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Abstract— Social media management has become a
crucial component of digital marketing strategies in the
modern business environment. This study analyzes the
effectiveness of social media management in enhancing
digital marketing performance using secondary data. It
explores how platforms such as Facebook, Instagram, and
Twitter influence customer engagement, brand awareness,
and purchasing decisions. The findings reveal that
strategic social media management significantly improves
customer interaction and brand visibility. The study
concludes that businesses must adopt well-planned social
media strategies to achieve digital marketing success.
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[.INTRODUCTION

The rapid growth of internet usage and mobile
technology has significantly transformed the
marketing landscape. Digital marketing has
emerged as a powerful tool for businesses to
reach a wider audience and build strong
customer relationships. Among various digital
marketing tools, social media management plays
a crucial role in connecting businesses with their
target audience.

Social media platforms such as Facebook,
Instagram, Twitter, and LinkedIn provide
opportunities for organizations to interact
directly with customers. These platforms allow
businesses to promote their products, share
content, and receive Instant feedback. Social
media management involves planning, creating,
scheduling, analyzing, and engaging with
content posted on social platforms.

In today’s competitive market, effective social
media management is essential for improving

brand awareness, customer engagement, and
sales performance. This study focuses on
analyzing the role and effectiveness of social
media management in digital marketing.

I1.0OBIECTIVES OF THE STUDY

e To analyze the role of social media in digital
marketing

e To examine the impact of social media
management on customer engagement

e To evaluate the effectiveness of digital
marketing strategies

e To understand how businesses use social
media platforms for promotion

III.RESEARCH QUESTIONS

e How does social media
influence digital marketing?

e What is the impact of social media on
customer behavior?

e How effective are social media platforms in
brand promotion?

management

IV.REVIEW OF LITERATURE

e Various researchers have studied the
importance of social media in digital
marketing. Kaplan and Haenlein (2010)
defined social media as internet-based
applications that allow the creation and
exchange of user-generated content. Their
study emphasized the growing influence of
social media on business communication

e Chaffey (2019) highlighted that digital
marketing strategies are incomplete without
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social media integration. He explained that
social media platforms help in increasing
customer engagement and improving brand
visibility.

e Kotler (2017) stated that modern marketing
focuses on customer interaction and
relationship building. Social media plays a
key role in achieving these objectives.

e Recent studies also show that businesses
using consistent and engaging social media
strategies experience higher customer
retention and improved brand loyalty.
Overall, literature confirms that social media
management significantly contributes to
digital marketing success.

V.RESEARCH METHODOLOGY

Research Design: Descriptive Research Type of
Data: Secondary Data Data Sources: Journals,
books, websites, industry reports Method of
Analysis: Analytical and descriptive method

Data Analysis and Interpretation

The analysis of secondary data indicates that
social media platforms play a significant role in
digital marketing performance. Businesses
actively using platforms like Instagram and
Facebook show higher levels of customer
engagement.

Regular content posting, use of visual media,
and interactive communication strategies such
as comments, likes, and shares enhance
customer interaction. Social media also enables
targeted advertising, allowing businesses to
reach specific customer segments.

Analytics tools provided by social media
platforms help organizations track performance,
measure engagement, and understand customer
preferences. These insights allow businesses to
improve their marketing strategies effectively.
Thus, social media management contributes
significantly to achieving marketing goals and
improving business performance.

VI.FINDINGS

e Social media platforms increase customer
engagement

e Businesses achieve better brand awareness
through social media

e Digital marketing strategies become more
effective with social media integration

e Customer feedback 1is easily collected
through social media

e Social media analytics help in decision-
making

VII.LIMITATIONS OF THE STUDY

e The study is based only on secondary data
e No primary data is collected
e Limited scope of analysis

VIII.SUGGESTIONS

e Businesses should adopt consistent social
media strategies

e Use analytics tools for better decision-
making

e Focus on customer engagement through
interactive content

e Invest in digital marketing tools and training

IX.CONCLUSION

The study concludes that social media
management is a powerful tool in digital
marketing. It helps businesses connect with
customers, improve brand awareness, and
increase sales. Effective use of social media
platforms leads to better marketing outcomes
and customer satisfaction.

Organizations must focus on strategic planning
and continuous improvement in social media
management to remain competitive in the digital
era.



6" International Conference on Contemporary Management & Computing - INCOCOM 2026

Organized by: Dept. of Management Studies & Computer Application, NPR College of Engg. and Tech., Natham, Tamil Nadu, INDIA

REFERENCES [4].  Tuten, T. L. (2020). Social Media Marketing
[5].  https://www.statista.com/

. [6].  https://www.researchgate.net/
[1].  Kotler, P. (2017). Marketing Management

[2].  Chaffey, D. (2019). Digital Marketing
[3]. Kaplan, A. M., &Haenlein, M. (2010). Social Media
Study



