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Introduction:

The rationale for undertaking this project is to discover the most successful ways that
social media can impact the retail industry. The benefit of this thesis is to understand how retail
businesses are affected by both their own, and their competitors’ social media pages.
Furthermore, it seeks to improve understanding of how actors in the retail industry can utilize
social media to their advantage.

Social media marketing has become one of the most widely used ways to advertise online
to consumers and build retailers’ brands. With a variety of methods and efficiencies of social
media marketing platforms used for the promotion of retail businesses, when executed properly
and completely, the strategies discussed within this thesis have the potential to increase sales and
to expand the customer base. This thesis explores which key aspects of social media marketing
make the biggest impact in creating successful campaigns for retailers.

This research paper explores the effects of social media marketing on business outcomes
in the retail industry. New knowledge that this project will provide is the potential impact this
area of marketing can make, and what measures businesses can use to take their current media
marketing campaigns to the next level. Also, this thesis will delve into which methods of social
media marketing provide beneficial results for retailers. The significance of this project is the
insights that will be derived regarding the ways in which businesses can positively enhance a
retailer’s brand image and increase return on advertising expense. Those who will benefit from
this thesis are retailers, consumers, market researchers, students studying the industry, and others
who actively produce social media marketing campaigns.

With this, the effects of different types of business social media accounts used in a social

media campaign will be analyzed while the results of the campaigns are interpreted. This will
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provide detailed explanations of the benefits derived from alternative methods of social media
marketing and use the information to make successful decisions regarding online media
marketing. One specific objective of this study is to gain a better understanding of which key
aspects of social media marketing make the greatest difference in creating a successful
campaign, i.e. types of posts, content, etc. Furthermore, the thesis will provide insight as to how
the retail industry can use various methods of online marketing to promote their businesses, and
to increase sales and customer base to ultimately improve the value of the company. Lastly, this
paper will delve into the exposure of the benefits related to social media marketing and
explanation of how to utilize them to enhance a company’s platform when developing new

strategies and modifying current strategies.

Approach

A wide array of studies can be found describing the role of marketing with regards to
social media strategies used in the retail industry. The current research delves into the most
effective and ineffective ways to conduct these communications and important developments
within the exploration. According to Beci¢ et al., “Quality and timely information are of greatest
importance, and the marketing’s role is to comprehend them in its strategy and implement in
everyday business” (78). The authors go into depth explaining the fast pace of customers along
with their profiles of being well-informed and technology oriented. Each of these aspects must
be addressed by businesses when developing successful strategies and implementing marketing
decisions. Additionally, Sivarajah et al., recognized that “innovative use of technology for
communications has been acknowledged as a key feature that leads to improved efficiency and

reduced cost of operations based on emerging technologies” (5). Big data analytics can be used
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by companies to better target selected audiences and improve company financials. Furthermore,
Hollebeek et al., agrees in stating that “by using social listening tools to assess customers' social
media discussions, with the attained insight being used to nurture customer satisfaction and trust”
(95). This depicts the significant results that social media can provide for businesses.

Authors of the article, Creative Strategies in Social Media Marketing: An Exploratory
Study of Branded Social Content and Consumer Engagement, Ashley and Tuten, noted in the
year 2015 that “marketers are expected to increase social media advertising spending to $5
billion in 2014, up from $4.1 billion in 2013” (Ashley & Tuten 15). From approximately five
years ago, the two authors saw the potential for social media campaigns utilized by retailers. The
authors declared that “social media may serve as a channel for many marketing activities
including customer relationship management, customer service, buyer research, lead generation,
sales promotion delivery channel, paid advertising channel, and branding” (Ashley & Tuten 16).
With this, Ashley and Tuten stated that retailer branded social media campaigns are an especially
effective way to connect their brand with a potential customer. The authors also pointed out that
“branded social campaigns provide additional touch-points to encourage ongoing interaction
between the consumer and the brand throughout the day, which can deepen consumer—brand
relationships, help marketers uncover common themes in consumer feed-back, and persuade
consumers to engage with online content” (Ashley & Tuten 15). Although the manner in which
social media is currently being used today differs from the ways in which it was utilized just five
years ago, in 2015, it is crucial to realize that the influences that social media has on the
consumer is not only in an advertisement capacity. social media has the ability to engage

consumers on an interpersonal aspect, as Ashley and Tuten discussed (Ashley & Tuten 16). This
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means that consumer engagement is key to how retailers are portrayed and will consequently

affect the retailer’s overall business.

