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ABSTRACT 

 

Social media analytics can be applied to monitor user opinions about a company, its products, and services, 

providing valuable feedback for betterment. This direct feedback can also help businesses reduce the costs 

associated with research and development by enabling them to learn directly from their users about their 

requirements.Companies must make various decisions when it comes to their social media management strategy, 

such as selecting which SMPs to be active on, defining the purpose of their interaction. The various social media 

management techniques are reviewed and analysed in this paper.  

 

Keywords: Social Media Analysis, Media Management Strategies, Benefits  

 

 

 

INTRODUCTION 

 

Social media platforms have gained significant popularity in the last decade and are now widely used for 

communication and information dissemination. Users are no longer just passive consumers of information, but actively 

contribute to it by sharing their personal beliefs, interests, and relationships [1]. This has also led to the creation of 

market trends as public opinion on certain issues, products, or businesses is influenced by users on these platforms. As 

information can be quickly and efficiently shared through user-generated content, businesses and their products are 

often discussed and reviewed on social media platforms in the form of digital word-of-mouth.As consumers place 

greater value on the thoughts of other individuals, the impact of submitted information on their decision-making 

process is substantial. It is essential for businesses to recognize the substantial influence of the digitized information 

from social media [2]. This impact is particularly strong when negative or critical comments about a business, product, 

or service are being shared. To leverage social media to their advantage, businesses must develop the ability to monitor 

activity on social media platforms and involve in optimistic interactions with the community. Social media analytics 

can be applied to monitor user opinions about a company, its products, and services, providing valuable feedback for 

betterment. This direct feedback can also help businesses reduce the costs associated with research and development by 

enabling them to learn directly from their users about their requirements [3].  

 

Social Media Management 

Social media management encompasses the creation, distribution, and analysis of content for social media platforms 

such as Facebook, Instagram, and Twitter, as well as engagement with users on these sites. Companies can use social 

media analytics to monitor customer feedback on their business, products, and services, which can provide valuable 

insights for improvements. By gathering information about their clients' needs, companies may also reduce the costs 

associated with research and development [4]. The major goals of social media management are to raise brand 

exposure, maintain brand reputation, drive more traffic to a website, improve public participation, increase conversions 

or sales, develop leads, provide customer care, and obtain market understanding through social listening. Generally, 

actively managing business related social media accounts has been found to have a positive impact on the amount of 

user-generated content and can stimulate public discussions about the organization [5].Technologically speaking, 

companies have the option ofparticipating in social media platforms using either the SMPs' web interface or more 

advanced social media management technologies such as Hootsuite, Salesforce, and Spreadfast. These technologies 

offer monitoring abilities, such as sentiment analysis, influencer analysis, and trend analysis, and help to streamline the 

workflow for users’ communication by providing features such as multi-user management, scheduled sharing, and 

automated responses. 

 

Regardless of the use of dedicated social media management tools, a company's social media management strategy 

must be in line with its strategic objectives in order to be successful.For example, if a company's earnings are closely 

tied to its reputation and general understanding, actively shaping that perception becomes crucial for the organization's 

success. However, determining the optimal degree of engagement to not only increase message dissemination but also 

enhance the generalinsight of the company remains a difficult decision at the strategy level [6]. Therefore, businesses 
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must develop a strategy for their participation in social media to improve the way the public perceives them.Companies 

must make various decisions when it comes to their social media management strategy, such as selecting which SMPs 

to be active on, defining the purpose of their interaction (e.g., customer care, marketing, etc.), and determining the 

degree of user communication they want to engage in.Social media management systems offer capabilities that enable 

unified management across multiple SMPs as businesses are compelled to be engaged on various SMPs. In general, 

social media management is an important component of contemporary marketing and communications and demands a 

combination of technical knowledge, creativity, and planning [7]. 

 

Social media management strategies 

Businesses may develop their reputation, interact with their intended consumers, and boost sales and engagement with 

the aid of efficient social media management tactics. Here are some crucial strategies to think about: 

 

i. Develop a social media strategy: The secret to effective social media management is an explicit social media plan. 

