecting data from web pages and users, and making complementary/corrective suggestions when the user starts typing a potential keyword.


3. What is Web Analytics?

As mentioned above, data is constantly collected from web pages and from users who visit them. This data is displayed to the administrators of the websites through detailed and explanatory interfaces. The software that is used for data collection, storage, display and visualization jobs is called web analytics software. Thanks to the data collected from the visitors/customers, website administrators can obtain very valuable information about all their current and potential customers and users without any survey or using any additional services. For example, for every single page of the website, it can be seen how the people visiting the page had reached the page, what keywords they had used in the search engine to reach it, their ages, genders, locations, and information such as the internet service provider they had been using, how many times they entered, how long they had stayed after entering can all be monitored simultaneously. By looking at the market leader Google, for example, you might wonder how it collects all this information. This is exactly why Google’s internet browser solution, Chrome, and other browsers were mentioned in the introductory part of the chapter. Analytical applications obtain the above-mentioned information primarily through web browsers. In addition to browsers, data is also obtained through scripts embedded in mobile applications. These are some examples of page tags (client-side data collection). Other data collection methods are log files (server-side data collection), packet-sniffers and a hybrid method which is a mixture of these methods (Epikone 2016).

Browsers that Internet users download to their computers, smartphones and tablets are wonderful solutions for web analytics software. For this reason, they can be downloaded completely free of charge and can be used freely with all their features. In other words, these big companies do not provide these solutions and services for free just because they love them. They are all data collection tools as well. Websites leave log files on users’ computers called cookies. It is known that the data of visitors are recorded in these files while they are browsing a website. As long as the session goes on, the information in this file is read and remembered. Thanks to these files, many activities of users can easily be monitored. Additionally, these companies can easily access more detailed information of the users who log in to the account they offer through their browsers, which they offer free to users and which are their production. For example, when you log in to the Google Chrome browser with your Google username and password, all your demographic and your behavioral info on other devices (tablet, smartphone, smartwatch, etc.) become valuable inputs for the Google Analytics software. Similarly, Bing, Microsoft’s search engine solution, constantly collects data through its Edge browser, formerly known as Internet Explorer, and Yandex collects with its Yandex browser, too.

This data is described as the “new oil” (Bhageshpur 2019). In today’s world, big companies are in a race for this data collected from billions of people. The phrase “it is the consumer who is consumed”, uttered by producer Richard Serra in the TV show “Television Delivers People” in 1973, describes this situation today (Alexander 2019). In other words, users should know that if a service they receive is free, the product is themselves. All these search engines, crawlers, and all the services given to us for free by billion-dollar big companies are not actual products. The real product is those who use the services, frequently. This collection of collected information is processed by the collectors or sold to the individuals and organizations that will process it. This sale is sometimes legal, but sometimes illegal. The Cambridge Analytica scandal that broke out in our recent history is one of the best-known examples of illegal sales. The protagonist of this scandal was a social media company (Facebook), not a search engine or web analytics software. To briefly summarize, Cambridge Analytica was an analytics company that wanted to produce solutions to change the behavior of consumers, followers, voters etc. It was claimed that Cambridge Analytica was influential in the election of Donald Trump as president in the USA and the decision of the UK to leave the European Union (Brexit). Moreover, it did this with data collected from Facebook users. The company was shut down after the scandal and Facebook was fined $5 billion (BBC 2019). But none of these were enough to change the course of history. Similarly, when search engines and web analytics software “legally” sell the users’ data to website owners, it is called web analytics. Of course, sharing it legally doesn’t mean that it is ethical. But, the most important issue to be emphasized here is that each website owner is given only the data of the users who enter their website. In other words, the basic logic is based on the fact that the website administrator has the right to know the details and characteristics of visitors or customers entering his/her website. Website administrators cannot access the visitor data of their competitors or other websites from different industries. However, without providing sufficient information to users and getting their permission, it has been found risky to integrate Google Analytics into websites and to collect/process user information in some regions. For example, in 2019 the Hamburg Data Protection and Freedom of Information Office in Germany issued an important warning to websites using Google Analytics (Schemm 2019).

Another data collection method of web analytics is the IP address. Every device connected to the internet has a unique IP address. IP addresses vary regionally. For example, by examining just your IP address, a website can see identify your location on earth, your internet service provider and intermediary computers and servers between the website and you (tracerouting). Therefore, web pages, especially search engines, learn your geolocation information in this way. The good thing is, that they customize their content to you with the help of the aforementioned information gathered. For example, a website that decides that you are connecting from Turkey or that the language you use in your browser/operating system is Turkish will present content in Turkish and will show its campaigns designed specifically for Turkey.

Web analytics tools also provide some of the above-mentioned services for a fee, with a more comprehensive subscription system. But the total revenue is not limited to these subscriptions, of course. For example, Google’s annual revenue, which was $400 million in 2002, has exceeded $181 billion by 2020 (Joseph 2021). Google itself is a success story when it comes to harnessing the power of data. One of Google’s main sources of income is advertisements and it has services such as Google Ads and Google Adsense. Thanks to web analytics, it can show appropriate advertisements to every user by using the data it collects. This is exactly what advertisers are looking for and they gain a great chance to show their ads, promotions and campaigns to their target market. Therefore, they pay Google large amounts of money to have this opportunity and to use this channel.


4. Some Well-Known Web Analytics Solutions

There are many web analytics solutions that website administrators or their agents use to monitor the performance of the relevant web pages at certain periods and in real-time if provided. In this section below, these solutions and their popular features were mentioned.


4.1. Google Analytics

Operated by the company Google, Google Analytics is a very important actor in the market. So much so that, when it comes to web analytics, many people think of only Google Analytics, because it was the first and most used product on the market. To use this tool, users must first have a Google account. Then the tool should be installed on the website by using the code given by Google Analytics. The screenshot of the webpage can be seen in Figure 4.
[image: ]Figure 4. Google Analytics main page (Google 2021a)
Google Analytics is a free service that reports the interactions of customers or visitors of a website and every single page of it. It enables us to create a target audience by analyzing the design features that may attract visitors and the information of incoming visitors/customers. It is an analysis tool especially helpful to experts dealing with Search Engine Optimization (SEO). It provides information about how often the site is/was visited, where the user comes from, which pages/products are/were visited and what is/was viewed, how long the pages/products are/were being observed, and what the user’s current location is, what device they are/were using to access the website, which keywords in search engines were used to get directed to the website. Google Analytics works through the “page tags”. A page tag is a tracking code and consists of several lines of JavaScript. Users add the corresponding JavaScript code taken from their Google Analytics account to their website’s code. When a visitor visits the website, the tracking code runs in the visitor’s browser, collects the data and sends it to Google servers. Thus, each time the site is visited and activity is performed, the codes send the user’s interactions to the web administrator. The entry information sent by the tracking code is called hit. A hit is a URL string containing useful information about users. Also; Google Analytics augments the collected data using sources such as IP addresses, and server log files. Using the extended additional data, the user’s location, age, gender, browser, and operating system, the referral page is also available. The information in the hits differs according to the types of user interaction. There are three common types of hits (Cilingir 2019):


	Pageview Hit: The most common type of hit sent to Google Analytics. It kicks in when a user loads a site with a tracking code.

	Event Hit: An event hit is sent when a visitor interacts with a specific item on the website (For example, playing a video, submitting a form, etc.).

	Transaction Hit: Also known as “E-Commerce Hit”. A transaction hit transmits data about the user’s e-commerce purchases, such as items purchased, transaction logs, and stock.


Google Analytics processes this data and presents them to website administrators in various reports. Google Analytics reports consist of two main components (Cilingir 2019):


	Dimensions: The properties of the data. The most common dimensions that Google Analytics creates by default are country, city, browser, operating system, service provider, and language.

	Metrics: Metrics are quantitative values of dimensions. For example, the metric called “sessions” shows the total number of sessions. They are simply numeric values.


In short, dimensions are the headers of rows in reports. Metrics can be thought of as numbers that fill these rows. Dimensions are like the features of the visitors, and metrics are like the numerically defined measures of these features. For example, “Turkey” is a location dimension. But this location’s bounce rate and revenue are metrics. The main page of the website is the size. But the average time spent on the page and sessions is metrics.

Google Analytics users perform all viewing and tracking operations by using a control panel on the left side. The control panel consists of four main parts:


	Realtime: It is the section where the number of users on the website and user activities can be viewed instantly, in real-time. In the Overview section under Realtime, it is possible to see how many visitors are there on the page currently, the countries/cities where these visitors are located, and which pages of the website are the most active at that time. In addition, the most used referral sources, social media channels and keywords can be monitored on the website. The overview report shows all the important information, but options such as locations, screens, events, and conversions are used to gain more information on the real-time performance of the website. The important point here is that the data flows in real-time and is presented to the website administrator in real-time.

	Audience: It has sub-options such as Active users, lifetime value, app versions, cohort analysis, and user explorer. All this information helps to understand and discover who the visitors of the website are. Using these metrics, website administrators can interpret the impact of marketing strategies on varying user segments. Because, users can be segmented according to demographic variables such as age and gender, their interests, geographical variables such as language and location, their behavioral patterns and according to the devices they use on the internet.

	Acquisition: It provides information on how and in what ways the visitor reaches the website. In the “new users” section, there are hourly, daily, weekly and monthly statistics for those who enter the site for the first time. If the login was made from an application, it can be viewed from the App Marketplace. In total, 7 different sources of traffic were considered. These are “direct, email, organic search, paid search, referral, social media, and other”. By using the tools in this section, comparisons can be made between these sources. For example, those from Instagram can be compared with those from Facebook. Another example is organic search. Organic search means reaching the web page by entering keywords in the search line of the search engine by hand. In other words, the word “organic” refers to humans. Every single organic entry is precious for website administrators.

	Behavior: Describes what users do on the website. Which pages they visit and how long they stay on those pages are shown. These metrics can be examined to understand the overall user experience and its effects on retention and engagement. In short, all data about user’s actions and how they interact with the website is shown in detail. It can be seen how they are performing, including how much traffic each page of the site gets and the average time users spend. This data allows for identifying which parts of the website need improvement and re-evaluating the website’s content strategy (Benzeray 2021).

	Conversions: Users can be monitored whether they have taken the requested actions or not. The data presented in this section is invaluable to anyone trying to optimize their marketing strategy. It has options such as “Goals” and “E-Commerce”. For example, under the Goals section, the goals of the website administrator and the rate of reaching these goals are displayed. Goals may include the number of purchases made through the site or the number of new user registrations. Moreover, targets can be defined dynamically based on page visits or content downloads. By monitoring conversion rates over time, it can be seen how much marketing efforts contribute to goals, and what factors the successes or failures depend on.


Although Google Analytics is offered for free, there is also a paid version called Google Analytics 360. In addition to the free version, this solution includes features such as access to raw data, unlimited data, advanced funnel reporting, advanced analysis, integration with BigQuery, and appeals to relatively larger businesses (Google 2021a).


4.2. Yandex Metrics

Yandex is a Russian-origin search engine that has grown rapidly since it entered the market. It is popular, especially in Russia. In addition to the search engine, it also offers different solutions such as maps, navigation, browser and translation. The solution provided for handling web analytics is Yandex Metrica. The interface that appears when the page is first opened can be seen in Figure 5.
[image: ]Figure 5. Yandex Metrica main page (Yandex 2021a)
In the panel called “Dashboard”, there are graphs and tables that allow for a detailed analysis of data in the periods like today, yesterday, past weeks, months, quarters and years. These charts and tables provide statistics about website users, new users, URLs, traffic sources, bounce rates, page depths, time on site, operating systems, device types, ages, genders and keywords.

The reports section presents various reports to help the website administrator, using the traffic, conversions, cross-device, sources, audience, content, technology, monitoring and e-commerce sections. Just like in the dashboard section, there are options to filter by time under these reports. Detailed reports can easily be prepared according to demographic variables. In the “End-to-End Analytics” section, resources, costs and return on investment, return on investment or cost income ratios based on paid orders from CRM (Customer Relationship Management) can be seen, and conversion from CRM to order can be compared for all channels. Statistics of referrals made via links on sites, statistics of clicks on the site, how users behave in certain areas of a page, and how exactly users interact with forms can be viewed in the “Maps” section. In the “Session Replay” section, the experiences of the visitors to the site can be monitored from the beginning to the end. This can be thought of as replaying the highlights of a football game from YouTube. It is useful in terms of having micro information about the experiences of users who spend a long time on the website. It is difficult to manage web pages with a large number of visitors and to monitor their actions. Therefore, users can be divided into homogeneous sections according to various similarity criteria. The activities of these sections (called segments) can be viewed in the “Segments” section. The goals can be set and monitored under the “Goals” section. The “Content” section includes real-time publisher information, most popular pages and sources of clicks, engagement indicators, traffic and audience interests by author, and indicators for various topics. Finally, statistical data on integration with various web pages and applications can be obtained in the “Integrations” section.

