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ABSTRACT 

Social media like Facebook, Twitter, Instagram, G Plus, Tumblr and Blogs have been used widely in 

business nowadays and it grows day by day especially when customers can purchase the products just 

by one click. Therefore, this study is designed to briefly review the use of social media on promoting 

business, based on the analysis of the relevant literature review in this field. The main purpose of this 

paper is to identify various social media used for promoting business, the relevance of using social 

media in promoting business and also to find out the factors for customer’s attraction towards 

purchasing online. The method used in this study is by referring to the secondary sources like e-

journal, books and also thesis. The information from these secondary sources were searched and 

analysed based to the objectives and issues of this study. For the overall conclusion, the findings 

shows that there are a lot of social media used in promoting business like Facebook, Flickr, Groupn, 

twitter and others. However, the social Facebook has dominated others. Other than that, from this 

study it shows that the social media is a relevant medium to promote business as the social media very 

popular among the society around the world. Social media is also able to approach customers with 

interactive objectives such as conversation, sharing and able to persuade the customers. The findings 

from this study may help the sellers to plan their business well especially by promoting their products 

or services using social media.  
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1. INTRODUCTION 

 
Communication, networking, and content sharing have 

become widely developed in the social media space. 

This platform has been used by many companies to 

seek marketing and business opportunities even if 

there are still some issues on resources generated from 

these sites and business performances that are still 

remain unexploited. As according to Weinberg & 

Pehlivan [1], basically the increases of revenue of 

using social media in promoting business is the same 

way as traditional marketing, in which it is aimed to 

increase the company’s products or services by 

heightening notoriety.  

 

As been stated by Paniagua & Sapena [2], social 

capital, social corporate networking, social marketing 

and revealed preferences are the four channels provide 

by social media that affects business performances. 

This article by the way contributes to an issue of the 

use of social media in promoting business in which it 

will go through three objectives mainly the various 

social media used in promoting business, the 

relevance of using social media in promoting business 

and factors for customers of purchasing online.  

 

Before discussing further on the use of social media in 

promoting business, it is important to look at past 

researches that have been done on this issue. Husson 

et al. [3] stated that digitalization of media in our 

society gives the companies out there the most 

profound effect in their marketing strategies and this 

holds across all studied sectors. Social media like 

Facebook, Twitter, Instagram, G Plus, Tumblr and 

Blogs have been used widely in E-commerce business 

nowadays and it grows day by day especially when 

customers can purchase the products just by one click. 

Rawat & Divekar [4] admitted that social media has 

become a stepping stone for everyone to started 

promoting their products and services as it is easily 

accessible to anyone with internet access and it is 

inexpensive for any marketer to implement marketing 

campaign.  

 

According to Oh [5] the widely known brands are 

often contemplated, known and consequently chosen 

by the customers as compared to unknown 

brands/products/services. It is hard for some who are 

just setting up a new business line, especially for those 

who starts as a small business. Thus by using social 

media, it is believes that a wider crowd can be 

established and Oh [5] also stated that those who are 

involve in business but never get to link with social 

media as a tool of promoting their business are left 

behind in terms of technology and business. The 

impact of social media in promoting business is 

proved by Dolen & Verhagen [6] that the costumers 
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often impulsively triggered when purchasing online as 

it is easy for them to access to the products, easy 

purchasing and lack of social pressures. Social 

pressure here carries the meaning of self-pressure on 

impulse buying behavior and surrounding pressure 

like making a decision while being followed by the 

sellers. 

 

Since social media is so influential in engaging 

customers with the sellers in terms of purchasing 

products and services, thus the researchers are 

interested to conduct a research regarding the use of 

social media in promoting business. The researchers 

will focus on three part that are included in the 

objectives stated which are various of social media 

used in promoting business, the relevance of using 

social media as a tool for promoting business and the 

factors of why customers tend to purchasing online. 

 

 

2. LITERATURE REVIEW  

 

2.1 Various Social Media Used for 

Promoting Business 
 

‘Social Media’ concept is a uniting of the 2.0 version 

of World Wide Web that has become the medium for 

collaborative projects, forming of virtual community, 

socializing networks, blogs and microblogs, free 

websites and group games. According to the 

researcher Kaplan and Haenlein [7], the revolution of 

social media is not only on the way to social 

communication tool but it also seen in the business 

environment due to the amazing speed in which it 

enters the various world from business, 

communication, economic and social. Through social 

media, information are transferred incredibly fast, 

cost-free and can be reached by everyone around the 

world.  