Social media differs from conventional marketing and advertising methods. Social media is a blend of technology, 

interpersonal relationships, and the distribution of written, visual, audio, and video content [8]. In short, its 

"communications" has been made richer and more insightful. This must encompass objectives, intended audience, 

messages, variety of content, publishing rate and measures of success. 

 

ii. Recognize target audience: It is essential for a company to understand its target market's demographics, platform 

preferences, and preferred types of information. The company can use this knowledge to create content that engages 

with their audience and drives engagement [9]. 

 

iii. Monitor and reply to feedback: Brand loyalty and consumer relationships can be strengthened by responding to 

feedback and interacting with customers. 

 

iv. Analysis and strategy improvement: A company can evaluate the performance of its social media strategy and 

make necessary changes based on the analysis of social media metrics. 

 

v. Collaboration with influencers: Working with influencers can expand a company's reach and strengthen its 

reputation with the target market. 

 

vi. Consistency: Maintaining engagement among followers through frequent posts and messaging on social media 

channels will help in increasing brand recognition [10]. 

 

vii. Quality content: The secret to succeeding on social media is to produce high-quality. The target audience should 

benefit from the content, which should also be attractive and engaging. 

 

In general, social media management tactics should be adapted to the requirements and objectives of each company. 

Businesses may use social media to develop their brand and interact with their target audience by developing a 

thorough plan and keeping up with the most recent trends and best practises. 

 

Benefits of social media management 

Several advantages of social media management include: 

i. Cost: Social media is an economical marketing strategy, regardless of the marketing budget. It costs nothing to sign 

up for social networking platforms, publish material, reply to user comments, and more. Even social media advertising 

is a successful way to connect with your target market and develop an online following [11]. 

 

ii. Reach: One may interact with folks from all over the world on social media platforms like Facebook and LinkedIn. 

Reaching specific audiences is also possible through social media networks like Pinterest. Traditional marketing and 

advertising cannot compete with the scale and cost-effectiveness of social media. Because of this, social media 

management for businesses is essential [12].  

 

iii. Users: Social media integration into marketing strategy enables matching user behaviour with marketing objectives. 

For instance, 74% of individuals now use social media to help them decide what to buy. Needless to add, a significant 

number of people use social media for guidance before making purchases. 

 

iv. Performance: Business owners and marketers both agree that social media marketing and advertising are effective. 

Companies can enhance their image through social media and possibly create leads and revenue. As an example, nearly 

45% of business-to-business (B2B) marketers have acquired a client via Facebook [13]. 
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LITERATURE REVIEW 

 

Y. Chen, et.al (2022) suggested a social media marketing strategy model for Small and Medium Sized Enterprise 

(SME) in which customer knowledge was managed [14]. The text was mined for capturing theknowledge about 

customer. TheKano model was utilized for attaining knowledge from customer. For this, the critical 

requirements,helped in constructing the suggested model, were illustrated.The acquired knowledge was called a 

knowledge for customer. Five elements: Context, Channel, Content, Communication and Continuity, were comprised in 

this model for SMEs to performsocial media promotion. The findings depicted that the suggested model provided 

effectiveinsight to enhance the social media marketing, and efficacy to manage the customer knowledge in enterprises. 

E.Gołąb-Andrzejak, et.al (2022) introduced a decision support system (DSS) on the basis of managing the social media 

(SM) engagement [15]. In this, Artificial Intelligence (AI)-based tools were implemented in a case study, conducted on 

higher education industry [15]. This study resulted in identifying the efficiency ofAI to enhance the customer 

engagement (CE) in SM. Meanwhile, some instances of AI-based tools were also put forward. The results demonstrated 

that the introduced system assisted theuniversities in acting more successfully, and enhancing their non-financial 

performance later on. This system was useful for universities to make decisionsin the domain of managing social media 

engagement. 

 

Y. Zeng, et.al (2021) developed a mechanism in which Customer Knowledge Management (CKM) method, for social 

media,was deployed for enhancing the customer experiences [16]. The text was mined and theKano model,used to 

support the knowledge management procedure, was implemented for extracting the knowledge-about and knowledge-

from the customers.  The output was obtained as asocial media application to create and transmit the knowledge-for 

customers to the target customer of the Small and Medium Sized Enterprises (SMEs). The developed mechanism was 

adaptable in diverse SMEs sectors for conducting their businesses based on the CKM and social media marketing for 

transmitting the products and services for Chinese customers. 