Yandex Metrica seems to be an important alternative that can be used instead of the market leader, Google Analytics. Although it has not yet reached large masses in the world, it has managed to get a share of close to 11% in a market already dominated by Google Analytics. (W2Techs 2021).


4.3. Woopra

At the entrance of the website, users will be greeted with a sentence such as “Enabling teams to visualize, collaborate and grow effortlessly through data drives who we are and everything we do”. Woopra was founded in 2012 in San Francisco by 2 engineers and has been awarded many awards since (Woopra 2021). Woopra focuses on four main data categories: “people, journeys, trends and retention”. It provides one-click integration with Salesforce, Google Ads and other systems to get all data in one place (Sellers 2020). The main page seen when entering to Woopra website is shown in Figure 6.
[image: ]Figure 6. Woopra main page
In Woopra, analytical dashboards can quickly determine customer behavior with the help of journey reports, apart from displaying data. It shows which pages every customer visiting the website visits, how long he/she stays on which page, and what actions he/she takes. Thus, it helps to increase the conversion rate and increase the user/customer retention rate. The trends report is useful for websites dealing with e-commerce, as it allows to measure the performance of each product that generates long-term success and revenue. It can dig deeper to analyze data using different dimensions such as location, version, subscription type, and more. The Cohort analysis report helps in understanding whether users continue to perform actions such as signing in, using product features, or opening emails. It is possible to measure the loss rate in seconds with Woopra. Although the most basic version is offered for free, paid subscriptions are also available for more advanced features. In short, Woopra allows us to analyze statistics in real-time and can display a real-time stream of updates on what users/customers are doing on the website. In this way, the path followed by each visitor can be followed to improve the user/customer journey.


4.4. Adobe Analytics

Omniture, a comprehensive reporting and analytics program, was acquired in 2009 by Adobe, which has come to the forefront with its graphic design solutions. Thus, Adobe, a very large company, made a rapid entry into the digital campaign, online advertising and web analytics sectors. The software acquired by Adobe is still known as Omniture, although the name has been changed to Adobe Analytics because it has such a large user base. Even though Adobe has restricted Omniture URLs to prevent this, users’ inclination to the old name has forced the company to SEO work Omniture

This solution, which has a user interface and offers different reports to its users with alternative metrics, has been well-adopted in the industry. For individuals and organizations who have been using Omniture for many years, getting started with a different solution (e.g. Google Analytics) is not an easy task, because the interfaces of these two programs are designed differently. It is stated that Omniture is particularly successful in presenting important data on digital marketing and matching metrics with each other. For example, Conversation Rate, requested by digital marketers, is one of the successful features that Omniture offers to its users (Keskin 2018). The most important feature of Omniture is its ability to successfully filter point marketing outputs. In Gartner’s 2017 report, Adobe was ranked in the first quadrant of digital marketing analytics solutions, the Leaders section, along with Google and SAS (Adobe 2021b). In addition to the data collection and the processing tools of Adobe Analytics, it also includes machine learning and artificial intelligence tools to provide predictions and recommendations for the future. Thanks to Ad hoc Analysis, a robust and flexible workspace can be obtained to create analysis projects in a preferred way. Thanks to this tool, many components such as data tables, images, channels, dimensions, metrics, segments and time details can be added to a project by the drag-and-drop method. Thanks to flow analysis, it shows at what stage the visitors to the website leave or how they continue during a predetermined scenario sequence. Thanks to the visualizations, segments can be compared and many more operations can be performed, such as examining the values in a blended manner. With advanced segmentation and automatic analysis of each metric and dimension, the most statistically significant differences between an unlimited number of segments can be discovered. Thus, the main features of the segments that direct the company’s KPIs (Key Performance Indicators) can be determined automatically (Adobe 2021e).


4.5. Matomo

Founded as Piwik in 2007 and renamed Matamo in 2018, this web analytics software uses a slogan that includes Google Analytics in it: “Google Analytics alternative that protects your data and your customers’ privacy”. In short, it highlights that the solution proposed by Google Analytics is risky in terms of privacy and that Matomo has already eliminated these risks.

Matomo is said to be a solution that makes sense of data-driven marketing efforts, from web analytics and multi-attribution to heatmaps and SEO performance (Sellers 2020). Companies can use this web analytics tool locally by installing it on their servers or in the cloud. In this way, data security is ensured. Google

Analytics also uses the data it collects for its purposes and this is known by most of the audience. In the simplest terms, it processes and uses this data to ensure that advertisements were shown to relevant audiences and thus increase its revenue by becoming a primarily preferred channel by companies and brands. Matomo claims that it doesn’t use customers’ or visitors’ information for its purposes, in this way it separates itself from Google Analytics, thus making it a more ethical solution (Matamo 2021).


4.6. Clicky

The tools offered by Clicky (an analytics company established in Oregon (USA) in 2006) enable web administrators to monitor user/customer traffic, live, and react quickly by analyzing data instantly. Its software includes features such as heatmaps, widgets and uptime monitoring by tracking key movements and actions of users. The tools, which Clicky offers to website administrators, are advanced visitor segmentation, alerts custom data tracking, better bounce rate, big screen mode, campaign tracking, customs data tracking, data export, email reports, engagement reports, goal tracking, heatmaps, long-term metrics, multiple dashboards, no ads path analysis, organizations, segments, split testing, split testing, spying, sub-user accounts engagement reports, track downloads, track outbound links, Twitter keyword monitoring (Finder 2021). It offers its solutions in both free and paid packages.

In addition to the web analytics software mentioned above, there are many similar web analytics software. For example, Baidu Tongji, Hotjar, Chartbeat, Heap, GoSquared, Statcounter, FoxMetrics, Gauges, Leadfeeder and Smartlook are some examples.


5. Success Stories as Case Studies

Web analytics solutions offer very good and useful opportunities for companies and brands. Many companies have reached their targeted market segments and customers thanks to these products. There are brands whose revenues are increasing and growing exponentially thanks to these tools. Undoubtedly, not all companies share this information in detail. That’s why many success stories are buried in the ground waiting to be discovered. However, the basic purposes to use web analytics tools are known (Zheng and Peltsverger 2015):


	Improving website/application design and user experience.

	Optimizing e-Commerce and improving e-CRM on customer orientation, acquisition and retention.

	Tracking and measuring the success of actions and programs such as commercial campaigns.

	Identifying problems and improving the performance of web applications. Some selected success stories are mentioned below.



5.1. AutoAnything (using Adobe Analytics)

Founded in 1979 in San Diago (USA) by an entrepreneur named Selwyn Klein, it is one of the fastest-growing online retailers of speciality automotive products. It operates to provide protection, comfort, safety, style and enhanced performance for all cars, trucks, SUVs and vans (AutoAnything 2021). But what makes this company even more important is its belief in the power of data and its effort to take advantage of this power. Adobe blogger Paige Pace (2018) describes how AutoAnything, an expert in automotive sales and a longtime Adobe Analytics tool, incorporates customer data into its decision making. She talks about the firm’s effort to understand and analyze data to interact with high-value customers, and to train marketing and sales teams for this purpose. Then she quotes Brandon Proctor’s words (president of AutoAnything): “As a company that heavily relies on data to drive our business, we have benefitted from invaluable insights delivered by Adobe Analytics for nearly a decade. Adobe Analytics enables advanced and relevant customer insights in a digestible and actionable way; our success is dependent on the analysis we glean from Adobe.” According to Pace (2018), AutoAnything has never overlooked the customer journey by pulling data from all channels. It has more easily identified campaigns and channels that help drive oflifline orders. One of their most important achievements is to analyze the web browsing habits and channels of the interaction of high-value customers to optimize their marketing efforts and reach customers before they buy from other competitors in the market. Thanks to the power of data, they were able to reduce contact with potentially low-interaction customers. In this way, they targeted the most income with the least cost. This allowed them to pursue a more focused strategy. Merchandising and marketing teams had the opportunity to see firsthand how data can make them more successful. By spending a long time on data, they noticed and corrected the mistakes that they made during the Google experience. According to the reports, they doubled their product sales overnight. Similarly, the marketing team, which made analytics using social media data, increased its paid mobile revenue by more than 4x. Additionally, customer information is transmitted to Adobe Analytics through e-mails sent to customers, and it is possible to add ofliine/online data to each other using an identifier. With all these efforts, AutoAnything became able to determine the budget appropriately and direct ofliine orders according to channels and campaigns. In addition, abuse of a single user by different logins was prevented and campaign abuse was reduced (Adobe 2021a). This story provides important lessons on how to harness the power of data and web analytics in the automotive and spare parts industry.


5.2. APMEX (using Google Analytics 360)

It was founded in 2000 in Oklahoma (USA) by 4 people. By 2021, it has taken its place among the world’s largest online metal retailers. Of course, they do not owe all their success to web analytics. However, the power of data provided significant gains to APMEX in this process. They have managed to double their new user revenue thanks to web analytics (Featured Customers 2021b). Although APMEX was a large company, its marketing resources were limited. They had no choice but to aim at improving the customer experience. The APMEX team used Google Analytics 360 for five years. During this time, they also took advantage of Google’s Google Optimize 360 offering additional features. “One of our goals was to capture conversions on pages that were otherwise being used as educational resources. We thought if people were checking the price of metals, they might respond to offers that reflected their interests,” says Andy Mueller, APMEX Business Intelligence Director (Google 2021b). They did a test on users. They showed limited-time offers for a product of their choice to new users who came to APMEX to look at current silver prices. It was thought that if these people were interested enough to control the prices, they could use the chance to buy some products. According to the information conveyed, the result was very good and on average, 112% more revenue per session was obtained in sessions where offers were shown to users. It is also stated that this experiment also increased the number of new customers of APMEX and a 9% increase in new customer acquisition was encountered (Google 2021b).

After this success, APMEX, which wants to offer more personal experiences to its users, wanted to implement a different application. They used Google Analytics 360 to build an audience of people who put Silver Buffalo tokens in their carts but then abandoned the cart. Users returning to APMEX over the next few days first saw Silver Buffalo on their customized homepage. As a result, the coin’s conversion rate doubled with this audience. Thanks to a similar offer for VIP customers who viewed any item from the Silver Buffalo category but did not make a purchase in the last seven days, a 24% increase in conversion rates had been measured (Featured Customers 2021b). By using only web analytics, the company’s gain is a very important example in terms of demonstrating the power of web analytics tools.


5.3. Hostelworld (using Adobe Analytics)

Founded as a small company in Dublin (Ireland) in 1999, Hostelworld now employs more than 250 people and has offices in London, Shanghai, Sydney and Porto (Linkedin 2021). Hostelworld, like many other companies, has harnessed the power of data and analytics. Otto Rosenberger, the Chief Marketing Officer of HostelWorld, says “The numbers speak for themselves. Adobe has had a tremendous impact on our digital marketing strategy” by emphasizing the importance of data (Adobe 2021c).

The Hostelworld team set out to engage with a niche audience in global markets, become a brand that offers personalized customer journeys specifically for the next generation of travelers, and develop a social experience and community for travelers (Adobe 2021c). The team identified the characteristics of their customers: Where they came from, how they used the website and apps, and how to market to the masses more effectively. By processing all this data, marketers have optimized bids for effective search terms and booking costs have been reduced by 20% (Krausse 2017). Moreover, Hostelworld, using target audiences created through Adobe Analytics, has also increased the effectiveness of cross-channel advertising campaigns thanks to personalized messages. Although Hostelworld sends over a billion emails a year, click-through rates have increased and unsubscribe rates decreased as targeted emails are sent only to relevant customers (Adobe 2021c). In other words, they had the opportunity to pursue a more focused and targeted strategy and increased their channel effectiveness.


5.4. Cancer.org (using Google Analytics)

The American Cancer Society has been active for over 100 years to help and support cancer patients in their recovery. It is a nationwide, community-based and voluntary healthcare organization dedicated to eliminating this major health problem. It is headquartered in Atlanta (USA) and has local offices in many different locations (Cancer.org 2021). It has also taken an active role in the digital world, including its famous website, Cancer.org.