 

Smith [8] presented a list of social media with the 

number of users of top services and its impact on the 

economic environment. The results are summarized as 

followed:  

  

   

 

 

Table 1: Statistics of Users Using Social Media Per 

Month 

No. Type of Social 

Media 

Number of Users 

(Millions/ Month) 

 

1. Facebook 1190 

2. Flickr 87 

3. Gmail 425 

4. Groupon 43 

5. Wordpress 66 

6. Blogspot 45 

7. Youtube 100 

 

Starting from these statistics, Smith proved that the 

impact on social media on business build along the 

way with the growing of the number of users. It is 

incredibly fantastic as such small thing could 

generates on a greater frames of business marketing.  

 

Moreover, the way social media is easily accepted 

environment and friendly created such a way for the 

customers and seller to easier communicating and it’s 

opening channel for networking from multiple 

experiences. The increasing of productivity by a 

particular product/service seller in a way that it is 

collaborated with social media. Various social media 

stated and investigated by the researcher from 

previous researches have proved that multiple social 

media can be used for promoting business. 

Technologies are undeniably give positive impact 

towards the vector of changes in the economic world. 

Customers are now have the chance of choosing the 

variety of social media out there in order to purchase 

products and services or to seek for other people 

review on those particular products. 

 

2.2 The Relevance of Using Social 

Media in Promoting Business 
 
Social media become popular among society 

nowadays. Most of the people regardles of their life 

background and also ages prefer to have their own 

social media account. It is not only in our country but 

the people around the world like to associate using 

social media. There are billion users of social media 

Facebook in worldwide. There are 70% of the 

population in USA, Europe and also India are the 

users of atleast one type of social media. They use 

their social media not only for socialize but they prefer 

to survey products or something to purchase just using 

the social media. Knowing the growing popularity of 

social media, the business promoting pattern has 

shifted from traditional e-commerce to the social 

commerce.  Since this medium is very popular among 

the society around the world, this is the good 

opportunity that should be grabbed to develop 

business or to promote their products 

 

In order to make customers purchase certain product, 

the trust from the customers is the important thing. 

Most of the marketers are trying to build customers’ 
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trust by advertising their products and the social media 

is one of the medium that can create customers’ trust 

and can reach them easily at a low cost. Social media 

is a fantastic medium for advertising products as the 

viral feature in this medium may help to attract the 

customers’ attention and trust. Making viral is a trend 

among the social media users. It is normal for the 

social media users to make viral for the things that 

they like most; perhaps they like to viral or promote 

the products that they like and use just by clicking a 

button in the social media. This viral features may 

attract others user to try and trusting the products. 

The main activity in social media is to interact with 

each other. The user used social media to socialize and 

keep in touch with others user. Once the marketer 

used this social media to promote their business it 

might make the customers more attract to the products 

as it make them easier to interact in order to get 

information or details about the product. By using the 

medium, the founder or the seller can deepen their 

connections with the customers. Customers may ask 

the details of the product straight away from the seller 

while the seller able to explain the product effectively. 

The sellers are able to get great audience and able to 

have continuous interaction with them. Additionally, 

by using this social media the sellers are able to 

persuade their future customers directly. Social 

networks are able to approach customers with 

interactive objectives such as conversation, sharing, 

and engagement Weinberg & Pehlivan, [1]. 

 

By interacting in the social media, the consumers able 

to observe the others customers purchase behaviors 

and decision. As according to the observational 

learning theory by Bandura, the individuals behavior 

could affected by observing others behavior either in 

positive or negative ways. Hence, by applying this 

theory, the studies have proved that the previous 

consumers can shape the current consumers’ product-

adopting decisions. [16]. The decision of the current 

consumers to buy or not to buy the product is obtained 

from the review or opinion from others’ customers. 9]. 

Thus, it is no doubt that observing customers’ 

purchase is a vital element that influences consumers’ 

decision making process. Therefore, the use of social 

media is significant in developing an online review or 

testimony from the previous consumer that indicate 

the effectiveness or quality of the products as gain 

more consumers in the future, Zheng, Zhu & Lin [10] 

 

 

3. METHODOLOGY/MATERIALS 

 

For this study, the secondary sources were used in 

obtaining the data. The data were obtained by 

referring to the e-journal and books that related to the 

topic of the study. The information and data regarding 

the topic were assessed by using the internet through 

the google search engine that can assessed at 

http://www.google.com/. The subscribed journal such 

as Science Direct was assessed by using the Universiti 

Teknologi Malaysia (UTM) website. The key words 

used in the literature search were social media, social 

commerce, promoting business, and online business. 

There were also hand search for the books and thesis 

at the UTM’s library shelf. The information from 

these secondary sources were searched and analyzed 

based to the objectives and issues of this study. 

 

 

 

4. RESULTS AND FINDINGS 

 

In recent years, the shifting of purchasing products or 

services from traditional paradigms to social 

commerce has accelerated from day to day. Based on 

the research on the literature review that we have, 

there are three major factors that attracts customers 

towards purchasing online. The first one is stated by 

Wang et al. [11] that social sellers influence in which 

the online sellers who have certain characteristics like 

popularity, integrity in business, social influence and 

affective social skills tend to be succeeded in their 

business. It is indeed true where we can see that 

mostly the online sellers are those who are already 

have achieved social popularity in the community. 

