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Abstract 
This research explores the profound impact of social media on modern business practices, focusing on three key areas: its impact on brand loyalty, why it is crucial to organisations, and its effect on consumers. The paper seeks to provide a literature review of how social media: Facebook, Instagram and Twitter are effective instruments for business in consumer loyalty. It looks at how these technology-enabled sites enable direct contact, promote passion-based relationships, and build brand communities that improve customer loyalty. The academic literature also demonstrates the continuing value of social media as a strategic tool. It demonstrates how businesses use it not just for promotion and customer relations but also for creating new products, gathering feedback, and business development. In addition, the study looks at the social impacts and consumer behaviour in light of social media use in different markets, how they help to attract consumers with their word of mouth, endorsement by other social media account users, and reviews from other users. The success of the social media research shows that using social media as a key business driver effectively attains sustainable competitive advantage by focusing on brand popularity, consumer preferences and business development. The study therefore provides recommendations to businesses on how they can utilise social media in enhancing their brand relationship and in the effective marketing of products to consumers. This study therefore serves to highlight the importance for businesses to remain relevant and sustainable in the digital economy by consistent changes as dictated by the dynamic and developing nature of social media markets.
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[bookmark: _Toc182930121]Chapter 1: Introduction
[bookmark: _Toc182930122]1.1 Background of the Research
Social media platforms such as Facebook, Twitter, LinkedIn and Instagram were originally designed for people to contact one another all around the world, and share pictures, thoughts and experiences (Wolf, Sims and Yang, 2018). However, in recent years businesses started utilizing social media platforms as they offer a variety of opportunities for them to promote their brand name and engage with consumers. Social media allows businesses to build and maintain strong relationships with their customers. Apart from that the platforms work as market research, customer service and management. Businesses that effectively use social media often outperform their competition, achieving cost reductions and enhanced efficiency. This dissertation aims to provide a comprehensive analysis of the impact of social media on business growth, with a focus on these key areas: enhancing brand loyalty, the strategic importance of social media for modern businesses, and the influence social media has on consumer purchase decisions. By examining these areas, the research will provide crucial insights and guidance for businesses seeking to leverage social media for sustainability and growth. The research is important as social media nowadays is a crucial part of every business and it has a big impact on how they operate. Businesses that aim to be successful in the current economy and remain relevant must understand the importance of social media, as digital interactions keep rising (Dwivedi et al., 2021). 
Significant of the Research
As of 2024, 5.45 billion individuals were using the internet globally, or around 67.1% of the world's population, and 5.17 billion of those people were active on social media, according to Statista (2024). The number of people using social media is predicted to reach over 6 billion by the end of 2028, with the number growing annually. Businesses should use social media platforms since they are more likely to lose out on significant chances as a result of the fast-growing trend and the transition from the conventional to the digital age. With billions of monthly active users, Facebook, YouTube, Instagram, WhatsApp, and TikTok rank as the top 5 social media sites, according to Statista (2024). According to the report, 71% of people are more inclined to buy items and services based on recommendations from social media platforms, and 54% of users use the platforms to investigate various offerings. According to the findings, there are excellent chances for companies to increase sales and reach a wider audience. They can also achieve greater success by utilising the benefits that the platforms provide, like targeted advertising, which ensures that marketing campaigns are reaching the most relevant audience.
For the study Saunders Research Onion model will be employed to investigate further the impact of social media platforms on business growth, adopting qualitative research using secondary data from Google Scholar, UWTSD Library, academic journals, case studies, reports and dissertations, these sources are reliable as they provide the needed qualitative data for understanding how social media impacts businesses growth (Saunders, Lewis, and Thornhill, 2016). The results of this study will be beneficial for business leaders, marketing analysts and researchers by providing them with a better understanding of how important social media is in today’s economy. 
[bookmark: _Toc182930123]1.2 Research Objectives and Questions
Objectives
· To explore the contribution of social media to enhancing brand loyalty. 
· To study the strategic importance of social media for businesses.
· To Analyse the influence of social media on customer purchase decisions.
Questions
· How does social media engagement contribute to the development of brand loyalty among customers?
· Why have social media platforms become essential tools for businesses? 
· Which strategies are most successful in leveraging social media to drive sales?
The following research questions seek to capture what is most vital in the use of social media platforms in business: The idea is to offer concise guidelines on the relative basics of the platforms and how to utilise them to increase repeat consumer and total revenue. Besides, it provides chances to understand how useful social networks are in the digital age.