Cancer.org officials wanted to understand how different users interact with the organization’s sites and apps, how users’ behavior is changing and wanted to interact more effectively with specific users. For this purpose, they determined subgroups that could represent the user base on the website using Google Analytics and Search Discovery and scored each group according to how they behave on the website. In this way, they both developed a scoring method and achieved an annual increase of 5.4% in Cancer.org’s revenue (Gadekar 2016). This success story demonstrates how useful web analytics is, not only for for-profit organizations but also for nonprofits.

Much more success stories other than the ones mentioned above can be read and reviewed on the relevant web pages (Adobe 2021d, Dilmegani 2020, Featured Customers 2021a, Gill 2021, Google 2021c, Google 2021d, Nagarad 2018).


Conclusion

Today, the power of data shapes many industries and companies. It shapes the world by transforming it into a more data-driven one. Organizations that collect, process and use data in line with their goals can achieve these goals much more easily and with less cost. Thus, it enhances the cost-effectiveness of the campaigns. Companies can attract a more suitable customer group and achieve success as a result of a more efficient marketing process. Web analytics solutions provide important gains to organizations in the process of data collection and processing. It has been observed that new organizations using these tools become competitive in a short time in the market, while organizations that have been in the market for a long time gain a sustainable competitive advantage.
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1. Introduction

Mobile analytics has emerged as a recent phenomenon in the last couple of years stemming from the staggering increase in worldwide mobile smartphone usage combined with the increased attachment of mobile users to their phones. The always-connected consumer has encouraged businesses, big or small, to stay in touch with their consumers through this rather personal yet accessible medium, creating opportunities to reach levels of engagement once unattainable. At this point, mobile analytics serve as a valuable tool to timely monitor, assess, and refresh users’ interest in mobile applications over time. In this chapter, we discuss the new, dynamic and delicate balances (1) between the users and their mobile phones, (2) between the users and mobile businesses, and (3) among today’s mobile users. Upon providing the general landscape of mobile, I focus on mobile applications as the main medium that gave rise to the emergence of mobile analytics. I offer a framework to map mobile analytics into the underlying decision-making process of mobile app users. I discuss each stage of the decision-making process with its corresponding mobile analytic tools.


1.1 The Rise of the Mobile

Mobile phones have made tremendous progress over the last two decades, reaching an exponential rate of growth with the introduction of smartphones. This acceleration has been made possible by technological advancements on several fronts, ranging from wireless technologies (i.e., availability and offset spread of more affordable 5G devices) to increased battery life. Improved processing and endurance capabilities of smartphones, coupled with the development of mobile interfaces that improve user experience have transformed the mobile channel into an attractive platform for users. 67.1% of the world’s population currently uses a mobile phone, with unique users reaching 5.31 billion by the start of 2022. The global total has grown by 1.8% over the past year, with 95 million new mobile users since this time last

Parallel to the increase and anticipated growth in smartphone penetration, the amount of space that cellphones take up in an individual user’s life has also expanded substantially over time. The recent outbreak of COVID has advanced mobile usage by 2 to 3 years, accelerating the transition to a mobile-first world even further (Appannie 2020). Mobile users now spend 4 hours and 48 minutes each day on average on their smartphones, which makes up 1/3 of the daily working hours (Apannie 2022). More than 50% of web traffic comes from mobile devices (Google 2016). The COVID outbreak has revealed the importance of social connectedness. Accordingly, social media platforms rose to the challenge of keeping users socially connected, making mobile devices an even more integral part of users’ self-images and the primary tool to communicate with their private networks. The amount of time a user spends daily on social media amounts to 2 hours and 27 minutes (Kemp 2022), and mobile platforms account for about 80% of this total time spent on social networking sites. In fact, 91% of all social media users utilize their mobile devices to access social media networks (Lyfemarketing 2019).

The expansion of the space that mobile phone takes up occurs on two fronts: (1) within today’s consumer’s daily routine and the (2) global mobile phone penetration. In addition, the expansions on both fronts are projected to continue at an increasing pace. Consequently, there have been visible shifts in how consumers behave, how they interact with their mobile devices and also amongst each other, as well as how businesses operate and how they communicate with their users. We discuss these shifts in the general landscape of marketing and changing consumers to demonstrate how mobile analytics can be utilized to make sense of this dynamic and complex mobile ecosystem containing multiple members and the interactions between these members. These include consumers, their interactions with each other and their mobile devices; and businesses and their interactions with consumers over their mobile devices. We start by painting a glimpse of today’s mobile consumers.



1.2 Mobiles Transforms Consumers

Mobile connectedness has altered the delicate balance between businesses and consumers in favor of consumers in a variety of ways; creating an empowered customer. The driving forces behind this empowerment are the ability (1) to stay up to date with the most recent price offerings of items of interest across different channels, and (2) to instantly connect with a growing body of consumers either via social media, or customer review platforms. Varadarajan et al. (2010) attribute an increased bargaining power of customers to the anytime, anywhere information search capability of customers. This increased bargaining power grants consumers greater control over the pricing, timing, and location of their purchases (Aydin-Gokgoz, 2021). The embracement of this power, combined with the widespread diffusion of social media has created more demanding customers inseparable from their mobile devices. The new and growing space that mobile phones occupy in the daily lives of users has become essential and enabled a new degree of connection with today’s consumers, facilitating a transformation in user behavior. Recent research shows that users view mobile phones as a part of their extended self-concept and mobile help them to co-construct their selves due to the ubiquity and instant accessibility features of mobile (Belk 2013). Mobile users even utilize their mobile for emotional in times of stress

Changes in consumer behavior brought on by the mobile platform can also be seen in how consumers communicate with each other. Libai et al. (2010) demonstrate the potential power of the mobile channel to modify consumer-to-consumer interactions. The intersection of social media with mobile has enabled consumers to easily influence other consumers’ decisions (Kumar 2015). When we move on from the consumer-to-consumer relationship to business-to-consumer relationships, we will observe how mobile facilitates change in the role of today’s consumer from a uni-directional to a multi-directional role, where consumers easily communicate back with businesses (Hennig-Thurau et al. 2010). Businesses, on the other hand, must carefully study today’s constantly evolving consumers and their changing behavioral patterns to find a balance within the changing relationships when operating in the highly dynamic mobile landscape. In the next section, we discuss how mobile changes the landscape of businesses.



1.3 Mobile Transforms the Business Landscape

The recently enabled, deeper level of connection that users now have with their mobile phones emanates from the unique features provided in this new space. A few of these unique features include uninterrupted accessibility, personalization at a very granular level and location sensitivity. In addition, Okazaki and Mendes (2013) examine the concept of ubiquity in mobile services and define the constructs of consumers’ perceived ubiquity as continuity, immediacy, portability, and searchability. The idea of a constantly connected consumer with immediate access to endless information has created an exciting opportunity for emerging, innovative businesses while posing a challenge for businesses that are reluctant to grab these opportunities and are inclined to function in the traditional sense. In short, mobile helped to redefine one of the most important P’s of marketing: ‘the place’. Therefore, foreseeing companies such as Amazon, Facebook or Airbnb have timely completed their transition into a mobile-first business strategy to keep up with todays on the go consumers. On the other hand, mobile has provided innovative business models with a valuable tool to carry their disruptive business models through. Using mobiles effectively to meet today’s consumer’s needs innovatively, businesses spanning a variety of industries ranging from hailing to music, such as Whatsapp, Uber (Wang et al. 2019), Spotify or M-Pesa (Reinartz et al. 2011, Wooder and Baker 2012) have succeeded by challenging or even disrupting existing business models in each industry. Witnessing the rise of mobile-first companies in a variety of industries, businesses have started to place a strong emphasis on their ability to effectively engage with customers continuously, and mobiles have carved out a significant place in marketing strategy over the past decade. Consequently, mobile marketing research has seen rapid interest from scholars since its infancy in the early 2000s. Mobile marketing has been defined as the multi-way communication and promotion of an offer between a firm and its customers using the mobile medium, device, channel, or technology (Shankar and Balasubramanian 2009). Aydin Gokgoz et al. (2022a) provide a detailed synthesis of the literature of research in the mobile marketing field over the last decade. The unavertable rise of the mobile channel owes this steep growth curve to the emergence of the mobile applications platform. Users dedicate 88% of their mobile minutes to mobile apps. Compared to a slightly declining 23 minutes per day spent in mobile browsers; the time spent on mobile apps is growing substantially reaching up to 3 hours 47 minutes, taking up the rest of the growing space of mobile within users’ daily lives (Wurmser 2020). The mobile application space has dominated mobile browsers by a wide margin for a while now and continues to grow exponentially. Accordingly, the majority of mobile analytic metrics pertain to mobile applications and the data is mostly derived from the interaction of the users with mobile applications. Therefore, it is crucial to understand the forces in effect in the mobile application market, as well as the opportunities and challenges associated with this medium. Hence, in the next section, we turn our attention to the mobile application ecosystem and its unique features to disentangle the underlying characteristics of the special connection between mobile users and their mobile applications.

Mobile Apps: The current state of mobile medium (Appannie 2021) reveals that there has been a total of 230 billion new app downloads, where more than 435,000 apps per minute have been downloaded in 2021. Although these giant numbers alone indicate the significance of the mobile app space, the associated financials of the mobile app space further strengthen their impact. In 2021, App Store spending has reached $170 billion, with more than $320,000 spent per minute cumulatively. In addition, the mobile advertisements expenditures have hit $295 billion, which corresponds to the 41st largest country in the global economy (Appannie 2021). Accordingly, the mobile application space presents itself as a glowing space that enables all types of enterprises, from individual developers to well-known brands, to take their space in the mobile medium, and benefit from the unique features it offers. The consequences of missing out on this attractive medium can be grave for businesses’ success in today’s digital world. Moreover, due to its current structure, the barriers to entering this market are quite low and it is possible to exhibit a working mobile application with a modest budget and workforce in a short time frame in this welcoming space. Consequently, the mobile applications space full of promises became overcrowded over the years, resulting in an extremely competitive ecosystem. To date, there are now 8.93 million mobile apps available worldwide (Koetsier 2020). As such, standing out amongst this giant number of available options becomes a very challenging task for app developers. To depict this daunting challenge more clearly with numbers, 67.8% of mobile applications do not even hit the modest 1000 downloads remark; 17.9% have less than 1000 active users; 6.6% have no user retention; 5.8% have no revenue at all; 1.4% have no profit, and consequently, only 0.5% of them can break even (Fyresite 2021). Carare (2012) shows that the download of an app follows a power law, implying that a very small number of applications account for a big part of the revenue. Supporting Carrare’s findings, Garg and Telang (2012) further reveal that the downloaded number of the first ranked mobile app on iPad is 120 times the downloaded number of the mobile app ranked 200th. Likewise, the download number of the first-ranked app on iPhone is 150 times the downloaded number of the app ranked at 200. Revenue-wise, these numbers are 95 times for iPhones and 110 for iPad. Considering the very long tail of the distribution of mobile app demand, these studies collectively suggest that the platform-controlled top charts further aggravate the struggle of the mobile applications that lie in this long tail to survive in this highly competitive market, with success rates as low as 0.5% (Fyresite 2021). Without any doubt, the only apps that successfully complete this mobile app adoption challenge to reach a substantial user base can deliver their intended message/service to their users.

Mobile Application Decision Process of Mobile Users: To understand the mobile analytic metrics associated with mobile applications at a deeper level, it is useful to think about the user’s decision journey that leads to adoption, usage and engagement, retention and loyalty of an app. It is essential to understand the underlying decision process of the users to better understand the factors that drive the success of mobile applications, and subsequently help developers/brands to create customer engagement through a new promising channel. We will visualize the decision process that the mobile app users go through in Figure 1. A thorough understanding of Figure 1, can help app developers to choose and interpret relevant mobile analytics correctly in a timely fashion. For this visualization, it is possible to draw a picture in a way that resembles the classic user conversion funnel. The funnel shape appropriately reflects the number of users associated with the stages mentioned in the figure. Figure 1 illustrates the funnel shape and demonstrates the three stages in this process.
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Figure 1: Mobile application decision process of mobile users


Stage 1: As depicted in Figure 1, the first stage of the mobile user’s app decision process corresponds to the mobile app adoption stage, which entails securing a place in the limited space of the mobile user’s mobile phones. The initial consideration set is extremely large in this stage (as revealed in numbers previously). Claiming this attractive place becomes quite a challenge on the developers’ side. Recent research shows that in this stage, platform-controlled variables such as top charts and featured lists become especially important to help with the discovery of the apps by their users, especially early on in their life cycle following their initial release on the market (Aydin Gokgoz et al. 2021). There has been a great interest from scholars to understand the dynamics of this innovative medium recently. In the mobile app adoption section, we will discuss the mobile analytic metrics that correspond to this stage as well as summarize research on factors that affect the decision of the user to download a mobile app in this stage in detail.

