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Abstract. Social media has revolutionized modern business, with influencers at
the forefront, redefining marketing strategies through their ability to engage and
persuade large audiences. Companies leveraging these influential voices can
amplify brand messages, drive consumer behavior, and unlock growth
opportunities in our increasingly connected world. This study examined social
media's impact on business performance, focusing on branding and product
demand. Using a quantitative approach, a surveyed was conducted among 254
online sellers in Kuala Lumpur and Selangor, Malaysia, allowing for a systematic
analysis of social media's role in contemporary business practices within this
region. Results showed a significant relationship between social media use and
business enhancement, particularly in brand awareness and product demand.
Social media platforms proved crucial for expanding market reach, fostering
customer engagement, and facilitating real-time feedback. The study also
highlighted the importance of influencer partnerships in shaping consumer
perceptions and driving purchases. This research contributes to digital marketing
literature by providing empirical evidence of social media's effectiveness in
business growth strategies. It offers insights for entrepreneurs, marketers, and
business leaders on optimizing social media presence and leveraging influencer
collaborations, underscoring the need for businesses to adapt to the evolving
digital landscape to remain competitive.
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1 Introduction

Social media has become an indispensable tool for business growth and development
in the modern digital landscape. Platforms such as Twitter, YouTube, Facebook, Insta-
gram, and emerging channels like TikTok offer marketers unprecedented opportunities
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to connect with and engage potential customers (Appel et al., 2020). A well-crafted
social media strategy, combined with compelling content, allows businesses to effec-
tively expand their reach and cultivate meaningful relationships with their audience.

The benefits of social media for businesses are multifaceted. It enables companies
to attract clients, gather valuable feedback, and foster customer loyalty (Dwivedi et al.,
2021). Moreover, social media platforms often incorporate features specifically de-
signed for business growth, such as Facebook's Marketplace. These tools can sig-
nifcantly enhance a company's ability to reach global markets while simultaneously
reducing marketing expenses through efficient market research.

Engaging with social media allows brands to build trust among potential partners
and customers. Effective company branding on these platforms is crucial for communi-
cating business values and offerings, ultimately leading to stronger relationships with
current and future customers (Batra & Keller, 2016). This engagement can create new
traffic routes to products and services, reinforcing brand identity in consumers' minds.

Furthermore, social media provides invaluable insights into market demand, helping
businesses understand consumer preferences and willingness to pay for specific prod-
ucts or services (Tuten & Solomon, 2017). This real-time data enables companies to
adapt their offerings and pricing strategies accordingly, ensuring they remain competi-
tive and responsive to market needs.

Lastly, the rise of influencer marketing on social media platforms has created new
avenues for businesses to expand their reach and credibility. By partnering with influ-
encers who align with their brand values, companies can leverage these individuals'
ability to shape opinions and drive consumer behavior (Lou & Yuan, 2019).

2 Literature Review

2.1 Social Media

Social media encompasses digital platforms and tools that facilitate the creation, shar-
ing, and exchange of information, ideas, and content among users in virtual networks
and communities. Platforms such as Facebook, Instagram, Twitter, and LinkedIn are
integral to the way individuals and businesses communicate and interact online. Social
media is fundamentally based on Web 2.0 technologies, which prioritize user-generated
content, collaboration, and participatory culture (Kaplan & Haenlein, 2010). The con-
cept has evolved significantly, with recent studies highlighting the increasing role of
social media in shaping public opinion, marketing strategies, and consumer behavior.
For instance, a study by Alalwan et al. (2017) emphasized that social media is a critical
tool for businesses to engage with consumers, build brand loyalty, and drive sales
through targeted advertising and interactive content. Social media platforms enable
real-time communication, allowing brands to respond promptly to customer inquiries
and feedback, thereby enhancing customer satisfaction and trust (Goh, Heng, & Lin,
2013).
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Moreover, social media’s influence extends to shaping societal norms and trends, as
platforms are used to disseminate news, mobilize social movements, and influence pub-
lic discourse (Lipschultz, 2020). With the proliferation of mobile devices, social media
usage has surged, making it a vital component of everyday life for billions of users
worldwide (Statista, 2023). The integration of artificial intelligence and machine learn-
ing into social media platforms has further enhanced the ability of businesses to analyze
user behavior and preferences, enabling more personalized and effective marketing
strategies (Dwivedi et al., 2021). As social media continues to evolve, its impact on
communication, commerce, and society will likely deepen, making it a critical area of
study for understanding modern digital interactions.