Research

Social media is an outlet in which users are able to interact with one another other on a
regular basis. Recently, retailers have seen the positive results and opportunities in media
platforms to grow their brands. One particular article discussed how ‘“‘social media has the
potential to positively influence consumer engagement with brands and has redefined the
dynamics of traditional consumer/brand relationships” (Lu & Miller 87). Brent Barnhart of
Sprout Social states that, “despite popular belief, social media isn’t killing retail: it’s simply
encouraging the space to evolve” (SproutSocial.com). Barnhart believes that it is important for
retailers to create a sort of platform for the social customer journey for their followers to join that
does not only appeal to their attention but also the customers’ actions listed in Appendix 1.
Barnhart also stresses the importance that, “the majority of consumers’ purchasing decisions are
influenced by the brands they follow” (SproutSocial.com).

The diagram in Appendix 1 from Sprout Social illustrates the actions that consumers take
when they follow specific retail brands on social media platforms. Sprout Social notes that the
most common action includes visiting the retailer’s website or app which is done by 91% of new
followers. 89% of new followers of the retail brand end up buying from that retailer while 85%
recommend the retailer to others. Approximately 84% of new followers end up choosing the
retailer over a formerly known competitor and visit the brand's physical retail store when this is
an option (SproutSocial.com). Around 74-75% increase their spending with that company, reach

out for customer service or support, and read that follow the brand’s blog or site content
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(SproutSocial.com). Finally, 71% of consumers engage with that brand on social media when
they follow the company (SproutSocial.com). These actions are crucial to keep in mind when
deciphering how to create a proper social media marketing campaign.

With the recent pandemic and physical store, otherwise known as "brick and mortar"
shutdowns, many retailers have turned to using social media as a way to conduct business and
gain support. A recent Mar Tech Series article stated, “in 2020, consumers rapidly shifted to
digital channels as brick-and-mortar retail locations closed their doors and furloughed many of
their employees. In response, brands looked to boost their broad online presence, including
spending on advertising” (MarTechSeries.com). With this, it is understood that retailers, who did
and did not previously have social media pages, have moved business partially online in
response to so many consumers turning to online options for shopping. Mar Tech Series believes
that this change will remain and that technology will become the primary format of business
communication for transactions between companies and consumers. They go on to say, “it’s time
to bridge the gap between performance and creative teams, and invest in technology to scale
creative and improve ad performance that will empower teams to work more seamlessly — even
in a remote environment” (MarTechSeries.com). The Mar Tech Series article touched on retail
marketer awareness and understanding of the importance of a strong social media campaign. The
marketers recognize that engagement with consumers has become more crucial now more than
ever with the global pandemic. This is especially important in that the Mar Tech Series’ research
illustrates that creative teams have not been collaborating effectively with each other throughout
the marketing process in their efforts to conduct well-developed social media advertising.

In Lu & Miller’s article, How Social Media Communications Combine with Customer

Loyalty Management to Boost Green Retail Sales, the two discuss the benefits of retailer
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presence on social media. They state that “consumers are now able to respond to and engage
with brands in two-way streams of dialogue that have previously been unattainable” (Lu &
Miller 88). This new engagement has enabled the formation of relationships between consumers
and retailers which results in honest feedback, word-of-mouth advertising, and more. In addition,
“brand marketers are no longer in the unique position of telling consumers what to think and
purchase; consumers now play roles in the creation and dissemination of a range of brand-
relevant information” (Lu & Miller 89). This new manner of communication has the power to
positively influence sales based on excellent reviews from consumers, along with them sharing
their great experience of the product, and increased knowledge of the retail brand itself.
Moreover, Lu & Miller declare that “Facebook brand pages provide retailers with an easy
and popular means to extend traditional customer relationship management programs into the
Facebook media popular with many shoppers” (Lu & Miller 88). The Social Customer
Relationship Management (SCRM) facilitates relationships between retail brands and their
customers outside of traditional ways using Customer Relationship Management (CRM). Along
with this, the SCRM is designed “to engage the customer in a collaborative conversation in order
to provide mutually beneficial value in a trusted and transparent business environment” (Lu &
Miller 89). As a result, “research suggests that there is a positive and significant relationship
between social media and sales” (Lu & Miller 91). Given this information, proper social media
marketing campaigns and sales are positively correlated and are likely to produce successful
results for retailers. With this, it is important to take into consideration the customer journey that
a retailer sets out for their company. There are many successful methods that retailers may utilize
to attract new followers and potential consumers that help retailers to gain consumer interest in

their products and brand.
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Steps for Mapping Out Customer Journey:

To create a successful social media journey for customers, retailers must utilize an
efficient plan including insight similar to that published on Sprout Social’s article by Brent
Barnhard and also using CoFounder’s article written by Jamie Fry. Barnhard suggests that the
company develop an omnichannel social presence. This means incorporating a hybrid social
media strategy with “paid ads in addition to organic content” (SproutSocial.com). The strategy
should promote content between all platforms; These platforms should include, but are not
limited to, Instagram, Facebook, Twitter, TikTok, Snapchat, Pinterest, LinkedIn and others. For
example, retailers can use paid Facebook advertising to post advertisements online. Also, Twitter
is often used by customers to address concerns and shout-out companies which ultimately
promotes the retail brand. Additionally, Pinterest for business can be utilized to promote pins and
inspiration boards that have potential to feature products (SproutSocial.com). Creativity with text
and video content can make a drastic difference in the engagement of followers and has potential
to go viral if using key words and relevant topics (CoFMag.com).

Another important aspect to consider is to “use social media to supplement existing
marketing campaigns” (SproutSocial.com). By doing so, retailers would be combining their
social presence within their paid campaigns. This can be done by posting purchase codes and
discounts that “encourage impulse buys” (SproutSocial.com). It shows urgency and exclusivity
when a product is available for a limited time because consumers fear missing out and are likely
to make a purchase based on impulse rather than necessity or desire (CoFMag.com). It is also
beneficial to maintain an email list and active followers on social platforms to keep customers

aware of promotions. Furthermore, rather than solely posting photos of their products, pictures,
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retailers should post fun, creative, and friendly posts that encourage their followers to engage
with the posts.

Additionally, getting feedback from social media consumers and providing them with
timely customer service is crucial. Because the long-term goal of retailers should be to “sell your
brand beyond the products,” making connections with customers and asking them questions is of
the utmost importance (SproutSocial.com). This feedback can also be promotional and help the
company’s brand. Barnhard notes that “customer service concerns are among the top reasons that
consumers engage with retailers on social media” (SproutSocial.com). Appendix 2 lists the
reasons why consumers message a retailer brand on social media. Listening and being responsive
to your online customer’s concerns by personalizing responses with care and in a timely manner
reflects positively on the retailer. Appendix 2 illustrates that 59% of consumers reach out to a
brand on social media because of a great experience with the retailer while 37% have customer
service issues and 23% for social contest or because posts align with their beliefs
(SproutSocial.com).

Furthermore, trends and user generated content should influence strategies and products.
The Management Information Systems department of the retailer should create a query builder to
“easily monitor mentions, hashtags and industry-related keywords to better track what customers
are buzzing about” in order to adjust products to trends if suggested (SproutSocial.com).
Customers should also be encouraged by retailers to share posts with the company products
online to be featured on the company’s main social media platforms. Retailers can do this with
special hashtags or simply tags. Jamie Fry of CoFounder Magazine states that “digital marketing
is fundamental for the proper performance of your retail store... if you want to have stable sales,

you need an online marketing campaign” (CoFMag.com). Implementing these tactics within
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retailer social media pages will promote brand awareness and will allow for consumers to
remember and recognize the retailer in the future.

Next, retailers should remarket to current and past customers with personalized and
targeted ads. “Running ads allows retailers to appeal to customers without running the risk of
spamming them” (SproutSocial.com). Retargeting and remarketing helps with customer
retention. To increase customer lifetime value over time, promotional offers, a content calendar,
and a keen eye on analytics are necessary. It is also essential to focus on special days such as
birthdays, holidays and more to show customers that you care about them and are appreciative
(CoFMag.com). Using this tactic will make customers feel good and will maintain a great
relationship between the company and consumer. “From uncovering new customers to increasing
the value of the ones you already have, the amount of creative business opportunities available to

retail brands on social media is seemingly endless” (SproutSocial.com).