Stage 2: Only when the users pass the initial download stage, as shown in Figure 1 above, are they exposed to the mobile application for the first time. This initiates the second stage in Figure 1. Unfortunately, completing the first stage does not guarantee repeated interaction with the user on the developer side. In this stage, the app developers face the challenge of securing the new place they have been able to occupy on mobile users’ phones. The app developers at this stage run the risk of being unable to keep and retain the claimed space and associated intense time with their users. Retention is particularly important in helping the app developers with their financials to break even when considering that the vast majority of mobile applications are offered free of charge on the market. In support of this assertion, 92.3% of mobile applications on the App Store are free applications (Curry 2022). Unsurprisingly, 98% of app revenue worldwide comes from free apps (Buildfire 2022). With the lack of the initial fee to download an application, free applications’ main revenue streams become in-app purchases, and in-app advertisements, both of which continue to function based only on the premise that the users visit the application regularly. Conversely, the engagement with paid apps is much higher compared to the engagement with free apps. This is possible because making an initial financial commitment shows how involved the user is with the app in question. Therefore, for a free application, creating a repeated interaction with its user regularly becomes essential. Statistics related to this stage of the decision journey still do not bear good news for developers. The odds still have it that a majority of applications who have completed the download challenge will not survive the second stage to create repeated interaction with the user. Concisely, 25% of the downloaded apps are used only one time. The retention rate significantly subsequently following the installment of the app. Two months after the initial download of an app, the retention rate falls to 33%, and after three months it becomes 29%. When easily converted into churn rates, the percentage of users who abandon the downloaded app after two months increases to 67%, and the ratio further increases to 71% after three months (Applause 2019). This second stage, which is just as, if not more, challenging than the first step corresponds to the second decision step of the user in the mobile app journey. In this stage, given that a user has downloaded an app, the first experience with the app plays an important role in determining whether the user will keep the app on her phone in the second stage. Consequently, several app characteristics ranging from social connectivity to user interface features play a larger role in mobile app retention. Therefore, in this step, it is possible to introduce new mobile analytic metrics that can help developers timely monitor the retention rates of their apps and the churn rates of their users. Consequently, we will dedicate the mobile app retention and churn section to discuss these metrics in detail and summarize the extant research on the effects of several variables on user retention of mobile apps.

Stage 3: Finally, moving on to the final stage in the mobile app decision journey of the users, Figure 1 shows the rating or reviewing the decision of the app users. After repeated interactions with the mobile application, a portion of the engaged users leaves a review or rating of the application in the App Store for other users or potential users to view. Conversion of the repeat users into engaged, loyal users who opt for the reviewing, and rating process of the application completes this cycle by either encouraging or discouraging, potential app users. To quantify this effect, Apptentive (2021) suggests that moving from being an app rated three stars to four stars is expected to increase App Store conversion by 89%. This percentage increases to 280% when an app jumps from two stars to three stars. The findings of their survey suggest that the percentage of consumers willing to consider downloading an app would decrease significantly between star ratings. In exact numbers, only 50% of the consumers are willing to consider downloading an app with three stars, the rating point that lies in the middle of the spectrum. When we move on to the left-hand side of the rating spectrum, we see that the percentage drops further to 15% when we consider an app rated two stars in the App Store. Moreover, 77% of consumers read at least one review before downloading an application. For the same reason explained before, i.e., the associated financial commitment that comes with downloading, the effects of reviews and ratings of apps on initial download decisions of potential users are aggravated in the case of the paid apps. The percentage of consumers that read at least one review before downloading a paid app becomes 80% (Apptentice 2021). These statistics collectively underline the importance of ratings and reviews of applications on the conversion and retention behavior of current or potential users. Therefore, dynamically monitoring this precious data source and acting upon stated concerns of users promptly can have a substantial effect on the survival and success of mobile applications. Aydin-Gokgoz et al. (2022b) investigate the organic, dynamic relationship between app users and developers facilitated through app reviews and how responding to user requests voluntarily reported by users in these reviews via mobile app updates (i.e., product development) may enhance product ratings. Authors offer fine-grained insights into prioritizing the mobile app development process by data flowing from the users’ side access to the developers through reviews. The content analyses about 1 million user reviews of 460 mobile apps during their first year on the market and shows that the match and the mismatch between previous period reviews and subsequent product developments via updates may enhance app satisfaction, either by rewarding or avoiding penalties of app rating contingent on the nature of the requests and the timing of the updates. Consequently, this final stage of the user’s mobile app decision journey also represents a major milestone on the road that is headed for the success of mobile applications and bears critical importance in terms of mobile analytics. I will discuss which mobile analytics metrics can be utilized to successfully monitor and endure this stage in the final mobile reviews and rating section.

Starting with the first stage of the mobile app decision journey of the users, in the next section, we discuss why mobile app adoption is one of the most significant stages app developers have to go through to start an ongoing relationship with their mobile users and subsequently summarize the factors that affect mobile application demand.

Mobile App Adoption: Downloading an app shows a commitment from the user’s perspective to invest in an ongoing relationship with the app. This is a fundamental difference compared to visiting a web browser or even a mobile browser temporarily. Therefore, we can view the download numbers as the first mobile analytic metric that the developers should carefully monitor to complete the first step of the process: obtaining the possibility of familiarizing themselves with their users. Only after completing this rudimentary but essential step, app developers will gain the opportunity to create an engaging journey for their users. Download numbers are without a doubt the right metric to understand the conversion of potential users into actual users. However, it is worth emphasizing that download numbers alone reflect only a uni-dimensional viewpoint that corresponds only to the first important milestone of the mobile user’s decision journey (see Figure 1). Accordingly, the important decisions that an app developer takes, should consider not only the potential but also the actual users of the app. Download numbers can be defined as the net new installments of an app on a user’s mobile phone and operationalized in two ways: cumulative vs. daily downloads. Together with the speed at which this number has been attained, cumulative download numbers indicate the general popularity of an application, whereas the daily number of downloads provides a better measure of whether the app can maintain or exceed its reputation over time. The daily download numbers also offer more accurate feedback on the effect of the developer’s marketing or app development activities on user adoption decisions. In short, download numbers are useful in showing the size of the potential pool of consumers to generate revenues over the lifetime of their customers. Although the revenues are mainly contingent on retention rates and engagement, which we discuss in the upcoming stages, one-off revenues for paid apps generate a revenue stream on their own. This revenue stream will simply multiply download numbers by the price point of the paid app which mostly lies between the $0.99–$9.99

Related to download numbers, another important mobile analytic metric that developers may utilize is download attribution. Put simply, with the help of the embedded codes in the mobile advertisements, this metric briefly allows tracing the source, if any, that directed the user to the mobile app installment page. Based on the information that arrives from this metric, developers can optimize their marketing activities for acquiring new users. For instance, this metric can yield valuable information on which mobile marketing channels and marketing campaigns are most effective. The attribution models can be customized based on the intended outcome of the marketing campaign in action, displaying the medium that directed the user to the first click and/or the last click of the process. When measuring download attribution, user characteristics (such as the device through which the user is connected, their current software system, their unique id number etc.) can also be stored, and the information can be combined with the channel through which the user is directed to the mobile app installment page to discern which type of users to target through which medium.

Contrary to the significance of download numbers in understanding the general trend in potential users, the decision of the users to download an app resulted in a conundrum due to the recency of this medium, which scholars in the field were eager to unravel. Meanwhile, to face this challenge, mobile app developers first adopted a trial-and-error approach to uncover the factors affecting mobile app adoption to the extent that starting in the app market with a minimum viable product and making progress along the way by incorporating user feedback into account became a rule of thumb in the industry. Unsurprisingly, this daunting challenge facing the business world over recent years has received considerable attention in the academic world. Recent research in the field has exhibited great interest in investigating the underlying factors affecting mobile application demands.

To date, empirical research in this area of literature unravels the effects of several apps, consumer, platform, firm and country characteristics on app adoption. For instance, Kim et al. (2017) establish that the browsing history of non-shopping apps in addition to prior online and mobile experience of users positively affects shopping app adoption. Kübler et al. (2017) investigate the effects of app and consumer/country characteristics on adoption. The authors take a broad perspective and investigate differences between emerging and mature markets for mobile app adoption across 60 countries. Their results indicate that price sensitivity is contingent on different economic and cultural characteristics of countries. For instance, higher masculinity and uncertainty avoidance are associated with higher price sensitivity. Similarly, app ratings’ valence sensitivity increases with higher individualism and uncertainty avoidance, while volume sensitivity increases with higher power distance, uncertainty avoidance, prosperity and higher income equality. Authors also find that product updates positively affect rankings. Moreover, the sales rank of the free version of an app increases the sales rank of the paid version. Research on updates in mobile applications reaches a consensus on updates positively affecting app demand. Carare (2012) finds that demand is lower for apps that are not regularly updated and Ghose and Han (2012) state that the number of previous versions of an app has a positive effect on app demand. In their study, Ghose and Han (2012) investigate the competition between Apple and Google platforms. Their findings suggest that a price discount enables a greater increase in app demand in Google Play Store compared to Apple App Store. Authors further argue that developers of paid apps can enjoy maximum revenue by offering a 50% discount. The in-app purchase option is found to increase the demand whereas the in-app advertisement option is found to result in a decrease in demand. Translated to revenue, having the in-app purchase option corresponds to offering a 28% price discount whereas enabling an in-app advertisement option is associated with an 8% price increase. Aydin-Gokgoz et al. (2021) investigate factors that affect mobile app adoption during the first year following their release and find that appearance on top charts, especially in the early days is most influential on app downloads. Authors make a distinction among the variables that affect mobile app downloads to categorize them under developer-controlled, user-controlled and platform-controlled variables. This distinction helps practitioners to view the effects of the different sets of variables over the first year of their application’s initial release on the market, which is the most critical time to gain traction with users. In addition, Schulze et al. (2014) consider virality for Facebook apps and examine the effects of app characteristics and sharing mechanisms on the success of viral marketing campaigns assessed by app installations. They observe field data to reveal that utilitarian versus fun-oriented apps have different routes to success. Authors explain that although optimum for fun-oriented apps, unsolicited and incentivized broadcast messages from friends are the least effective sharing mechanisms for primarily utilitarian products. They attribute this difference to situational expectations; consumers use Facebook for fun and entertainment as opposed to doing something useful and allocate fewer resources to the message. On the other hand, Ende et al. (2013) investigate the mobile ecosystem together with telecommunications networks and platforms. Authors consider mobile applications as complementary products to basic communication services. They evaluate the performance of core and complementary products along three dimensions: integration, ownership, and novelty. The results indicate that integration of the complementary products by the firm positively affects the performance of new core products whereas this effect becomes negative when a mature core product is complemented. In addition, ownership increases performance when both core and complementary products are new. Hao et al. (2011), follow a game theoretic approach where the platform owners, developers and consumers are the three players, and they study the equilibrium of the market. Authors suggest a minimum app price to rule out low in the market.

The speed at which the app passes through different download thresholds is also of great importance to effectively benefit from the self-enhancing mechanism when online word of mouth acts as a booster in the download numbers. Accordingly, in addition to adoption, Arora et al. (2017) investigate factors that affect the rate of adoption of paid apps. Their results indicate that (1) the adoption speed of games is higher compared to other app categories and (2) the price of paid apps does not have a significant effect on their adoption speed. Counterintuitively, their results reveal that an increase in the number of permissions required by a paid app has a positive association with its adoption speed. Both high developer reputation and higher paid app user rating are associated with higher adoption speed of paid apps. A positive reputation of the app developer has a stronger positive association with paid app adoption speed in the early life stages of a paid app but decreases significantly in later stages. They also find that paid app user ratings have a weaker association with adoption speed for games compared to other app categories.