 

W. Lu, et.al (2021) formulated a social media model for promoting Batik and Batik training courses to Chinese 

consumers [17].For this, a model was exploited for managing the customer knowledge. Theknowledge related to 

customer and knowledge extracted from customer was analyzed using Text mining and Kano model. Subsequently, the 

research design knowledge was extracted for customer for improving the customer experience. The social media 

prototype wasbuilt for Thai batik SMEs for delivering the product information and booking services to Chinese 

customers and it was obtained as theoutput. The findings indicated that the formulated model was applicable on other 

types of Thai SMEs as a guideline for designing and developing their own social media marketing approaches. 

 

V. Adke, et.al (2022) investigated the key factors that laid impact on the adoption of social media channels to manage 

the customer experience [18]. Moreover, anapplication of tools of managing the social media was implemented. The 

analysis exhibited that the enterprises considered severalcomponents, namely usability, response strategies, other 

customer service channels, to adopt the social media. The presented approach emphasized on creating these factors in 

theform of research questions for generating the basis for future studies and validating itin an empirical way. The 

practicality of the presented approach was proved for offering theinsights to enterprises to consider the factors in order 

to adopt the social media channels while managing the customer service. 

 

S. P. Akula, et.al (2021) focused on the sincerity of social network news [19]. Long Short Term Memory-Recurrent 

Neural Network (LSTM-RNN) algorithm wasprojected for generating a framework for recognizing a false 

news.Convolutional Neural Network (CNN) and RNN were adopted and found effective forrecognizing diverse 

dynamic trends in textual outcomes. A publicly available dataset called Kaggle was employed, in which social media 

news articles comprised, to train the generated framework. A comparative analysis was conducted on the projected 

algorithm against the other Deep Learning (DL) methods. The outcomes validated the supremacy of the projected 

algorithm over other techniques to capture and analyze the image content.   

 

C. De Maio, et.al (2020) constructed a context-aware ad-targeting (CAAT)mechanism with respect to time, locations, 

and inferring interests of users [20]. To achieve this, the published content was analyzed. This mechanism was planned 

on the basis of fuzzy extension of Triadic Formal Concept Analysis (TFCA) to recognize the Location-based and 

Content-based communities of users. After that, a task of fusing the community called Join was executed in order to 

match atarget audience. The tuning of this procedure was done to recognize a hugeor narrow community, and deploy a 

fine-grained ad targeting. In the end, a cross join operation was performed toinvestigate the targeting audiences suitable 

for the promotionalsubjects and position. The experimental results exhibited that the constructed mechanism performed 

well on thegathered tweets dataset. This mechanism offered higher efficiency inafternoon as richer tweets set was 

available at that time to classify the interests of users. 

 

H. Purwanti, et.al (2022) recommended a TOEP application framework, and various hypotheses were made for testing 

the function of diverse factors related to technology, organization, environment, and information procedure [21]. A 

Structural Equation Modelling (SEM) was implemented for testing the recommended framework on thedata generated 
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fromSmall and Medium Sized Enterprises (SMEs) in the Banyumas region having a sample of 115 SMEs. The analysis 

indicated that various factors laid impact on adopting the social Customer Relationship Management (CRM) and these 

factors were:relative advantage, complexity, compatibility, employee IT/SI knowledge, government support, 

information usage, and itsextraction. The results revealed that the recommended framework was more effective for 

determining the factors that had effect on social CRM in SMEs in comparison with the existing techniques. 

 

I. I. Ibrahim, et.al (2022) emphasized on analyzing the deployment of social media in e-commerce in several kinds of 

industries and countries [22]. ASystematic Literature Review (SLR) technique was presented in this study. The 

outcomes of analysis indicated that this technique was capable of recognizing thekinds of social media platforms 

applied in accordance with the kind of industry and country.The major focus of journal studies was analyzed based on 

the deployment of social media to create the customer reliance and approaches which were effective in the case study. 