2.2 Social Media Influencer

Influencer marketing is a strategy where businesses collaborate with popular social
media users or bloggers, known as influencers, to promote their products or services.
Influencers typically have a large and engaged audience, allowing brands to leverage
their credibility to expand their reach and drive sales. Albalawi (2015) suggests that
influencer marketing is one of the most effective strategies for businesses to reach
customers and grow their brand. The benefits of influencer marketing include reaching
a broader audience, building trust, increasing social media following, driving website
traffic, generating leads, and enhancing brand awareness. As noted by Holiday (2020),
influencer marketing has evolved into a mainstream form of online marketing,
combining traditional and modern techniques. Iwona (2022) highlights that this strategy
transforms celebrity endorsements into content-driven campaigns, providing high
efficacy in the digital age.

Influencer marketing addresses many challenges faced by traditional marketing
channels, such as ad blockers and consumer skepticism towards direct advertising (E,
2019). By carefully selecting influencers based on qualitative and quantitative factors,
brands can develop campaigns that effectively engage millions of people. Larasati
(2021) emphasizes that partnering with influencers who have significant influence can
significantly impact business growth, making it easier to communicate brand messag-
ing and attract customers. Moreover, establishing long-term relationships with influ-
encers, as suggested by Strategy (2021), can lead to sustained success for both the brand
and the influencer. Social media provides a platform for these interactions, allowing
brands to build trust and authority in a competitive market. As Balanche (2021) notes,
influencer marketing leverages psychological mechanisms such as congruence to en-
hance the persuasive power of campaigns. With the rise of social media, influencers
have become a crucial tool for businesses to connect with their target audience and
promote their brand effectively (Balko, 2018; Ryan, 2022).
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2.3 Brand Awareness

Branding has long been recognized as an essential marketing strategy, with its origins
tracing back to ancient times. Rooney (1995) noted that branding has consistently pro-
duced positive results, and its significance has only intensified with modern technolog-
ical advancements. In today's digital age, social media has emerged as a pivotal plat-
form for developing and enhancing business branding efforts (Olive, 2019).

However, challenges persist, such as choosing an appropriate brand name and craft-
ing a supportive advertising strategy. Kristopher (2021) emphasized that these founda-
tional elements are crucial to the success of any branding initiative. Beyond visual ele-
ments like logos and colors, branding encompasses the broader identity, values, and
goals of a business. This broader identity plays a significant role in building brand
awareness, which is a key factor in ensuring that a brand remains top of mind for con-
sumers.

Maintaining a strong brand is equally important in a highly competitive marketplace.
Recent developments in corporate, industrial, and service branding indicate a shift to-
wards new strategies, such as material branding and brand development, which neces-
sitate the careful management of emerging platforms and methods (Faridah, 2017,
Christou, 2015). The increasing exposure of consumers to new brands through social
media presents both opportunities and challenges for businesses. Larina (2022) high-
lights that while consumers benefit from the variety and ability to research options,
businesses must navigate intense competition to stand out. In this context, brand aware-
ness becomes a crucial component, as it influences consumer perceptions and purchas-
ing decisions.

Branding is a critical tool for aligning a company’s goals, objectives, and mission
with its marketing strategy (Tarja, 2016). Effective branding requires not only strong
design and marketing strategies but also elements that resonate with and attract custom-
ers (Wil, 2022). For example, Nike’s branding strategy heavily relies on advertisements
featuring high-profile athletes and celebrities, alongside sales promotions like discount
codes, to enhance brand awareness and achieve its marketing goals (Drury, 2016). The
integration of social media technology further amplifies branding efforts by enabling
businesses to build networks and share content, particularly in business-to-business
contexts (Oluyinka, 2014).