Taken together, existing research attribute factors affecting mobile app adoption to a broad set of variables ranging from consumer characteristics and experience, country and firm characteristics and mobile app characteristics. These collective findings from the recent research stream, combined with the mobile analytic metrics that correspond to the mobile app adoption stage, provide developers with ample information on how to optimize their marketing activities and prioritization of their monetary and personnel resources. Hopefully, by carefully managing and optimizing their resources accordingly, developers will be able to successfully navigate this first stage of mobile app adoption, which entails acquiring new users. Although carefully keeping an eye on new customer acquisition is quite important, this stage and its associated metrics only provide us information on one fragment of our target users i.e., new users. The developers should proceed towards the subsequent stages of the users’ mobile app decision journey to thoroughly understand their existing user base and to modify its’ offerings to their enjoyment accordingly. In the following section, we discuss mobile app retention and churn that corresponds to the second stage in the mobile app conversion funnel (Figure 1).




2. Mobile App Retention and Churn

The second decision of the mobile app users as shown in Figure 1 is whether to keep or delete the app after first exposure. Based on their experiences with the app, users begin to develop their assessments of the app. Starting from the first exposure, certain app characteristics will assist users in shaping their evaluations of the app. Considering that 25% of the apps are used only once after installment, the evaluations are already complete after the first exposure for a sizable subset of the users. Given that the users have shown an interest in the particular app by deliberately initiating the download, the statistics imply that the 25% of apps that are discarded by their users after the first exposure are unable to meet the users’ expectations. This observation would, rather disturbingly, suggest that the first interaction with the application may be the only opportunity the developer may have to connect with its users. The implication creates a contrast with the rule-of-thumb minimum viable product approach in practice and suggests that even with this approach, starting with a well-thought product that rightfully responds to unmet or poorly met needs of the targeted customers with excellent user experience is indispensable. Therefore, these observations and market statistics roughly connote that the content of the app combined with its design characteristics is influential in leaving the user with an overall positive experience and triggering a desire to come back. In order not to miss an exciting opportunity to create an ongoing relationship with its users, the first step is to double-check to see that the app works as intended. The fast–loading times and the avoidance of crashes and bugs are signals that the performance of the app works properly. In this section, we will first introduce the mobile analytic metrics that aid developers to measure the desire to come back to an app for repeated use. Consecutively, we will review research on factors that affect mobile app retention and engagement that correspond to the second stage in the mobile app conversion funnel. According to Appannie (2022), the average person has 60–90 apps installed on their phone, uses around 30 apps monthly, and launches 9 apps per day. Although the competition for their users’ attention among the downloaded apps is not as fierce as standing out in the giant initial consideration set in Stage 1, how to engage the users with your app becomes a very relevant question at this stage. The significance of this question becomes even higher when we consider that increasing customer lifetime value will proportionately increase the generated revenues that come from in-app purchases (e.g., buying virtual items in games) and in-app advertisements (e.g., watching ads to unlock levels in games). Alternatively, mobile apps can serve as another channel to reach consumers, and revenues may be generated when they complete their purchases via the app (e.g., shopping apps). Finally, based on what the app is trying to achieve, it is possible that an app’s only mission is to create engagement with its users regardless of any financial commitments (e.g., branded apps). In all of these scenarios, deciphering user engagement is key in achieving the intended purpose of the apps.

In their endeavor to find the correct answer to this question, the first step for developers is to be able to correctly monitor user engagement with the app. For measuring engagement, there are multiple useful metrics that app developers should consider. The most obvious metric is the retention rate which measures the number of repeat users who continue using the app over the course of a given time frame. Although it may vary with what the app aims at, typical time frames to measure retention rate are 3 days, 1 week, 15 days and 1 month. This metric is closely related to user churn rate, subtracting the retention rate from 1 simply yields the churn rate for an app’s users, i.e., the ratio of users who abandon the app at the end of this given time frame. By calibrating this time frame, it is possible to pinpoint the date at which users’ attention to an app begins to wane. We refrain from providing a benchmark for retention and churn rates, as these metrics greatly vary concerning several app characteristics such as business model or the category of an app. Regardless, based on this information, touching base with your user via push notifications in-app messages or sending reminders through different channels before the day can be influential in avoiding churn. An alternative strategy could be to offer additional content to the users through app updates promptly to stimulate renewed interest in the application for relevant app categories. The number of active users can also function as a reliable gauge for user engagement with an app over time: daily active users (DAO) or monthly active users (MAO) indicate the number of users actively visiting the app on a given day or month. The mobile analytic metrics discussed up to this point are proxies to estimate the volume of users engaged with the app. Whereas volume is an important dimension, the depth of the engagement that the user has with the app emerges as another important dimension which enables us to have a complete understanding of engagement. One way to assess the depth of engagement is to consider the length of the app sessions averaged over the number of users. This metric allows developers to understand the amount of time they can utilize with their users. Another metric related to the depth of engagement is the number of screens visited by the users. This metric allows developers to understand the user’s journey within the app. Given a specific screen, it is possible to customize this metric by calculating the ratio of users who continue the user journey, to the number of users that end the user journey by terminating their session while on the specific screen. Interpreted together, the careful observation of these metrics can prompt developers to make the most of their time with users by presenting interesting content in the initial screens of the user journey as well as making sure that the termination decision does not emanate from usability and/or design characteristics of the application. Specific to the case of shopping apps, conversion and the size of the basket are among the important measures. However, as this process is similar to online shopping, the details for these metrics are beyond the scope of this chapter. Next, we will review research that uncovers the factors affecting mobile app retention.

Basoglu et al. (2014) investigate the effects of app features on attitude towards mobile service (through a mobile application) adoption in a computer-based experimental setting. Specifically, the authors investigate the effects of adaptivity, information completeness, innovativeness, and customization on attitude toward using a mobile application. The results show key determinants such as usefulness, and ease of use with various mediation paths. Specifically, adaptivity and information completeness have indirect effects through ease of use; innovativeness and customization have indirect effects through usefulness, and personalization has an indirect effect through attitude on mobile application satisfaction. Baek and Yoo (2018) approach the subject from a design perspective and investigate the usability of mobile applications from consumers’ perceptions while investigating its effects on continued usage intention and referral. Authors develop a survey using consumer perceptions to assess the usability of mobile applications. They identify the constructs of usability under five main factors: user-friendliness, personalization, speed, fun, and omnipresence. Authors find a positive effect of branded app usability on continuance usage intention and referral intention, which in turn increase brand loyalty. Shi and Kalyanam (2018) investigate the impact of different touch features on app engagement. They distinguish between navigational and informational touch features. Their results indicate that informational touch features affect app engagement whereas navigational touch features do not. Rutz et al. (2019) on the other hand focus on mobile games to uncover the factors that drive user engagement. Their results over 193 mobile games indicate that average rating and the number of ratings increase the mean usage of a mobile game. The authors forecast engagement using game characteristics and marketing activities by the developers. Finally, Eisingerish et al. (2019) conduct a field experiment to identify how gamification principles affect customer engagement. They define gamification principles as social interaction, a sense of control, goals, progress tracking, rewards and prompts while showing their effect on engagement through hope and compulsion. Their results reveal that hope positively mediates the relationship between gamification principles and customer engagement, whereas compulsion may reduce it.



3. Mobile Reviews and Ratings

Finally, the last stage in the users’ app decision journey is whether to rate or review the app. Among the classical brand engagement levels, this stage corresponds to the highest level—brand advocacy. Similarly, a small portion of app users will arrive at the app advocacy stage, connecting themselves back to the first step of mobile app adoption by having a potential impact on new user acquisition. Coupled with the critical opportunity costs of star ratings, existing users that have gained traction with the app in the preceding two stages become a segment that requires special attention. A trick widely used in practice is to send push notifications to users to review or rate the app following a positive experience with the app (e.g., after setting a high score within a gaming app), or similarly, to send a push notification to the user asking for their evaluation of the app, and contingent on the star rating that arrives from the user, directing the user to review or rate the app in the App Store. Although this subliminal prodding may help create positive shifts in ratings in the short run, it is vital to solving the main reasons behind user unsatisfaction. When we re-consider the statistics, potential users do not even consider downloading an app when the rating of an app is unsatisfactory. Therefore, creating an app that (1) responds to unmet user needs, (2) is free of errors and performs well, and (3) offers a positive user experience is the first step behind a positive evaluation. In addition, listening to the concerns, and requests of the users continue to feed this dynamic data into the app development process can benefit the app in terms of user evaluations in the long run.



Conclusion

In this chapter, we have offered a holistic view of mobile analytics by first discussing the rise of mobile within the daily routine of today’s digital and connected consumers. Parallel to an increased attachment of mobile consumers to their phones, we first discuss the shifts in consumer behavior due to mobiles, affecting not only individual consumers but also transforming how we communicate with each other. Then, we turned our attention to the mobile transformation in the business world and the changing communication between businesses and consumers due to the consumer empowerment supported not only by mobile but also by social media. These first sections set the stage to understand the importance of mobile analytics and determining its place in the larger mobile ecosystem.

The mobile app section focuses on the relatively new space that continues to create additional space for itself daily to grab users’ attention with the unique offerings it entails. The convergence of the mobile web into a mobile app space also resulted in mobile analytics evolving within this medium. In this vein, we offered a framework which we call “users’ mobile app decision journey.” Such a framework offers a lens through which we may understand the underlying decision process of app users according to their interactions with an app. We discussed mobile analytics under three stages that correspond to subsequent decisions that mobile app users make during the customer life cycle within a particular app.

The first stage corresponds to the mobile app adoption stage which mainly involves the new user acquisition struggle of app developers. The section reveals that this step is the beginning of a rather long and tough journey. However, passing this stage means that the app has been able to break through the clutter to catch its users’ interest. We reviewed existing literature on mobile apps that analyze the factors that have an impact on the adoption decision of the users. Combined with relevant mobile analytics metrics, findings from these studies equip developers with a strong tool to navigate their way in this highly competitive environment.

The second stage corresponds to the mobile app retention stage where creating a repeated interaction becomes of interest to the developers in the next stage. This stage is particularly important to successfully deliver the intended value proposition of the app and enhance the customer’s lifetime value. Meticulously combining mobile analytic metrics that measures both the volume of engaged users and the depth of the engagement they have with the app provides developers insight and an incentive to customize the user’s journey concerning different user characteristics to increase this engagement. In addition, the findings from recent research disentangling the underlying factors that determine retention and engagement can help developers to design their app characteristics and user experiences accordingly.

Finally, although small in ratio, a percentage of repeat users become app advocates for the app, the highest level of engagement. Nowadays, the social circles of consumers can easily extend to strangers through customer platforms. In this regard, affecting the decisions of other consumers has become easier than ever. Increasing the app advocate ratio is crucial for this reason. Moreover, this invaluable source of readily available data is a treasured source to be mined by app developers. The feedback arriving from users can readily be utilized to optimize the app offerings to appeal to its user’s stated requests (Aydin Gokgoz et al. 2022b). Last but not least, the level and abundance of the available mobile data also bring the topic of user privacy into the spotlight. A strong and long-lasting relationship with the user, which is the main reason for the emergence of mobile analytics in the first place, assumes transparency and mutual trust. Therefore, mobile data collection and interpretation processes should always prioritize user consent and the protection of user privacy at all costs.
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1. Introduction

Social Networking Websites (SNWs) have been termed “a social scientist’s wet dream” (Halavais, referenced in Parry and Chase 2011). However, they also bring distinct ethical issues for academics and practitioners seeking to highlight the benefits they provide. These sites raise multifaceted methodological and ethical issues and a debate about the appropriate ethical measures for research aimed at online discourses. Even though SNWs function freely online, among the most important debates is that networked public forums should not be regarded as public forums. They are both personal and communal rules, and they are networked. Each of these circumstances creates unique ethical issues (D’Arcy and Young 2012).

Many businesses now use Social Media Analytics (SMA) to track and communicate with their customers on Social Media (SM). According to Sykora et al. (2020), gathering, archiving, and analyzing SM data to extract information, actionable knowledge, and insights for the decision-making process and predictions have become standard practice. However, fundamental ethical and privacy concerns have been disregarded in the scholarly literature. For instance, Zimmer and Proferes (2014) examined over 300 papers and found that only 16 papers covered ethical problems at all. Boyd and Crawford (2012) indicate that the issue of big data’s potential ethical consequences is not well recognized. Besides this, can researchers and analysts justify their consumption and study of data merely because the data is available? All human subject data creates privacy issues, yet the true vulnerabilities of misuse and abuse are hard to measure.

Moreover, published research on SM users and the advanced analytics used for their user-generated content is rare. Sykora et al. (2020), recently examined various views and considerations about emerging analytics by employing focus groups and an internet survey in the UK. However, this chapter’s initial section will look at the current literature on SMA ethics and related topics. The second part of the study presents the research techniques employed, followed by analysis as well as findings in the third part of the study to evaluate Social Media Research (SMR) and SMA’s perceptions in Kabul, Afghanistan.