For analyzing thesocial media big data, theLexicon-based technique with Twitter was adopted. Moreover, this work 

defined the general model of the adopted technique for analyzing the social media. The adopted technique was robust 

for offering theinformation to researchers related to the techniques which the companies had exploited to analyze social 

media so that the customer trust was maximized. 

 

E. Cuevas-Molano, et.al (2023) designed a new framework for analyzing the effect of 31 structural, semantic, and 

morphological content factors among consumer engagement (CE) [23].For this, an analysis was conducted on the 

number of likes and comments on 680 brand posts collected from 14 Instagram fan pages over 10 sectors [23]. The 

results indicated that a solid model was generatedwhich offered an explanatory power around 73.1% for likes and 

47.5% for comments. Moreover, the factors having influence ondifferent engagement levels such as videos with sound, 

carousel posts with multiple photos were also analyzed. Moreover, the generated model emphasized ongraphics, 

interactive content in which voting, contests, and questions offered superior engagement concerning comments. The 

practicality of the generated model was proved forstudying and implementing the social media solutions to improve 

CE. 

Comparison Table 

 

Author Year Technique Used Results Limitations  

Y. Chen, et.al 2022 a social media 

marketing strategy 

model 

The findings depicted 

that the suggested 

model provided 

effectiveinsight to 

enhance the social 

media marketing, and 

efficacy to manage the 

customer knowledge in 

enterprises. 

This model was lack 

of some factors due to 

which its efficacy was 

found poor in some 

cases.   

 

E.Gołąb-Andrzejak, 

et.al 

2022 A decision support 

system (DSS) 

The results 

demonstrated that the 

introduced system 

assisted theuniversities 

in acting more 

successfully, and 

enhancing their non-

financial performance 

later on. This system 

was useful for 

universities to make 

decisionsin the domain 

of managing social 

media engagement. 

The major limitation 

was that thesecondary 

sources were 

employed in this work. 

These sources were 

resulted in incomplete 

results during analysis.  

 

Y. Zeng, et.al 2021 Customer Knowledge 

Management (CKM) 

method 

The developed 

mechanism was 

adaptable in diverse 

SMEs sectors for 

conducting their 

businesses based on the 

CKM and social media 

marketing for 

transmitting the 

products and services 

for Chinese customers. 

The kano 

questionnaires 

provided to customers 

containing several 

questions which 

created complexity for 

concentrating on their 

attention all the time 

while answering the 

questions.  
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W. Lu, et.al 2021 A social media model The findings indicated 

that the formulated 

model was applicable 

on other types of Thai 

SMEs as a guideline for 

designing and 

developing their own 

social media marketing 

approaches. 

This model was 

utilized only for small 

sized industries which 

had lower budget.  

V. Adke, et.al 2022 key factors based 

approach 

The practicality of the 

presented approach was 

proved for offering 

theinsights to 

enterprises to consider 

the factors in order to 

adopt the social media 

channels while 

managing the customer 

service. 

The development of 

the presented 

associations was not 

studied quantitatively. 

Moreover, the 

presented approach 

was unable 

todifferentiate among 

diverse industry kinds.  

S. P. Akula, et.al 2021 Long Short Term 

Memory-Recurrent 

Neural Network 

(LSTM-RNN) 

algorithm 

The outcomes validated 

the supremacy of the 

projected algorithm 

over other technique to 

capture and analyze the 

image content.   

The issues related to 

the fidelity and 

consistency of these 

automatic algorithms 

was occurred. 

C. De Maio, et.al 2020 Context-aware ad-

targeting 

(CAAT)mechanism 

The experimental 

results exhibited that 

the constructed 

mechanism performed 

well on agathered 

tweets dataset. This 

mechanism offered 

higher efficiency 

inafternoon as richer 

tweets set was available 

at that time to classify 

the interests of users. 

This mechanism was 

applicable only on one 

social media platform 

and it gathered only 

limited contextual 

features. 

 

H. Purwanti, et.al 2022 TOEP application 

framework 

The results revealed 

that the recommended 

framework was more 

effective for 

determining the factors 

that had effect on social 

CRM in SMEs in 

comparison with the 

existing techniques. 