Recent research has expanded the understanding of branding's role in creating value
and shaping customer experiences. Brodie (2019) argues that brands now interact not
only with end customers but also with employees and a network of stakeholders, a con-
cept known as the “service brand.” This broader perspective underscores the im-
portance of maintaining a cohesive and compelling brand identity across all facets of a
company to enhance brand awareness and loyalty.

Kristopher (2021) reinforces that branding is more critical than ever. In today’s
highly competitive market, strong branding helps businesses stand out, build trust, and
shape customer perceptions. A well-established brand increases the likelihood of being
recognized and remembered by consumers, which is essential for long-term success.
Additionally, branding plays a vital role in fostering employee motivation and creating
a sense of belonging within the company. Strong branding can turn first-time customers
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into loyal ones by building emotional connections and trust, further enhancing brand
awareness and customer retention.

Therefore, branding is a multifaceted tool that goes beyond visual elements to en-
compass the entire identity and strategic goals of a business. As competition intensifies
and consumer options multiply, companies must invest in robust branding strategies to
ensure they stand out and build lasting relationships with their audience. Effective
branding not only attracts and retains customers but also contributes to internal cohe-
sion and employee motivation, ultimately driving greater business success through en-
hanced brand awareness and loyalty.

2.4 Product Demand

The demand for a product plays a pivotal role in the field of analytical pricing, serving
as a key determinant in a company’s sales performance and profitability. As van Ryzin
(2012) highlights, accurately estimating demand is essential for understanding how
pricing decisions impact the demand for goods and services, which in turn influences a
company's revenue streams. The relationship between price and demand is complex,
and various methods have been developed to predict the most significant demand mod-
els used in pricing strategies. These models often assume that consumers act as rational
decision-makers, strategically adjusting their purchasing behaviors to maximize per-
sonal benefits. For instance, when a greater number of individuals desire a specific
product, the demand for that product naturally increases. This surge in demand typically
results in higher prices, as more consumers are willing to pay a premium for the sought-
after item. Conversely, a decrease in demand usually leads to a corresponding drop in
prices (Commerce, 2020).

Understanding the dynamics of product demand involves analyzing several influen-
tial factors. Price is one of the most critical determinants, as it directly affects the quan-
tity of a product that consumers are willing to purchase. A higher price generally leads
to a lower quantity demanded, while a lower price tends to increase demand, assuming
all other factors remain constant. However, the price is not the only factor at play. Con-
sumer income is another significant determinant of demand. As consumers' income lev-
els rise, their purchasing power increases, allowing them to buy more goods and ser-
vices, thus driving up demand. On the other hand, a decrease in income can reduce
consumers' ability to purchase, leading to a decline in demand (Mack, 2020).

Market demand, often referred to as product demand, is influenced by the overall
number of consumers seeking a particular product, the price they are willing to pay,
and the availability of the product in the market. Jin (2021) emphasizes that understand-
ing these factors is crucial for businesses aiming to meet market demand effectively.
The willingness of buyers to pay a specific price for a commodity or service largely
determines market demand. As market demand increases, prices are likely to rise due
to the heightened competition among buyers. Conversely, a reduction in demand usu-
ally results in a decrease in prices, reflecting the lower willingness of consumers to pay
(Hyun, 2018).

In today's digital age, market research has become an indispensable tool for busi-
nesses to understand and predict market demand. Social media platforms, in particular,
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offer a unique advantage in conducting market research. These platforms allow busi-
nesses to reach a broad audience quickly and efficiently, gathering valuable insights
into consumer preferences and behaviors. For example, surveys distributed through so-
cial media channels can provide critical data on consumer demand, helping businesses
tailor their products and pricing strategies accordingly. By leveraging the power of so-
cial media, companies can gain a competitive edge in understanding market trends and
responding to consumer needs (Ovcast, 2022).

Moreover, conducting thorough market research is essential for identifying profita-
ble industries, especially for businesses entering e-commerce space. By analyzing mar-
ket demand, companies can pinpoint the most lucrative opportunities and make in-
formed decisions about where to focus their efforts. This process involves gathering
and analyzing data from various sources, including surveys, case studies, and industry
reports. New business owners, in particular, can benefit from these insights without
necessarily needing a full-fledged marketing team. The ability to understand and re-
spond to market demand not only helps businesses optimize their pricing strategies but
also contributes to long-term success in a competitive marketplace (Biong, 1995).