2. Traditional Ethics

The term “ethics” is derived from the Greek word ethos, which means “personal disposition” or “character,” and is related to the Latin “mores” or “morals”, which emphasizes a group’s conventions (Lewis and Westlund 2015). As Ward (2010) points out, ethics is inwardly involved with an individual’s decision-making and is externally influenced by societal laws. The discipline of ethics spans a wide field of moral philosophy and theory (e.g., Williams 2006), concluding appropriate behavior within the context of moral principles for our purposes.

Orthodox deontological and utilitarian ethics have focused on individual moral obligations, also known as Moral Agency, since the Enlightenment (MacIntyre 1998). This concept of Moral Agency is based on almost religiously held beliefs in individualism and free will. When it comes to the development of digital technology, especially Big Data, both of these assumptions face difficulties. The degree to which an individual has Moral Agency defines his or her level of obligation. The guilt of an entity is described by moral obligation in a mixture of external and internal factors that escape the entity’s will (Zwitter 2014). Generally, most entities follow the Moral Agency criteria that are widely agreed on, three of which are as follows (Noorman 2012):


	Causality: An agent may be held liable if the ethically important consequence is the product of its conduct.

	Knowledge: An agent will be held accountable for the actions of its acts if it has (or should have had) knowledge of them.

	Choice: An agent can be held responsible for the outcome if it had the freedom to select an option that would cause less damage.





3. Ethical Qualities of Big Data

When reinterpreting the core requirements of Big Data, it will become apparent that ethics becomes displaced in certain cases. In some instances, Big Data raises the moral guilt of those who manage it. More generally, ethical behavior today focuses on other people. As a result, the core characteristics of Big Data that are important to the ethical qualities are as follows:


	There is more data available now than there has ever been in data history (Smolan and Erwitt 2012).

	Big Data is organic: Despite its messiness, Big Data reflects the truth in the digital form far more naturally than statistical data by capturing all that is digitally visible. Big Data’s messiness is the product of a reflection of reality’s messiness.

	Big Data can have a global impact: Not only is the portrayal of truth organic, but with genuinely massive Big Data sets (such as Google’s), the scope can be worldwide.

	Correlations vs. causation: In big data studies, correlations take precedence over causation.



Ethics has always tried to keep up with contemporary issues (drones, genomics, etc.) to date. Since Johnson 1985 and Moor 1985, amongst others, began pioneering work on the topic, many publications on computer ethics and cyber ethics have been published. Computer ethics, according to Johnson, “pose new versions of standard moral problems and moral dilemmas, exacerbating the old problems, and forcing us to apply ordinary moral norms in uncharted realms” (Johnson 1985: 1). Therefore, it alters with Big Data, as the Moral Agency is called into question on some issues. Furthermore, in this hyper-connected era, the concept of power, which is so important for ethics and moral responsibility, is evolving to become more networked. One of the greatest problems for the governance of socio-technical epistemic systems is maintaining the individual’s agency, i.e., knowledge and ability to act.



4. Ethical Issues in Big Data Industry

Martin (2015) analyzes Big Data as an industry rather than technology and emphasizes the ethical concerns that it faces. These concerns developed as a result of reselling customer data to the Big Data Industry in the secondary market. The author proposes solutions to the problems to foster a long-term Big Data Industry (BDI).

The increasing interest in Big Data is justified. Big Data has proven beneficial for national security, enhancing commercial effectiveness, lowering credit risks, enhancing medical research, and aiding urban planning. Big Data manages to combine news from various sources in novel ways to develop new knowledge, produce greater forecasts, or customize services. Government agencies, clinics, businesses, and law enforcement agencies serve their residents better using this information while ensuring nations are safer (Martin 2015). However, Big Data, also known as “Data Analytics” in academia, has been critiqued as an infringement on privacy, as discrimination as it is altering the power dynamic and is just “creepy” (Ur et al. 2012). Deciding what to explore is part of the confusion associated with Big Data research. Big Data has been characterized as follows by Martin (2015):


	The capacity to utilize massive “treasure troves” with data and make predictions.

	A process which “leverages massive data sets and algorithmic analysis” to retrieve new knowledge or information.

	An asset.

	A moment when data volume, acquirement, or acceleration restricts the use of such conventional materials.

	A tactic to function at a massive scale, not probable at a smaller scale.



A crucial ethical debate is avoided by characterizing Big Data as an asset, an ability, or a technique. Big Data is sometimes mischaracterized as morally neutral or as offering benefits that exceed the costs. Many publications concentrate on the operational and strategic difficulties of Big Data but mostly neglect the ethical and social consequences, as implied in grand assertions like “Big Data itself, like all technology, is ethically neutral” (Wen 2012). In both practice and academics, the rising discipline of data analytics lacks ethical analysis. Generating, collecting, and selling data, might alter relationships and business models, necessitating a reconsideration of information governance tactics, which include ethical and privacy concerns (Tallon et al. 2013, Najjar et al. 2013).

Martin (2015) regards the BDI’s information supply chain as encompassing “upstream data sources” and “downstream data use.” Following that, it looks at two critical consumer-related ethical dilemmas raised by the BDI’s systemic norms and practices: “(1) the negative externality of surveillance and (2) destructive demand.”


4.1 Ethical Issues within the Big Data Industry

This section addresses the ethical issues associated with the BDI supply chain sourcing and usage. In this framework, the supply chain must be visible to technologists, researchers, customers, and legislators to resolve these concerns (Martin 2015).


4.1.1 Ethical Issues with Upstream Sources of Big Data

Upstream sources may be undesirable in the BDI due to information quality, data biases, and privacy concerns in data gathering and sharing, as described in detail below.


4.1.1.1 Quality

Due to flaws in the data or a lack of coverage, data quality might be an issue (Boyd and Crawford 2012). The methodology under which the data was obtained, the degree of imputed data within the data source, or intentional obfuscation by users can all cause inaccuracies (Brunton and Nissenbaum 2011). In a manufacturing supply chain, checking the quality of upstream data is comparable to analyzing the quality of upstream sources, where enterprises can select goods by their quality standards. Firms that use upstream data farther down the information supply chain, on the other hand, will be held responsible for the quality of that data (Martin 2015).



4.1.1.2 Biases

Data may also contain biases that favor certain categories of users based on race, ethnicity, gender, socioeconomic class, or geographic area. The results will be skewed due to the nature of the data, restricting the generalizability of the conclusions (Martin 2015). Bias can be initiated in a variety of ways in the Data Sciences and computing generally. Also, bias can be identified in the collecting, analysis, and insight phases of data, whether conscious or subconscious. Moreover, bias can be discovered in the result, assessment, and improvement phases as well. Analysts must be conscious of bias and take precautions to avoid it at all stages of their work. Analytics and ethics are not always rivals, but they can be if they are not handled appropriately (Lindoo 2019). For instance, revealing data obtained by analytics, whether technically correct or not, could eventually lead to a company’s reputation being ruined, competitive weakness created, or legal sanctions imposed (Noyes 2015). Big data and analytics have far-reaching implications for businesses. According to Gartner (cited in Noyes 2015), by 2019, big data analytics will be responsible for 50% of all business ethics violations.

Big Data and analytics have far-reaching implications for businesses. With the development of social computing, bias, now referred to as “fake news,” must be considered. With sites like Facebook, Twitter, and even the mainstream media, bias may be a major issue. The youth, particularly college students, have been easily misled by SM information, especially material that is later revealed to be inaccurate, which will be the potential to cause harm to the community. Nations such as China and Saudi Arabia, among others, have blocked social networking sites (Lindoo 2019).

Several stores, investment corporations, and chain stores, including the United States Postal Service (USPS), have departments dedicated to understanding general consumer behaviors and buying habits. The science of habit-forming has emerged as a key study area for major health centers, academia, and industrial laboratories. “Hiring statisticians nowadays is like an arms race,” said Andreas Weigend, a former chief scientist at Amazon.com (Duhigg 2012). They seek to understand customer habits and decisions as it is at the frontline of analytic departments around the world, as the ability to study data grows exponentially. According to research conducted by Duke University, habits influence 45 percent of the daily decisions that we make. As a result, if a corporation can learn to forecast what consumers will do and/or buy, they have a strong chance of in succeeding convincing them (Lindoo 2019).



4.1.1.3 Privacy

Finally, and most significantly for the BDI’s ethical implications, the corporation providing data must be assessed with regards to protecting privacy when collecting data (Martin 2015). When it comes to privacy, the question is, “who should have control over and who has access to personal data?” It is not just about access control; it is about firms’ fiduciary obligations to secure data (Lindoo 2019). Individuals’ right to privacy is defined as their desire to be kept alone, without surveillance or interference from other people or institutions (Laudon and Laudon 2015). Because of the growing number of teenagers joining groups on these SM platforms and paying no or very little attention to privacy issues for anybody, even themselves, the data privacy conundrum has become increasingly serious (Ethical issues in social networking, referenced in Kumar and Nanda 2019).




4.1.2 Ethical Issues with Downstream Uses of Big Data

Downstream Big Data applications can have both positive and negative (often unethical and damaging) effects. However, the risks of embracing Big Data should not outweigh the benefits, which range from healing diseases to detecting fraud. In this context, the ethical issues with downstream uses of Big Data are as follows (Martin 2015):


	Consequences to Consumers: Based on the individual’s outcomes, data utilization can be analyzed. The consequences of using Big Data for bias in credit decisions or university admissions could be cited as an example.

	Process: The harm caused by the use of Big Data could also be discovered by examining how value is made or eliminated for individuals and where individuals’ rights are being violated within the data-use process.

	Treatment of Consumers: Lastly, classifying people into specific categories might be demeaning to them, for instance, labeling people as drinkers, people with erectile dysfunction, or even as the “daughter killed in an automobile accident” (Hill 2013).






4.2 Ethical Issues within the System of Big Data Industry

The BDI’s systemic participation raises “everyone does it” ethical challenges, wherein norms of practice are developing across numerous organizations and supply chains. These issues are exacerbated by ongoing tracking, collection, and use of consumer-level data and the potentially destructive demand for consumer information generated by the secondary market. With this perspective, the BDI’s systemic norms and practices present two crucial consumer-related ethical quandaries: “(1) the negative externality of surveillance and (2) the destructive demand” (Martin 2015).


4.2.1 The Negative Externality of Surveillance

The intense concentration on gathering customer data has also created negative externalities in the BDI. The concern is that disclosing personal data will become the norm, and those who refuse to do so will be maltreated. The ease of tracking has undoubtedly boosted safety (or the perception of it) throughout Europe, allowing police forces to work more efficiently and effectively during investigations, but this doesn’t come without a cost. According to EESC (2016), active surveillance is a very effective tool for curtailing citizens’ liberty and has been utilized by totalitarian governments throughout the history of the European Union.

Furthermore, experimental studies reveal that being aware of the prospect of someone being observed at any time generates an ideal “panopticon” where an individual’s behavior tends to adhere to the expected standard. As a result, reducing surveillance harm and internalizing costs while contributing to surveillance is offered to solve the aforementioned problem (Martin 2015).



4.2.2 The Destructive Demand

When corporations pressure consumer-facing businesses to gather more information, the BDI can generate a damaging demand for consumer data. Unwillingly, customers can become providers to a secondary Big Data market. Therefore, to solve the issues regarding destructive demand for consumer information, consumer data must be made available on secondary markets (Martin 2015).

Big Data initiatives can be a resource for a new and sustainable economy, but its material substrate and environmental implications can pose certain hurdles to sustainability. Ethicists have thus far disregarded such concerns. Lucivero (2020) explains why this is a morality issue and, in turn, gives it an ethical solution. Three themes have been examined further: the current terminology employed in data initiatives governing discourses obscures personal and organizational responsibility. The second part evaluates the impact of data initiatives on environmental policies and regulations regarding the existing data state. Third, social justice challenges can arise in a framework wherein data storing is rationed.





5. Applying Ethical Theories to Big Data Issues

Herschel and Miori (2017) applied ethical theories (Kantianism, Utilitarianism, Social Contract Theory and, Virtue Theory) to address the Big Data issues. According to Herschel and Miori, Big Data brings to the fore a debate on ethical concerns surrounding both data sharing and utilization. Ethical disagreements are sometimes expressed in terms of ethical theories. These theories aid in framing our perceptions of moral concerns. They provide us with a reasonable method to help assess whether an intended action or actual consequence is morally right or wrong by offering insight into the context and logic of the moral arguments given. Ethics and Big Data can be discussed in several ways, depending on how ethics are defined. Ethics, in general, is the study of behavior that can benefit or harm others. It is feasible to use the ethical viewpoints stated above to understand how and why ethics can assist in a better decision-making process, particularly concerning Big Data privacy (Herschel and Miori 2017).


