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ABSTRACT 

Marketing is very crucial activity for the survival and success of any business. 

Businesses today have more marketing opportunities than ever before. Social media has 

changed the way how consumers and marketers communicate. Marketers need a place, 

having a number of people, to promote their product. Social media websites are good place 

where large number people are active these days. In this article, the data representing the 

worldwide user base of few social media websites i.e. Facebook, Twitter and LinkedIn, has 

been demonstrated, which itself justifies the potential of these websites to be perfect places 

for marketing activities. Not only these, there are many other social media websites/ places 

available which can be really helpful for the marketers worldwide. Also in this paper 

extensive review of literature has been done which further tells the significance of social 

media marketing. 
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INTRODUCTION 

The Internet and especially social media have changed the way how consumers and 

marketers communicate. The Internet has distinct characteristics (Peterson et al., 1997), such 

as: 

− The ability to inexpensively store huge volumes of information at different virtual 

places 

− The availability of powerful and economical means of searching, organizing, and 

spreading such information 

− Interactivity and the ability to provide information on demand 

− The ability to serve as a medium of transaction 

− The capacity to serve as a physical distribution medium for certain goods (e.g. 

software) 

− Comparatively low entry and establishment costs for sellers. 
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One of the advantages of internet is that it enables businesses to reach a worldwide customer 

population, so that customers can study, select, and purchase products and services from 

businesses around the world (Al Kailani& Kumar, 2011).The social media era was started 

around ten years ago. It began with LinkedIn, which was launched in 2003, followed by both, 

MySpace and Facebook in 2004, YouTube in 2005, and Twitter in 2006. In less than a 

decade, its population has grown rapidly, and it has reached billions of people worldwide. 

Facebook is having more than 500 million users worldwide; Twitter has approximately 175 

million users; LinkedIn has more than 90 million users; and MySpace has 57 million users1 

(Curtis, 2011).The popularity of social media sites has also spread to companies and firms as 

part of their strategies. In today’s technology driven world, social networking sites have 

become an avenue where retailers can extend their marketing campaigns to a wider range of 

consumers. Chi (2011) defines social media marketing as a “connection between brands and 

consumers, offering a personal channel and currency for user centered networking and social 

interaction.”The tools and approaches for communicating with customers have changed 

greatly with theemergence of social media; therefore, businesses must learn how to use social 

media in a way that is consistent with their business plan (Mangold&Faulds, 2009).Social 

networking sites are really good for word of mouth marketing as well. Day (1971) defines 

“word of mouth marketing” as a person-to-person communication in which the receiver 

perceives the transmitted message as non commercial. Kozinet et al. (2010) define “word-of-

mouth marketing” as a marketing technique that marketers try to intentionally influence 

consumer-to-consumer communications. 

 

REVIEW OF LITERATURE 

Marketing is a crucial activity for the survival and success of a business. Businesses 

today have more marketing opportunities than ever (Bresciani&Eppler, 2010).Social media 

enables companies to network with customers in order to build relationships and achieve a 

better understanding of customer needs. Businesses want their message to reach as many 

people as possible. To maximize this reach, a business must have a presence where customers 

are hanging out. Increasingly, they are hanging out on social networking sites (Halligan, 

Shah, & Scott, 2009). Social media is a broad term that describes software tools that create 

user generated content that can be shared (Sinclaireet al. 2011).In 2007 PRSA online survey, 

working public relations practitioners were asked about their use of 18 social media tools and 

their perception on the growth of social media trends in public relations practice (Eyrich, 
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Padman, &Sweetser, 2008). The survey found that social media technologies allow PR 

practitioners “to reach out to and engage their publics in conversation and provides an avenue 

to strengthen media relations,” and that a majority of practitioners felt that communications 

technologies such as social media had made their jobs easier, allowing them to reach broader 

audiences and expedite the circulation of information (Eyrich, Padman&Sweetser, 2008). 