Therefore, the demand for a product is a multifaceted concept influenced by a variety
of factors, including price, consumer income, and market conditions. Accurately as-
sessing and responding to these factors is crucial for businesses to make informed pric-
ing decisions, enhance profitability, and maintain a competitive edge. As the market-
place continues to evolve, especially with the growing influence of digital platforms,
businesses that effectively leverage market research and demand analysis will be better
positioned to meet consumer needs and achieve sustained success.

2.5 McLuhan’s Media Theory

Marshall McLuhan's media theory provides a valuable lens through which to analyze
the transformative impact of social media on business practices. McLuhan's concept of
"the medium is the message" (McLuhan, 1964) underscores the idea that the medium
through which information is conveyed plays a crucial role in shaping business com-
munication strategies and consumer engagement. In the context of social media, this
theory suggests that the platforms themselves—Facebook, Twitter, Instagram, and
LinkedIn—do more than just transmit information; they fundamentally alter the way
businesses interact with their audiences. These platforms, as "hot" media (McLuhan,
1964), offer high-definition experiences that can enhance customer engagement
through visual and interactive content. Conversely, they also require businesses to adapt
their communication strategies to maintain relevance and effectiveness in a rapidly
evolving digital landscape.

Previous studies have applied McLuhan's theory to analyze the impact of media on
business communication. For example, researchers have examined how television (a
medium McLuhan described as "cool" in its early days) transformed advertising strat-
egies and consumer perceptions (McLuhan, 1964). Similarly, more recent studies have
applied McLuhan’s framework to digital media, exploring how platforms like Twitter
and Facebook have changed corporate communication practices and consumer relation-
ships (Cameron & Hodge, 2018; Jenkins, 2006). These studies demonstrate the utility
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of McLuhan’s theory in understanding how different media affect business practices
and consumer behavior.

This study contributes to McLuhan’s media theory by extending its application to
social media, a relatively new medium that combines elements of both "hot" and "cool"
media. This research highlights how social media platforms facilitate real-time interac-
tion and feedback, enhancing businesses’ ability to engage with their audience in dy-
namic and personalized ways. By analyzing contemporary case studies of businesses
successfully leveraging social media, this study offers new insights into how these plat-
forms can be strategically used to drive growth and innovation. The findings underscore
McLuhan’s notion that the medium itself is a critical factor in shaping communication
strategies, thus reaffirming and expanding his theory in the context of modern digital
media.

2.6 Research Framework

This study employed a quantitative framework to examine the impact of social media
on business performance, with a specific focus on branding and product demand among
online sellers in Kuala Lumpur and Selangor, Malaysia. The research design utilized a
survey methodology to systematically analyze the role of social media in contemporary
business practices within this region. The following Figure 1 explained the research
framework of the study.

Brand awareness

Social media

o
T

Product demand

Fig. 1. Research Framework
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The framework was derived form the extensive literature and being tested using
quantitative method. Building upon McLuhan's theory, the conceptual model for this
study proposes that social media, as a transformative medium, directly influences
business performance through two primary channels: brand awareness and product
demand.

3 Methodology

A quantitative research method was employed in this study, involving the distribution
of a questionnaire to 335 respondents but turn out only 254 respondents return the ques-
tion. These respondents were randomly selected from online sellers in Kuala Lumpur
and Selangor. According to the Suruhanjaya Syarikat Malaysia (SSM), there were
2,540 registered online sellers in these regions as of June 2024. The questionnaire com-
prised 46 items, utilizing scales such as the Social Media Benefits Scale (SMBS) by
VanMeter et al. (2015), the Social Media Brand Engagement Scale (SMBES) by Parent
et al. (2018), and the Social Media Impact on Product Demand Survey (SMIPDS) by
Houghton and Smith (2019) to assess various variables. The instruments were adapted
to better fit the specific context of this study.