5.1 Kantianism and Big Data

Big Data calls into question the traditional adage, “Treat people how you want to be treated.” This expression refers to Kant’s idea that one should act solely according to the moral principles that everyone else seems to obey. On the other hand, individuals are typically viewed as data points in Big Data, which are then utilized to change what the person sees in the future. That is, Big Data information is offered to individuals via the internet. Calculations identify which option best fits their anticipated preferences depending on their prior web page view and search history. Without their explicit consent, algorithmic manipulation assumes the individual’s will.

The argument is that Kantianism gives a reasonably simple framework for addressing Big Data ethics. It claims that all humans are intelligent, autonomous beings with moral worth and holds to the same universal moral guideline. As a result, Big Data poses a difficulty for Kantian views because Big Data’s acts jeopardize individual rights and fair treatment.



5.2 Utilitarianism and Big Data

The Social Contract theory focuses on developing regulations and rules that sensible people would embrace since they benefit everybody, that is as long as everyone obeys. Nevertheless, there are frequent distinctions amongst communities in terms of the rules that regulate their lives. Thanks to Social Contract Theory, the main point here is that various communities can envisage, articulate, and execute the same moral standards differently. Big Data is challenged here because it has quickly become too strong, omnipresent, and vital to day-to-day existence, and it contradicts moral principles and responsibilities. People want to use the same technology that creates Big Data, but they also want to regulate how it affects them, posing a moral dilemma for communities. It may be difficult for civilizations to handle the moral challenges that Big Data presents, but their efforts will eventually be reflected in the regulations they develop to do so. Inevitably, sensible people will come to a consensus on which aspects of Big Data are morally correct, based on the benefits they perceive Big Data to provide their community.



5.3 Virtue Ethics and Big Data

Virtue Ethics is concerned with the characteristics that people require to thrive and be truly happy. It is concerned with the agent who acts and the appropriateness of that action. A virtuous person does the right thing for the right cause at the right moment. Ethical decisions cannot be limited to a set of rules from this ethical point of view; thus, the character is examined. Because Big Data is not a person, we must analyze those who utilize it and assess whether their intentions and behaviors are consistent with those of a virtuous person. As a result, everything hinges on our conclusions about the character and aim of individuals who use Big Data. This means that Virtue Ethics can be difficult because it necessitates being meticulous in studying someone’s actions to comprehend if they are representative of a virtuous person.




6. Ethical Issues in Social Media

The term “Social Media” was coined to describe social interaction facilitated by technologies and internet-based platforms. Interactivity is another significant feature of SM, as it allows participants to freely share, receive, and process content used by everyone else. SM services comprise social networking, content production, video and photo sharing, chats, and communities (Kumar and Nanda 2019). SM is much more than a marketing technique; it has also provided a new method for effectively operating a company (Kumar and Pradhan 2016). Because of the interactive nature of SM, businesses may communicate with customers more directly than using conventional media (Kumar and Nanda 2019). This engagement, however, raises some ethical concerns. Such ethical dimensions of technology have given rise to a new multidisciplinary research area called Technoethics (Fan and Ge 2018).

The analysis of SM data by private firms has progressed well. Collecting and analyzing data about consumers for marketing and other purposes is vital for economic success (Andrejevic 2013). SMAs are also discussed in the social sciences to examine social processes, relations, and behavior (Lazer et al. 2009, Rogers 2013, Savage and Burrows 2007). Although it is functioning and practical in human communication’s social and developmental evolution, several ethical issues in social networking should be considered. The following SM platforms participated in unethical behavior on the most famous social networks (Kumar and Nanda 2019):


	Facebook enables individuals to communicate, converse, and share their opinions. Although Facebook acted as a de facto communications channel for many users, a few issues must be addressed, such as personal information privacy, freedom of speech, data leakage, identity theft, and fake news.

	Twitter is a microblogging and social networking website that allows previously registered users to read and send short messages known as Tweets. It is a platform that has millions of users with a higher level of interaction. However, there are numerous unethical behaviors carried out on Twitter. Fake accounts, sponsored Tweets, lack of context Tweets, ghost Tweets and, data selling are just a few of them.

	Instagram is an SM platform for sharing photos and videos. Terms of service and privacy issues, the sale of private data and, the emergence of influencer marketing are just a few ethical concerns with Instagram.

	LinkedIn is the largest professional social networking platform in the world. According to a Forbes article (Collamer, referenced in Kumar and Nanda 2019), a few of the unethical challenges with LinkedIn include the following: Issues with job boards, incorrect information, a lack of legal guidance and, breach of privacy.





7. Ethical Issues in Social Media Analytics

The development and evaluation of informatics, tools, and frameworks to gather, monitor, analyze, summarize and, visualize SM data is referred to as SMA (Zeng et al. 2010). Keyhole, Agora Pulse, Google Analytics, Buffer, Brandwatch, and a slew of other SM analysis tools are just a few numerous examples. At both the individual and organizational levels, ethical issues might arise (Kumar and Nanda 2019).


7.1 Individual Level Ethical Issues

Most of the problems with data analytics are caused by inadequate information provided to clients. It can manifest in various forms, such as the failure to disclose what data is being gathered, why the data is being gathered, and who is gathering data. The ease with which SM data may be evaluated through analytics has altered the ethical foundation for data analysis. Because of the enormous rise in online social networking, ethical issues such as privacy breaches, fabrication, harassment and, scariness are becoming more prevalent. Misuse of personal information, invasion of privacy, individual profiling, and discrimination are only a few instances (Wigan and Clarke 2013). Individuals face serious ethical challenges resulting from SMA, which require prompt attention (Kumar and Nanda 2019):


	Invasion of Privacy: Privacy is recognized as “a human right in various declarations and treaties.” Companies invade privacy either intentionally or unwittingly, which is considered unethical.

	Re-Identification of Data: Richardson, referenced in Kumar and Nanda (2019), defines re-identification as “the technique of connecting anonymous data with publicly available information to learn more about the individual to whom the data belongs.” Individual re-identification could result in privacy challenges and the revelation of data that should not have been given to the public in general. The Facebook face recognition feature is one of the most regularly used technologies in this regard.

	Profiling and Misuse of Data: “Profiling happens when individuals are classified further into classifications based on race, ethnicity, gender, social and economic status, either intentionally or unwittingly.” Therefore, these kinds of profiling are also considered unethical.

	Data Mining Risk: Airlines, politicians, banks, lenders, and non-profit organizations use data mining for marketing purposes to make their decisions. Even the government uses the data mining of currency transactions to infer terrorist groups and other organized criminal groups (Buytendijk and Heiser 2013). Therefore, data mining may raise some ethical issues in this regard.

	Misuse of Free Expertise and Contests: Participants run a high risk of disclosing their secret information by participating in Facebook contests and other crowdsourcing methods. Individual people are no longer entitled to free choice and behavior; instead, they are subject to the control and surveillance of algorithms to influence their actions (Zuboff 2015).

	Anonymous Information: It is unethical to pretend to be someone else by presenting false affiliation, qualifications, competence, and posing as somebody else.





7.2 Organizational Level Ethical Issues

Most firms do not have ethical data control measures in place, such as well-defined rules and regulations for sourcing, analyzing, and sharing Big Data. Ethics, ethical leadership, and how to regulate unethical behavior are not taught in schools. The following are some of the ethical concerns that organizations face while dealing with data analytics (Kumar and Nanda 2019):


	Competitive Pressure: Social Media Monitoring and Social Media Intelligence (SMM and SMI) are two of the fastest-growing market technologies (Hamby referenced in Kumar and Nanda 2019). Companies require this secondary market to be more appealing than the primary market, and they want to take advantage of all of the value available quicker than their rivals (Martin 2015). As a consequence of the competitive pressure, several organizations responded by cutting corners, acting unethically and even unlawfully in the form of corruption, bribery, child labor, low-quality products, and other forms of unethical or illegal behavior.

	Poor Quality of Data: When conclusions about specific persons are formed based on poor quality data, complicated ethical considerations arise (Wigan and Clarke 2013).

	Data Sharing: According to the MIT Sloan Review, organizations are just as likely to deliver data to stakeholders as they are to receive data from them (Ransbotham and Kiron 2017). When data is shared or sold to other organizations, the information may be shared or sold to other firms. These other businesses could be able to use it for purposes other than data collection.

	Decision Making: Decision-making is influenced by data analytics in a variety of ways. Data is frequently gathered through SM data and evaluated using statistics that detect group trends (Wigan and Clarke 2013). On the other hand, the unique insights could have significant flaws and be biased toward individuals rather than collective traits.

	Presentation of Information: Companies have been observed to portray their data within a selective approach depending on the objective or case at hand. They frequently reveal only the data relevant to their objectives and ignore the material that is irrelevant to their objectives. As a result, they are utilizing statistics in a deceptive manner, which is unethical.






8. Codes of Ethics in Social Media Analytics

Observing enormous numbers of automatically, real-time interactions and diverse expressions of views, which are mostly brief and private, is possible with SM feed (Miller 2011), which effectively enables companies and institutions to get unique insights into massive population samples to enable them truly to comprehend their customers. Therefore, analytics is roughly described as identifying and interpreting important patterns in data (Kohavi et al. 2002). Systems competent for inferring relatively personal characteristics and qualities have been proposed and evaluated, including the accurate identification of personality types from textual posts on SM (Gou et al. 2014). Chen et al. (2015) discovered SM to have immediate practicability in targeted advertising.

According to Moreno et al. (2013), SM data presents additional issues for ethics boards because there is limited guidance on how an ethics board should examine SM studies. Rumbawa et al. (2016) argue that there is a lack of research and guidelines to take a firm position on the ethicality of SM usage and analytics. Shilton and Sayles (2016) questioned 20 SM data experts to extract thoughts on three fundamental ethical concepts conventionally considered important, these were first put forth in the landmark Belmont Report (DHHS 1979): respect for persons, beneficence, and justice. In Shilton and Sayles (2016, pp. 1–2), these key principles were related to the SM setting as shown below:


	Respect for People: Most commonly viewed as a requirement to get permission before collecting personal information.

	Beneficence: Commonly viewed in the context of “no harm” and risk-benefit analysis, motivating people to investigate the negative repercussions of the study. The problem of ensuring a person’s or group/community level obscurity, if the work’s impacts may cause harm to an individual or a community, is a major SM-related concern herein.

	Justice: Justice is a term that refers to the equitable allocation of costs and benefits among possible participants in the study.



The Digital Analytics Association (DAA), an organization that brings together analytics scientists, has released guidance that includes an ethical code of conduct that members should follow, founded on five main principles enumerated below (DAA 2016).


	Privacy: Maintaining the safety, security, and privacy of personally identifiable information.

	Transparency: Encourage complete transparency on consumer data collecting and analytics techniques.

	Consumer Control: Choose not to have the data collected or tracked.

	Education: Start educating and explain what techniques are deemed intrusive to all concerned parties.

	Accountability: Be a good custodian of consumer information.





9. Ethics and Social Media Research

Digital platforms offer a gold mine of organically occurring data on various topics, ranging from consumer behavior to sentiments toward pro-environmental measures to political views and preferences. Therefore, it allows researchers to gather data sets that would normally have required a greater time and effort to acquire (NatCen 2014). However, this opportunity comes with the responsibility to guarantee that companies gather and utilize such data that adheres to the finest ethical standards available (Townsend and Wallace 2017). Nowadays, SM platforms are being utilized to express opinions and behaviors on a vast range of themes. Scientists benefit greatly from user-generated content, unlike previously when scholars collected data on attitudes and behaviors via a wide range of techniques such as surveys, in-depth interviews, and observation. Such data is now often available at the ‘touch of a button’ (or, more accurately, typing a few search terms into a platform’s search bar). According to NatCen (2014), such data is often rich, abundant, and organically occurring and obtained on SM networks, online discussion forums, and blogs (to mention a few). The utilization of SM data in research, like other types of data collecting, raises significant ethical considerations. The next section details the important aspects of SM data ethics documented in the available literature (Townsend and Wallace 2017):


	Private versus Public: One of the most pressing SM data questions is whether it should be considered public or private.

