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Social Media Marketing: Overview and Concepts

Abstract

Social Media Marketing is one of highly significant marketing communication
strategies in the new media era. This is because of the increasing number of internet
and social media users, the changing behavior of consumer to prosumers which
actively participate in the creation of goods and services with the producers as well as
the social media qualities (connectivity, conversations, user-generated content and
collaboration) that fully serve the new generations’ needs of creating and sharing
media contents. As such, social media marketing help the brand achieve its marketing
objectives: build brand awareness, influence desire, encourage ftrial, facilitate
purchase, and cement brand loyalty. The social media marketing allows the brand to
strategically manage the brand’s content to lead the audiences’ words of mouth
(WOM) and viral communication. The success of social media marketing also acquires
space in the media to distribute the brand content within three core types of media:
paid, owned, and earned media. As a result, marketers expect the role of social media

in marketing to continue to increase for the near future.

Keywords: Social media, Social media marketing communication, Word of mouth, Viral
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