Jones (2010) also indicated that consumers and organizations alike are increasingly using the 

web to discuss, share, and collaborate. Barefoot and Szabo (2010) define social media 

marketing as use of social media channels to promote a company and its products. They 

believe social media marketing comprises of the traditional web-based promotion strategies, 

including email newsletters and online advertising. Robert and Kraynak (2008) explain the 

social media is changing the role of the customers into advertisers and marketers of the 

company. Customers can create positive or negative pressure according to their experience of 

the companies’ product and services. 

 

GROWTH OF SOCIAL MEDIA 

Recently, social media has become a phenomenon being used by consumers around 

the world. With the emergence of social media it is now possible for one person to 

communicate with hundreds or even thousands of other people about products and the 

companies that provide them. Thus, the impact of consumer-to-consumer communications 

has been greatly magnified in the marketplace. The typical Internet user is no longer a passive 

consumer of media messages; they now have the ability to create, public and produce 

interactive media. This media have changed from on-way communication to tools to facilitate 

dialogues among Internet denizens. Broughton states that sports fans are increasingly 

choosing to interact with leagues and teams through social media rather than just receiving 

information via traditional media. The major benefit of social media is convenience; social 

media tools such as YouTube, Twitter and Facebook are all free and don’t require special 

software. Pew Research states that 74% of online adults use social media sites because of the 

free nature of these sites and their ability to connect people. Businesses cannot afford to 

ignore the benefits that social media offers firms to connect to consumers and build lasting 

relationships. Various industries can use social media for consumer interaction. The ever 

increasing usage of one social media websites mainly Facebook, Twitter and LinkedIn, is 

given below which itself justifies that it can be very helpful for business purposes especially 

in marketing activities.  
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FACEBOOK 

The most visited online social network is Facebook, founded in 2004 and with over 

600 million users and presence in over 70 countries (Carlson, 2011; Tech tree News Staff, 

2008). The Facebook site allows users to create a profile of themselves and explore the 

profiles of others, gaining an insight into others’ lifestyle and interests (Acar&Polonsky, 

2007). In addition, Threat (2009) suggested that the site can be referred to as a social media 

portal, with organizations and businesses creating profiles to disseminate information about 

products and services, shifting the focus from creating personal relationships to reaching 

customers. 

Facebook Stats for Years 2013 – 2015 

Table 1 

FACEBOOK DAILY ACTIVE USERS (DAU) 

from 2013 to 2015 - in millions 

Geographic Regions 

and Time Periods 

FB Users in 

USA & Canada 

FB Users in 

Europe 

FB Users in 

Asia-Pacific 

FB Users in 

Rest of World 

FB Users 

Total World 

2013 Q1 139 179 167 180 665 

2013 Q2 142 182 181 195 699 

2013 Q3 144 188 189 208 728 

2013 Q4 147 195 200 216 757 

2014 Q1 150 203 216 233 802 

2014 Q2 152 206 228 244 829 

2014 Q3 155 212 242 256 864 

2014 Q4 157 217 253 263 890 

2015 Q1 161 225 270 280 936 

NOTES: (1) Facebook (FB) Daily Active Users (DAUs) in the World from March 31, 2013 to March 31, 2015, according to the numbers 

reported by Facebook, expressed in millions of people. (2) For definitions, disclaimers, and navigation help, please refer to the Website 

Surfing Guide. (3) Information in this page may be cited, giving the due credit to Internet World Stats www.internetworldstats.com. 

Copyright © 2015, Miniwatts Marketing Group. All rights reserved worldwide. 
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Fig. 1 

It can be seen in the Table 1 and Fig. 1 that the total number of facebook users worldwide has 

been increased almost about 41% in two years i.e. from 665 millions in 1st quarter of year 

2013 to 936 millions in 1st quarter of year 2015. 

 

LINKEDIN 

LinkedIn is a business-oriented social networking service. It was founded in 

December 2002 and launched on May 5, 2003. It is mainly used for professional networking. 