	Informed Consent: Informed consent is an important aspect of all sorts of research ethics. SM platforms are not always aware of public and private information in their posts since they may forget the terms and conditions they agreed to when they initially joined the platform.

	Anonymity: Anonymity is a crucial factor in research ethics, especially in qualitative research or when data sets are shared with people who are not part of the original study team. Therefore, this is made considerably more difficult by using geotagging and time stamps, which allow even anonymous or pseudonymous users to be tracked.

	Risk of Harm: Concerns about identity breaches are linked to the possibility of harm that researchers may do to their study participants. As a result, when dealing with highly sensitive data, it is critical to revisit the other considerations, ensuring that confidentiality and anonymity are completely safeguarded and deciding whether or not to acquire informed consent.





10. Methodology

An online survey was conducted with participants from Kabul to examine and assess perceptions about SMR and SMA. In the data gathering, participants were requested to pass the survey on to others in their social circles, using a non-probability sampling method known as snowball sampling. The survey consists of three parts. The first part deals with some demographic questions. Concurrently, the second and third part includes questions about SMR activities and SMA practices, respectively. The scales utilized were adopted from previous literature. The survey questions were assessed using a 7-point Likert-type scale.

Items measuring ethical perceptions of SMR activities were adapted from Michaelidou et al. (2021), while the 2-item scale of ethical perceptions of SMA captured from Hunt et al. (1989), and the 3-item scale of trustworthiness, adapted from Jarvenpaa et al. (1999) to measure the ethical perceptions of SMA and trustworthiness of SM users, respectively.



11. Analysis and Findings


11.1 Descriptive Analysis

As shown inTable 1, there were 58 percent males (n=58) and 42 percent females (n=42) among the respondents, who were divided into the following age groups: 46 percent in the 18–24 age group, 47 percent in the 25–34 age group, and lastly 7 percent in the 35–54 age group. Sixty-five percent (n=65) of data providers were single, whereas 34 percent (n=34) were married. The majority of the respondents have a bachelor’s degree, accounting for 47 percent of the data set; master’s degrees account for 38 percent, and PhD’s account for ten percent, while those who received high school education account for five percent.

The educational sector (students) accounts for the bulk of data providers (39 percent), followed by the public sector employees (35 percent) and then those within the private sector (18 percent). All of the respondents had prior experience with the internet. About 62 percent of those surveyed had used the internet for seven years or longer, and 31% of those surveyed spend 2–4 hours per day on SM platforms.



11.2 Reliability Analysis

In order to determine the reliability of the scale used, Cronbach’s alpha coefficient was used to measure the internal consistency of the scales. According to Nakip and Yaraş (2017: 196), Cronbach’s alpha coefficients ranging 61–80 and 80–100 are considered as reliable and very reliable, respectively. Therefore, as depicted inTable 2, each scale used in the study was deemed acceptable.



11.3 Social Media Users' Ethical Perceptions of Social Media Research Activities

Table 3 provides an overview of SM users’ ethical perceptions of SMR activities. Therefore, the 7-point Likert-type scale is considered an interval scale. The mode indicates the most common response to each statement, whereas the mean indicates the overall average response. For the 7-point Likert-type scale descriptive analysis, the mean values ranging 3.57–4.43, 4.43–5.29, 5.29–6.14, 6.14–7.00, are considered as neither agree nor disagree, somewhat agree, agree, and strongly agree, respectively.


Table 1 Demographic profile of the respondents (n=100)


	Demographics
	Variables
	n
	Percentage %





	Gender
	Male
	    58
	 58.0



	
	Female
	    42
	 42.0



	Age
	 18–24
	    46
	 46.0



	
	 25–34
	    47
	 47.0



	
	 35–54
	    7
	 7.0



	Marital status
	Single
	    65
	 65.0



	
	Married
	    34
	 34.0



	
	Other
	    1
	 1.0



	Education level
	High school
	    5
	 5.0



	
	Undergraduate
	    47
	 47.0



	
	Master
	    38
	 38.0



	
	PhD
	    10
	 10.0



	Occupation
	Public Sector
	    35
	 35.0



	
	Private Sector
	    18
	 18.0



	
	Self-employed
	    5
	 5.0



	
	Student
	    39
	 39.0



	
	Retired/Homemaker
	    3
	 3.0



	Length of internet use
	Less than two years
	    5
	 5.0



	
	Less than three years
	    9
	 9.0



	
	Less than four years
	    9
	 9.0



	
	Less than five years
	    7
	 7.0



	
	Less than six years
	    6
	 6.0



	
	Less than seven years
	    2
	 2.0



	
	Seven years and longer
	    62
	 62.0



	Time spent on social media daily
	 1–30 minutes
	    6
	 6.0



	
	 31–59 minutes
	    15
	 15.0



	
	 1–2 hours
	    30
	 30.0



	
	 2–4 hours
	    31
	 31.0



	
	 4–8 hours
	    14
	 14.0



	
	More than 8 hours
	    4
	 4.0







Table 2. Reliability satistics (n=100)


	Scale
	Cronbach’s Alpha
	N of Items
	Remarks





	SM user’s ethical perceptions of SMR activities
	 0.903
	    13
	Accepted



	Ethical perceptions of SMA practices
	 0.740
	    2
	Accepted



	Trustworthiness
	 0.718
	    3
	Accepted







Table 3 Descriptive statistics on the ethical perceptions towards social media research activities in Afghanistan (n=100)


	
	Statements
	N
	Minimum
	Maximum
	Mean
	Mode
	Std. Deviation





	 1.
	Collecting information on SM users that users think is not visible to others.
	    100
	    1
	    7
	 4.00
	    4
	 1.747



	 2.
	Collecting SM users’ information that users think belongs to them.
	    100
	    1
	    7
	 4.14
	    5
	 1.758



	 3.
	Using collected SM information for research purposes.
	    100
	    1
	    7
	 4.76
	    5
	 1.700



	 4.
	Using collected SM information for marketing purposes.
	    100
	    1
	    7
	 4.84
	    6
	 1.927



	 5.
	Collecting information on SM without permission.
	    100
	    1
	    7
	 3.48
	    1
	 2.012



	 6.
	Storing information collected on SM without permission.
	    100
	    1
	    7
	 3.62
	    1
	 2.145



	 7.
	Disclosing SM information to third parties without consent.
	    100
	    1
	    7
	 3.50
	    1
	 2.028



	 8.
	Collecting data from underage users.
	    100
	    1
	    7
	 3.48
	    1
	 1.951



	 9.
	Collecting data from vulnerable groups (e.g., medical).
	    100
	    1
	    7
	 4.26
	    5
	 1.721



	 10.
	Failing to allow users to have control over their information once collected.
	    100
	    1
	    7
	 4.21
	    5
	 1.966



	 11.
	Denying users the right to choose if they wish their data to be collected.
	    100
	    1
	    7
	 3.87
	    4
	 1.947



	 12.
	Neglecting to inform users that they will be the object of market research on SM.
	    100
	    1
	    7
	 4.11
	    5
	 1.885



	 13.
	Failing to allow users to opt-out.
	    100
	    1
	    7
	 4.01
	    4
	 1.789



	Valid N (listwise)
	    100
	
	
	
	
	





Note: 1: Strongly disagree, 2: Disagree, 3: Somewhat disagree, 4: Neither agree nor disagree, 5: Somewhat agree, 6: Agree, 7: Strongly agree.

The first and second statements, which measure the anonymity and ownership dimension of SMR, are perceived as neither agree nor disagree. In contrast, the third and fourth statements, which measure the exploitation factor of SMR, are perceived as somewhat agree. Based on the mean values in the permission dimension of SMR, the responses for the fifth and seventh statements and sixth statements were somewhat disagreed and neither agree nor disagree, respectively. Moreover, the data collection from vulnerable groups in the eighth statement and ninth were also responded to by the majority as somewhat disagree and neither agree nor disagree, respectively. Finally, the control factor of SMR, which comprises the last four statements, were responded to as neither agree nor disagree by most data providers.



11.4 Consumers' Ethical Perceptions of Social Media Analytics Practices

Table 4 depicts the ethical perceptions of SMA practices. In this context, the 7-point Likert-type scale is considered an interval scale. Based on the mean values of the first and second statements, most participants responded neither agree nor disagree and somewhat agree, respectively.



Table 4. Descriptive statistics on the ethical perceptions towards social media analytics practices in Afghanistan (n=100)


	Statements
	N
	Minimum
	Maximum
	Mean
	Mode
	Std. Deviation





	 1. SMA practices are unethical
	    100
	    1
	    7
	 4.14
	    5
	 1.735



	 2. SMA involves unethical tactics
	    100
	    1
	    7
	 4.46
	    4
	 1.617



	Valid N (listwise)
	    100
	
	
	
	
	





Note: 1: Strongly disagree, 2: Disagree, 3: Somewhat disagree, 4: Neither agree nor disagree, 5: Somewhat agree, 6: Agree, 7: Strongly agree.

Table 5 tabulates the organizations’ trustworthiness towards SMA practices. Therefore, the trustworthiness dimension of SMA was perceived as neither agree nor disagree by most data providers.




Conclusion

Organizations regard consumers’ data gathering via digital platforms to help them add value, gain a competitive edge, improve products and service delivery, general productivity and, efficiency. Despite the advantages of Big Data, a growing number of ethical concerns have surfaced concerning the ways data is acquired, stored, interpreted, re-presented, and traded. Such issues would undoubtedly emerge as data science advances. This study began by reviewing the current literature on Big Data and social media analytics ethics. In addition, consumers’ and social media users’ ethical perceptions of social media analytics and social media research are empirically assessed. According to the results of the empirical analysis, consumers and social media users in Kabul, Afghanistan, comparatively viewed social media research and social media analytics practices positively. The use of data analytics by businesses and governments, particularly social media analytics enabled by the digital economy, is a new phenomenon that necessitates new rules and regulations. It is highly urged that all parties involved develop and apply ethical standards to prevent and eliminate the ethical concerns raised in this study. Furthermore, it is strongly suggested that ethics, ethical leadership, and how to govern unethical behavior be taught in educational and research institutions.



Table 5. Descriptive statistics on the organization's trustworthiness towards social media analytics Practices in Afghanistan (n=100)
                                                                                                                                                                                                             
                                                                                                                                                                                                                
	Statements                                                                                                                                                                                     
	N                                                                                                                                                                                              
	Minimum                                                                                                                                                                                        
	Maximum                                                                                                                                                                                        
	Mean                                                                                                                                                                                           
	Mode                                                                                                                                                                                           
	Std. Deviation                                                                                                                                                                                 

                                                                                                                                                                                                               
                                                                                                                                                                                                            
                                                                                                                                                                                                             
                                                                                                                                                                                                                
	 1. Organizations tell the truth about the SMA they undertake                                                                                                                                       
	    100                                                                                                                                                                        
	    1                                                                                                                                                                          
	    7                                                                                                                                                                          
	 3.97                                                                                                                                                                                               
	    4                                                                                                                                                                          
	 1.547                                                                                                                                                                                              

                                                                                                                                                                                                               
                                                                                                                                                                                                                
	 2. Organizations are in general predictable and consistent regarding the SMA they conduct                                                                                                          
	    100                                                                                                                                                                        
	    1                                                                                                                                                                          
	    7                                                                                                                                                                          
	 4.29                                                                                                                                                                                               
	    5                                                                                                                                                                          
	 1.336                                                                                                                                                                                              

                                                                                                                                                                                                               
                                                                                                                                                                                                                
	 3. Organizations are honest with SM users when it comes to SMA                                                                                                                                     
	    100                                                                                                                                                                        
	    1                                                                                                                                                                          
	    7                                                                                                                                                                          
	 4.04                                                                                                                                                                                               
	    3                                                                                                                                                                          
	 1.510                                                                                                                                                                                              

                                                                                                                                                                                                               
                                                                                                                                                                                                                
	Valid N (listwise)                                                                                                                                                                                         
	    100                                                                                                                                                                        
	                                                                                                                                                                                                           
	                                                                                                                                                                                                           
	                                                                                                                                                                                                           
	                                                                                                                                                                                                           
	                                                                                                                                                                                                           

                                                                                                                                                                                                               
                                                                                                                                                                                                            

                                                                                                                                                                                                            
Note: 1: Strongly Disagree, 2: Disagree, 3: Somewhat Disagree, 4: Neither Agree nor Disagree, 5: Somewhat Agree, 6: Agree, 7: Strongly Agree.        
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