This has been supported by Rawat & Divekar [4] 

which added a point where they stated that even if the 

sellers do not have the attention of the customers in 

some way, they may use a strategy where choosing 

public figure to promote their products and services. 

This is commonly happen nowadays especially when 

public figures who have many followers on social 

media tend to make business by promoting other 

sellers business. The impact of social media influence 

on the customers is not really surprising with the 

growth of sellers who are already famous on this so 

called virtual world.  

 

Second is customers’ involvement in reviewing the 

product or services. In the finding of our first 

objective has stated that the variety of social media 

today have a place for customers to drop comments 

and writing their review on that particular products or 

services. This has been supported by Dolen & 

Verhagen [6], where they found out based on their 

online survey that customers’ role in the conceptually 

reviewing the products online has been one of the 

major factor that attracts other customers towards that 

particular products. They came up with the example of 

purchasing fashion goods online that has become a 

typical hedonic among most of the online users 

nowadays. They stated that the online stores tend to 

view their customers good reviews to attract more 

customers and show representational delights of 

positive feedback from their previous customers.  

 

The third factor is brand boundary which means most 

of the products and services nowadays accelerated in 

their marketing strategies by creating brand boundary 

by convincing the customers that they are the best 

brands on the market compared to other brands which 

did not appear online. As been stated by Parmentier & 

Mangematin [12], customers tend to purchase 

products especially via social commerce is because 
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they believe that brands which appear online are better 

than that in the market. 

 

Nowadays the impact of Social Media towards 

business marketing of the contemporary organizations 

can be witnessed on managerial, marketing and ICT 

level. The most used services on the internet is 

socializing environment in which it leads to obvious 

advantages on the companies in promoting their 

product and services to the customers. Informational 

capitalization is supported by the social media by 

spreading the information about the companies easily 

and reaching those who have interest in the products 

or services they offer. It is good to have social media 

as a tool for promoting business because it give a 

space for customers or potential customers to leave 

feedbacks about the products/services of that 

particular company. It gives people the opportunity to 

express their views like in Facebook, the users may 

show their likes and post comment or even share it 

that may broaden the business promotion. Like, 

comment and share button on Facebook are indeed 

play important roles in business promotion.  

 

As been showed in the finding parts earlier on, we 

have discussed three major aspects in business 

promotion that related with social media which are the 

variety of social media used, its relevance and the 

factors for customers’ attraction towards purchasing 

online. Based on the literature that we have done, we 

have achieved all of our objectives where we have 

come up with evidence of past researches. Social 

media like Facebook, Blogspot, Twitter, Flickr, 

Youtube and others are all been used by the customer 

around the world to look for products and services 

online. Based on the research that been done Yu & 

Wang [13], a survey on Dell computer company 

shows that, after their debut on Twitter in promoting 

their computer business, they earned 6.5 million 

dollars within a week, where they have almost 1.5 

million adepts. Starting from a well-targeted publicity, 

the company posted oriented advertisements based on 

data from the users’ profiles on different websites in 

which they managed to reach those who might have 

interest in buying their products. Constant, diligent 

and consistent feedback have force this company to 

use social media as a channel for marketing strategies. 

 

 

5. CONCLUSION 

 

Entrepreneurship is the medium that spurs the 

creativity and innovation. Successful entrepreneur 

require a special value added from some combination 

of creative idea and a superior capacity for a 

successful journey in business venture. Creativity and 

innovation creates new demand and entrepreneurship 

brings the innovation to the market. Creativity and 

innovation are the heart of the spirit of enterprise 

which means both are play a vital role to strive the 

successful and viable enterprise. The organization and 

market product need the touch of creativity and 

innovation in order to not leave behind especially in 

competitive market nowadays. Creativity has always 

been closely linked to innovation by McLean that 

organization must nourish creativity and innovation in 

entrepreneurship for many reasons.  

 

There is no doubt that current economics are volatile 

and violent one. Entrepreneurs need to ensure the 

organization are continue to delight the customer, 

produce the product in accordance to requirement 

which is the purpose of every business. To grow 

prosper most enterprise constantly need to improve 

their product and services. The innovative elements 

should continuously change to fulfil one’s need also 

for the survival of the enterprise. Entrepreneurs who 

embrace creativity and innovation in their business 

models, will be moving forward and be successful 

than entrepreneurs who remain with the traditional 

business model, which is only concerned with selling 

exclusively. The value of creativity and innovation 

generating the new ideas in business attract more 

benefits and value added towards the companies. 

Creativity and innovation are no longer doubt in 

purposes to help in keeping the business running for a 

long time and stay competitive. 
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