Consumer Buying Process:

As the focus of this thesis lies within the effects of social media within retail businesses,
one must consider the consumer buying process as it pertains to a retailer’s marketing strategy.
The consumer must first recognize what exactly they are looking for and need
(Professional Academy.com). Next, the consumer will begin to search for the product that they
are looking for and conduct some research on which product best suits their needs and wants. It
is important to note that this “information is not only gathered about stuff and on things but from
people via recommendations and through previous experiences we may have had with various
products” (Professional Academy.com). After conducting research, a consumer evaluates the

alternatives. The consumer will question which product is right for them and which company
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provides the best deal. This deal revolves around price, quality and especially reviews
(ProfessionalAcademy.com). Once the consumer decides upon a product, they have “either
assessed all the facts and come to a logical conclusion, made a decision based on emotional
connections/experiences or succumbed to advertising/marketing campaigns, or most likely a
combination of all of these has occurred” (ProfessionalAcademy.com). In other words, the
consumer makes their decision and purchases the product. After the consumer receives their
newly purchased product, they enter the post-purchase review stage. The consumer will then
determine whether the product has satisfied their needs and wants. If the consumer is satisfied, it
is likely that they will share their experience and satisfaction of the product with family and
friends resulting in word-of-mouth advertising for the retailer. Contrastingly, the consumer may
also share their experience if they are dissatisfied with the product. With this, the model of the
consumer buying process can be utilized in almost any purchase decision. This process should be
recognized and researched thoughtfully when marketers are creating or revitalizing a marketing

plan for retail businesses.

Consumer Buying Process & Mapping Out Customer Journey Approach:

Appendix 3 demonstrates a representation of how the consumer buying process and steps
for mapping out a customer’s journey relate to one another and should be examined together
when planning out a successful online marketing campaign. As a consumer recognizes the need
for a certain product and begins their research to learn which retail brand and product best suits
themselves, a retailer with a prominent and omnichannel social media presence is more likely to
appeal to the customer. With this, as a consumer heads online to begin their search, a retailer

with a large social presence is likely to catch the potential consumer’s eye. Next, between the
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information search and evaluation of alternatives, retailers should be on the lookout for new
trends to implement throughout their products and online pages. The businesses should also take
advantage of user-generated content to promote their products from their current customer’s
perspective of the brand. In doing so, a consumer would take this information into consideration
and evaluate it against alternative retailers. Before making a purchase decision, potential
consumers may have questions that they ask the retailer on social media platforms. A timely and
complete response is crucial in order to ensure that the potential consumer becomes an actual
consumer. The response to a consumer's question makes a lasting impression of the company and
its brand. Regarding the actual online purchase, a retailer should make the social shopping as
seamless as possible and ask for feedback from their customers as well to make improvements.
Lastly, a post-purchase evaluation should consist of remarketing and retargeting current and

former customers which will ultimately increase customer retention and lifetime value.

Discussion & Conclusion:

In conclusion, a strong presence on social media is highly beneficial for retailers hoping
to make a successful impression on current and future customers. Incorporating social media
tactics within current marketing campaigns can create a significant and positive impact on a
retail businesses brand. By utilizing social media, retailers will be able to assess which of the
various methods of online marketing to promote their businesses. By properly planning and
conducting the online marketing plan, an increase in sales and customer base is likely to result
which will improve the overall value of the company.

Additionally, this thesis demonstrated the key aspects of social media marketing that

make the greatest difference in creating a successful campaign with regards to types of posts,
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content, captions, etc. Lastly, this new research exposes the benefits related to social media
marketing by explaining how to utilize them to enhance a retailer’s platform and brand when

developing and modifying current marketing strategies.
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Appendices
Appendix 1:
L]
Actions consumers take when
L]

they follow brands on social
Visit the brand’s website or application
I 91%
Buy from that brand
G ———— 89%
Recommend that brand to a family or friend

——— 85%
Choose that brand over a competitor

——— 84%
Visit the brand’s physical retail store
I - 84%
Increase their spending with that brand

. 75%
Reach out for customer service or support
. 74%

Read that brand’s blog or site content
G o« 74%
Engage with that brand on social media
. « 71%
sproutsocial - Sprout Social Index™ sproutsocial.com/index
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Appendix 2:

on social media

I

21% 19% 15%
Entertaining Product Brand
posts announcements scandal
.

sproutsocial . Sprout Social Index™

59% 37% 23%
A great Customer Posts align with
experience service issues their beliefs

Why consumers message a brand

23% 21%
Social Security breach
contest or privacy issues
12% 9%

Job Influencer posts
posting or mentions

sproutsocial.com/index
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Appendix 3:
Consumer Buying Process with Steps to Map out Customer Journey

(Professional Academy.com).

Consumer Buying
Process

RECOGNITION
OF NEED

Steps to Map out

Create an
omnichannel
social

presence

INFORMATION
SEARCH

Watch for trends
& take advantage
of user-generated
content to
nromote

EVALUATION
OF

Provide social
customer
service & sather

PURCHASE
DECISION

Make social
shopping
1

POST-

PURCHASE

Increase
customer

vatantian O.
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