[bookmark: _Toc182930124]1.3 Justification of the research
This research aims to fill several research gaps regarding the influence of social media on business growth. For example, although the role of SMM(Social Media Management) for brand recognition is stressed by numerous investigations, the direct impact of SMM on brand-associated customer loyalty and purchasing intentions receives less comprehensive computational investigation. Further, there are no extensive works that give the distinction between one social media platform and the other about the various business models for example B2B, and B2C. Moreover, the majority of the studies do not incorporate current data, which is particularly problematic due to the high dynamics of the development of social media phenomena and users' activity. Therefore, by accomplishing these gaps, this study will give useful information on how firms that want to use social media tools to transform their firms, to remain relevant in the current complex society.
[bookmark: _Toc182930125]1.4 The organisation of the research 
The overall concept of the research is to establish the degree level at which social media has influenced business evolution. Beginning with the introduction, the study would lay down the research problem and its significance, objectives and research questions. The next chapter Literature Review deals with the questions provided there backed by corresponding concepts and information. The Methodology section, explains more on how the data was gathered and the method used. It concludes with the author's recommendations for future research into the topic.



[bookmark: _Toc182930126]Chapter 2: Literature Review 
[bookmark: _Toc182930127]2.1 Introduction to Literature Review
The literature review seeks to contribute to the understanding of the effect of social media on business growth in the existing literature. It focuses on three key areas: the impact of social media on brand image and brand awareness, the role of social media in present business management, and the impact of social media on consumer buying behaviour and effect. From such seminal research studies and theories that have been done within social media, this review shall seek to bring out trends, and general gaps as well as gain a lack of understanding of how such media platforms can be fulfilled for business gains (Alalwan et al., 2017). 
[bookmark: _Toc182930128]2.2 Theories on the Impact of Social Media
Social Exchange Theory: According to Social Exchange Theory, social behaviour is the subsequent exchange process of getting the highest possible utilities at the lowest possible costs. When referring to social media, we find that companies participate with consumers in symbiotic relationships that are beneficial to all parties (Tuten, 2023).  Through engagement on social media, brands provide interesting content and information, special offers and excellent customer relations hence leading to loyalty. On the other hand, customers offer their input, and stories to share as well as advocate for the company's brands among their peers. This two-way communication fosters relatedness hence the brand and the consumers are inclined to develop affiliation. The resultant implication is that the stronger the relationship linking the two constructs, the stronger will be repeat buying by consumers (Cook and Hahn, 2021). 
The Technology Acceptance Model (TAM): The Technology Acceptance Model describes how users come to adopt new technologies TAM when applied to the use of social media by businesses identifies both perceived ease of use and perceived usefulness as the two key determinants of usage. If consumers have an ease-of-use perception on social media platforms and see the place as relevant in their purchasing decision-making process (for example, using the social media site to look for reviews, recommendations and promotions), then they have high levels of activity and interaction with the brands (Evans, Bratton, and McKee, 2021).  The results of this engagement can result in raising awareness of a brand and consumer loyalty as many people would like to follow brands that deliver useful information or an entertaining experience. TAM highlights that ease of interface and place of content intervention improve the interaction with the brand and consequently sales (Islam, Rahman, and Hollebeek, 2018). 
Consumer Decision-Making Process: The Consumer Decision-Making Process is a model that works through the guidelines for the choice of consumers and their needs identification, information search, and evaluation of choices. Social media can be critical at certain steps of this process. First, consumers are aware of demand and go to social media to obtain information, where they receive recommendations from friends and other consumers (Sajid, 2016).  This affects their decision in how they appraise other options when they are comparing brands based on customer feedback on social media. Lastly, social media can influence the post-purchase process by discussions that bolster and rebuild additional purchases. This knowledge should enable businesses to manage social media properly by reaching out to consumers at those stages to influence their decisions positively leading to brand consumers (Stankevich, 2017)
[bookmark: _Toc182930129]2.3 Contribution of Social Media to Enhancing Brand Loyalty
Erdoğmuş and Çiçek (2012) did a relevant study on the role of social media marketing on brand loyalty. Some of them opine that social media presents an opportunity for brands to engage consumers in more intimate ways creating a sense of identity around a brand. In their research study, they expounded on their findings that getting the right marketing mix on social media can improve customer relations through communication. Social networking has become a force that has changed the nature of how companies interact with consumers and thus brings new possibilities for establishing brand consciousness. This paper aims to examine the impact of social media marketing on brand loyalty; defined as consumers' tendencies to rebuy or keep on using the brand. Various research works have investigated the role of social media in supporting brands through direct communication, creating brand communities and increasing satisfaction. Brands should therefore take the initiative to listen to the consumers as they chat regarding products and service delivery to turn it into a more personalised kind of encounter. The immediacy of this level of interaction is not only profitable in delivering increased customer satisfaction but is crucial in the building of valued emotional connections with the brand, which are vital in fostering the extended process of customer loyalty. 