The experimentation 

in this work utilized 

similar metrics of all 

models.    

I. I. Ibrahim, et.al 2022 Lexicon-based 

technique 

The adopted technique 

was robust for offering 

theinformation to 

researchers related to 

the techniques which 

the companies had 

exploited to analyze 

social media so that the 

customer trust was 

maximized. 

This work analyzed 

the data to some 

particular platforms 

that was its major 

limitation.  

E. Cuevas-Molano, 

et.al 

2023 A new framework The practicality of the 

generated model was 

proved forstudying and 

implementing the social 

media solutions to 

improve CE. 

The size of the sample 

was small and the 

scope of the reviewed 

literature was limited. 
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CONCLUSION 

 

Company's earnings are closely tied to its reputation and general understanding, actively shaping that perception 

becomes crucial for the organization's success. However, determining the optimal degree of engagement to not only 

increase message dissemination but also enhance the general insight of the company remains a difficult decision at the 

strategy level. The social media management technique is improvised day by day and it is also improving with time.  

 

REFERENCES 

 

[1]. A. Mittal, M. Arora and A. Rana, "Imep: Influence Maximization on Social Media with the Impact of E-

Commerce Products," 2022 5th International Conference on Contemporary Computing and Informatics (IC3I), 

Uttar Pradesh, India, 2022, pp. 1789-1793 

[2]. Y. -J. Yang and C. -C. Wang, "Recently Research on Social Media Influencers," 2023 International Conference 

on Cyber Management and Engineering (CyMaEn), Bangkok, Thailand, 2023, pp. 444-448, 

[3]. A. Gogulamudi and S. Prabhu, "Consumer Decisions Under the Influence of social media &Behavioral 

Targeting," 2022 International Conference on Decision Aid Sciences and Applications (DASA), Chiangrai, 

Thailand, 2022, pp. 357-361 

[4]. E. Zacharopoulos and M. Rigou, "Measuring personal branding in social media: a tool for visualizing influence," 

2021 International Conference on Electrical, Computer and Energy Technologies (ICECET), Cape Town, South 

Africa, 2021, pp. 1-6 

[5]. S. Adhitya, R. JanirawantyNst and Y. Yuniarty, "Analysis The Role of Social Media to Enhance TheEffect of 

Service Operations and Social Media Review Towards Customer Satisfaction and Its Impact on Repurchase 

Intention on Local Products of SMEs in Bekasi," 2021 International Conference on Information Management 

and Technology (ICIMTech), Jakarta, Indonesia, 2021, pp. 490-495 

[6]. S. L. Bong, A. B. Y. Adriawan, G. Kamilah and E. D. Madyatmadja, "Analysis of Consumer Behavior in Online 

Shopping on Social Media," 2023 International Conference on Cyber Management and Engineering (CyMaEn), 

Bangkok, Thailand, 2023, pp. 449-453 

[7]. R. B. Hutauruk and S. Lusa, "Social Media Influence on Effectiveness of Customer Knowledge Management: 

Case study of PT XYZ," 2022 International Symposium on Information Technology and Digital Innovation 

(ISITDI), Padang, Indonesia, 2022, pp. 74-79 

[8]. Y. Huang and Y. Wang, "Research on Social Media Information Network Archiving under the Background of 

Big Data," 2019 12th International Conference on Intelligent Computation Technology and Automation 

(ICICTA), Xiangtan, China, 2019, pp. 333-336 

[9]. X. Yang, W. Guo and S. Wang, "Research on Social Media Information Network Archiving in the Context of Big 

Data and Chain Analysis," 2022 International Conference on Sustainable Computing and Data Communication 

Systems (ICSCDS), Erode, India, 2022, pp. 539-542, 

[10]. C. Han and M. Yang, "Stimulating Innovation on Social Product Development: An Analysis of Social Behaviors 

in Online Innovation Communities," in IEEE Transactions on Engineering Management, vol. 69, no. 2, pp. 365-

375, April 2022, 

[11]. V. Davidaviciene, S. Davidavičius and R. Tamosiuniene, "B2C Marketing Communication in Social Media: 

Fashion Industry Specifics," 2019 International Conference on Creative Business for Smart and Sustainable 