The site is available in 24 languages including Arabic, Chinese, English, French, German, 

Italian, Portuguese, Spanish, Dutch, Swedish, Danish, Romanian, Russian, Turkish, Japanese, 

Czech, Polish, Korean, Indonesian, Malay, and Tagalog. LinkedIn has more than 300 million 

users worldwide.  
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Registered users in millions (Country wise) 

United States 122 Indonesia 5 Singapore 1 

India 33 Columbia 4 UAE 1 

Brazil 23 Argentina 4 Ireland 1 

United kingdom 19 Turkey 4 Norway 1 

China 12 South Africa 4 Portugal 1 

Canada 11 Philippines 3 Republic of Korea 1 

France 10 Chile 3 Hong Kong 1 

Italy 8 Sweden 2 Thailand 1 

Mexico 8 Belgium 2 Japan 1 

Australia 7 Malasiya 2 Ecuader 1 

Spain 7 Venzuela 2 Saudi Arabia 1 

Netherlands 6 New Zealand 1 Denmark 1 

Russia 5 

(Source: statista.com) 

This statistics ranked countries worldwide by number of registered members of 

LinkedIn as of the third quarter of 2015. In India particularly there were about 33 million 

registered users of LinkedIn. There were over 19 million registered users in the United 

Kingdom and over 11 million registered users in Canada. Overall, the professional social 

network had more than 96 million members in European countries. 

 

TWITTER 

Twitter is an online social networking service that enables users to send and read short 

140-character messages called "tweets". Registered users can read and post tweets, but those 

who are unregistered can only read them. Users access Twitter through the website interface, 

SMS or mobile device app. Twitter Inc. is based in San Francisco and has more than 25 

offices around the world. Twitter was created in March 2006 by Jack Dorsey, Evan Williams, 

Biz Stone, and Noah Glass and launched in July 2006. The service rapidly gained worldwide 

popularity. At the end of 2015 twitter had approximately 320 million users all over the world, 

almost 80 % of which are active users on mobile. 
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Other interesting twitter statistics 

• There are 100 million users who logins daily and almost 500 million tweets are sent 

per day. Average time spent by a twitter user per month is 170 minutes. More 

interesting is that 78% of twitter users use twitter on mobile devices. 

• 77% twitter accounts are outside the us, means all other countries  

• 29% of millennial (means people of age group 15 – 34yrs) use twitter, whereas, 26% 

of teens rank twitter as their favorite social network 

• 89% of Americans use twitter at work 

Tweet stats 

• Average number of tweets by male 567 

• Average number of tweets by female 610 

• 63% of twitter users consider their smart phones their number one tweeting device 

• 29% of twitter users use their desktops and laptops as their primary tweeting device 

Brands and advertisements 

• 58% of top brands have more than 1,00,000 twitter followers 

• 47% of people who follow a brand on twitter are more likely to visit the company’s 

website 

• Twitter’s ad revenue that comes from mobile is 86% 

Not everyone uses twitter; especially family and friends who are not millennial. Some think, 

all social media is evil especially those who are not in the tech, media, fashion or sports 

industries. But despite that social media usage on mobiles is increasing rapidly and brands are 

spending more in mobile advertising. 

 

CONCLUSION 

Social network sites are increasingly attracting the attention of industry researchers as 

well as academic. Social media are constantly developing a set of tools that facilitates online 

relationships and information sharing. Companies are under constant pressure from multiple 

sources to join the social media. Social media professionals’ advice firms that they must be 

present on social media otherwise they miss out various opportunities. Social media have 

various implications to companies marketing strategy. So, Social media can be leveraged to 

create wonderful marketing masterpieces. However, as a new phenomenon, there is limited 

research on different aspects of social media and their specific significance to companies 

marketing activities. Marketers just need a place to promote their product and social media 
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sites are good place where large number people are active these days. The data, in this article, 

represents the world wide user base of few social media sites i.e. Facebook, Twitter and 

LinkedIn, which itself attracts the marketers and business houses. There are many other 

social media tools/websites/places which can be really helpful for the marketers worldwide. 
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