4 Findings

The Cronbach’s alpha values were done to measure the reliability and internal con-
sistency of the instruments. The result was shown in the following table as a value of o
=.761 for SMBS, a = .880 for SMBES and a = .742 for SMIPDS. Overall, the value of

the Cronbach’s alpha is acceptable for the purpose of this study.

Table 1. Cronbach’s Alpha for Pre-Test Analysis

Variables Items o
SMBS 20 761
SMBES 16 .880
SMIPDS 10 742

The results of the respondent frequency, detailed in Table 2, indicate a notable gen-
der distribution among participants. Of the 254 respondents, 63 (24.8%) identified as
male, while 191 (75.2%) identified as female. This distribution reflects a higher repre-
sentation of female respondents compared to their male counterparts. The overall gen-
der composition is also summarized, with males accounting for 41.9% and females
58.1% of the total sample. This data provides insight into the gender demographics of
the study’s participants.
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Table 2. Frequency of respondents

Gender n %
Male 63 24.8
Female 191 75.2

Table 3 shown a result in explaining the relationship between social media use and
brand awareness (r=.516, p<0.01). Therefore, there’s a significant relationship between
those variables.

Table 3. Relationship between social media use and brand awareness

Independent Variable Independent Variable
r JI51%*
n 254
p .001

Table 4 shown a result in explaining the relationship between social media use and
product demand (r=.342, p<0.01). Therefore, there’s a significant relationship between
those variables.

Table 4. Relationship between social media use and product demand

Independent Variable Independent Variable
r 342%*
n 254
p .001

5 Discussion and Conclusion

The first objective of this study was to explore the relationship between the usage of
social media in business with brand awareness. The hypothesis confirmed that a signif-
icant relationship exists between these variables. The research demonstrated that effec-
tive branding is vital for a company, providing a unique identity, enhancing recognition,
attracting customers, boosting marketing efforts, and fostering employee pride. More-
over, strong branding facilitates the development of relationships with the audience,
potentially turning them into loyal customers. John (2021) supports this view, high-
lighting the critical role of branding in differentiating a company in a competitive mar-
ket. This finding is consistent with previous studies by Dandu (2015), Frend et al.
(2010), and Brian (2018), indicating that the research adds new insights to the field.
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Additionally, the study also examined the relationship between the social media use
for businesses and product demand. The hypothesis also confirmed the relationship be-
tween these variables. The research underscored the importance of understanding prod-
uct demand for effective business management. Evaluating demand allows businesses
to make informed decisions regarding pricing, inventory, and profit targets. Knowledge
of demand enables businesses to meet consumer needs effectively and optimize profits.
MT (2013) emphasizes that quantifying market demand helps businesses manage in-
ventory and tailor products to consumer needs. This aligns with past research by
Rhwatsons (2019), Mac and Berk (2017), and Sanws Wt (2015), which also identified
a link between social media benefits and product demand.

The theoretical framework of this research centers on the benefits of social media
for businesses. Social media is essential for customer engagement, gaining insights, and
brand growth. It enables companies to promote products, raise brand awareness through
engaging content, and communicate directly with their audience (John, 2021). Plat-
forms like Facebook and Instagram offer businesses a responsive communication chan-
nel, more immediate than email or customer hotlines. They also assist in managing
brand reputation by identifying and addressing negative sentiment and celebrating pos-
itive interactions. Social media ads offer a cost-effective method for content distribu-
tion and targeted promotion, allowing businesses to maximize their advertising budget
and reach relevant audiences (Smith, 2022). Effective social media advertising builds
meaningful customer connections, enhances brand loyalty, and converts visitors into
long-term customers. Platforms like Facebook provide user-friendly ad managers to
optimize campaigns and achieve desired results (Brown, 2023).

Based on these findings, future research should employ qualitative methods to gain
deeper insights. Qualitative approaches, such as interviews, can provide detailed re-
sponses directly from participants, unlike quantitative methods that rely on question-
naires. This study was limited to online businesses in Kuala Lumpur and Selangor;
expanding the geographic scope could improve response rates and data richness. Future
research should also consider a more detailed examination of the topic, ensuring that
complex terms are simplified for better understanding.
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