Growth (CREBUS), Sandanski, Bulgaria, 2019, pp. 1-4 

[12]. U. N. Ahmad Razimi, M. Z. TazulAyrizan and Z. Ishak, "Online Social Media Platform for Marketing 

Generator," 2021 IEEE 11th IEEE Symposium on Computer Applications & Industrial Electronics (ISCAIE), 

Penang, Malaysia, 2021, pp. 146-150 

[13]. S. Jain, P. Jaiswal, A. Jain, A. Sinha and A. Gupta, "Analyzing Influential Impact of Online Trends on Social 

Media Channels," 2022 8th International Conference on Signal Processing and Communication (ICSC), Noida, 

India, 2022, pp. 49-53 

[14]. Y. Chen, A. Harncharnchai and T. Saeheaw, "Social Media Marketing Strategy Framework of SMEs Using 

Customer Knowledge Management," 2022 Joint International Conference on Digital Arts, Media and 

Technology with ECTI Northern Section Conference on Electrical, Electronics, Computer and 

Telecommunications Engineering (ECTI DAMT & NCON), Chiang Rai, Thailand, 2022, pp. 69-74 

[15]. E.Gołąb-Andrzejak, “Enhancing Customer Engagement in Social Media with AI – a Higher Education case 

study”, Procedia Computer Science, vol. 217, no. 2, pp. 3028-3037, 19 October 2022 

[16]. Y. Zeng, A. Harncharnchai and T. Saeheaw, "Customer Knowledge Management Framework For SME Herbal 

Cosmetics Using Social Media Strategy," 2021 Joint International Conference on Digital Arts, Media and 

Technology with ECTI Northern Section Conference on Electrical, Electronics, Computer and 

Telecommunication Engineering, Cha-am, Thailand, 2021, pp. 79-84 

[17]. W. Lu, A. Harncharnchai and T. Saeheaw, "Social Media Strategy for Batik SMEs Using Customer Knowledge 

Management," 2021 Joint International Conference on Digital Arts, Media and Technology with ECTI Northern 

Section Conference on Electrical, Electronics, Computer and Telecommunication Engineering, Cha-am, 

Thailand, 2021, pp. 53-58 



                                International Journal of Enhanced Research in Management & Computer Applications  

                                      ISSN: 2319-7471, Vol. 13 Issue 10, October, 2024, Impact Factor: 8.285 

Page | 29 

[18]. V. Adke, P. Bakshi and M. Askari, "Factors Impacting Adoption of Social Media Channels for Customer Service 

Management: A Review," 2022 17th International Workshop on Semantic and Social Media Adaptation & 

Personalization (SMAP), Corfu, Greece, 2022, pp. 1-5 

[19]. S. P. Akula and N. Kamati, "Credibility of Social-Media Content Using Bidirectional Long Short-Term Memory-

Recurrent Neural Networks," 2021 International Conference on Emerging Techniques in Computational 

Intelligence (ICETCI), Hyderabad, India, 2021, pp. 170-175 

[20]. C. De Maio, M. Gallo, F. Hao, V. Loia and E. Yang, "Fine-Grained Context-aware Ad Targeting on Social Media 

Platforms," 2020 IEEE International Conference on Systems, Man, and Cybernetics (SMC), Toronto, ON, 

Canada, 2020, pp. 3059-3065 

[21]. H. Purwanti, A. F. Rochim and B. Warsito, "SEM for Predicting in Determining Factor of Social Customer 

Relationship Management Adoption in SMEs," 2022 IEEE International Conference on Cybernetics and 

Computational Intelligence (CyberneticsCom), Malang, Indonesia, 2022, pp. 179-184 

[22]. I. I. Ibrahim, "Social Media Analysis in Building Customer Trust - Systematic Literature Review," 2022 

International Conference on Information Management and Technology (ICIMTech), Semarang, Indonesia, 2022, 

pp. 39-44 

[23]. E. Cuevas-Molano, L. Matosas-López and C. Bernal-Bravo, "Factors Increasing Consumer Engagement of 

Branded Content in Instagram," in IEEE Access, vol. 9, pp. 143531-143548, 2021 

 

 