Pham and Gammoh (2015) It is important to establish the performance attributes of Social Media Marketing strategies and their effect on Customer-Based Brand Equity. Their conceptual model focuses on the fact that brand equity, including brand loyalty, is highly sensitive to how the brands engage the social media with the consumers. The authors identify several critical factors within social media marketing that contribute to building brand equity: interactivity, content quality and consumer interests. 
High-quality content which is relevant to the target audience motivates the target audience to engage more with the brand. In this way, the brand's content which customers come across and share deepens the customers' commitment to the brand This research re-emphasises the significance of not only communicating with the consumers but also getting into productive communication with them to improve their brand loyalty (Schivinski and Dabrowski, 2016). 
The subsequent paper of Ellitan (2023) builds on these concepts and explores the interaction between brand familiarity, brand image, and brand commitment with specific reference to social media advertising. From the study, it is clear that social media platforms play the role of creating brand familiarity which is the stepping stone in the direction of brand loyalty. In the same way that people develop awareness and usually have positive predispositions towards a brand if they are often recommended a brand via social media platforms, the consumers also move towards developing familiarity with the brand they see most frequently on the platforms. This invariably leads to a higher level of brand trust which in turn leads to brand loyalty. The findings of this study show that the regular and deliberate use of social networks strengthens brand recognition and customer preferences; the two factors are positively related. 
However, another theme that has been increasingly relevant in the literature is the contributions of UGC to brand loyalty is also another factor. UGC means any form of content that is uploaded by customers in place of the brand, this may include but is not limited to, posts, images and reviews among others. The content is very relevant for influencing consumers' perceptions and thus, their brand allegiance. The studies show that the UGC positively impacts brand credibility since people are more likely to believe in the experiences of their peers than advertisements (Dessart, Veloutsou, and Morgan-Thomas, 2015). 
[bookmark: _Toc182930130]2.4 Strategic Importance of Social Media for Modern Businesses
As a result of the growth of the internet in the recent past, social media has become an important tool that is central to the strategies of today's business. According to Simona (2017), there is increased importance placed on strategic social media marketing as a determinant of the attainment of organisational goals and objectives. To her assertion, social media sites are unparalleled marketing tools that afford businesses tremendous potential to increase brand profile, take advantage of the customers, and foster a strong following. Thus, using well-organised social media messages, businesses can use these sites to convey their values and goals, market them and in general, deliver messages that will better their chances of creating loyal consumers. This is particularly so if the current trend of obtaining information from social networks is considered where brand interaction is involved.
Iankova et al. (2019) acknowledge variations in using social media for marketing about the following business models; B2B, B2C, and both. Their studies inform that while B2C industries tend to bombard their target audience with creative, beautiful content, B2B industries use social media for connection, partnership, and branding. Such differentiation goes on to show us that if one type of business is using social media in one way, it doesn't mean that one has to follow the same tactic, so there needs to be differentiation based on the market.
For example, B2B firms may target materials that give insights into the company’s proficiency and a leading inducement directing content such as white papers and case studies, while B2C businesses may count on user-generated content and influencers that appeal to the brand image. In addition, social media is a great way for businesses to gather market data regarding consumers and their habits (Muninger, Hammedi, and Mahr, 2019.) 
[bookmark: _Toc182930131]2.5 Influence of Social Media on Customer Purchase Decisions
The use of social networking affects the procurement behaviour of a consumer especially throughout the procurement stage. Based on Noureddine and ZeinEddine (2018), social media sites are considered as key contact points through which such information is collected by consumers; where opinions are likely to be stated; and where perceptions about brands and products are discovered. It is evident from the study that consumers use the social media platform to change their perceptions and create brand awareness. 
The buyer's journey starts on social media platforms that could display advertisements, reviews and recommendations from friends and social media influencers. This availability of user-generated content enables the prospective buyer to use real-life experiences and therefore be more informed in their decisions. This is a sure way of showing that the community is shifting to social media as a source of credibility and consumers trust word of mouth rather than elaborate advertising (Keegan and Rowley, 2017). 
Voramontri and Klieb (2019) present a discussion on how social media engagement influences preference and buying decisions. From their study, they find that social media does not only play a role in determining what people choose to buy but also when to buy them. The nature of social media allows for a consumer's question or complaint to be answered or addressed within minutes by the brand. This kind of responsive interaction helps to minimise any doubts and to increase the confidence level for buying or any decisions made. 
Furthermore, understanding how others engage this brand using a like, share or comment feature helps foster a sense of belonging that can also shape other consumers' attitudes. Therefore, consumers would rather buy products and services that they know their fellow consumers also take or have taken from a certain service provider. It also underlines that social media influences not only consumer preferences but also has a domino effect on the total market trends (Aljuhmani et al., 2022). 
[bookmark: _Toc182930132]2.5 Research Gap
A research gap is vital when determining the need and significance of conducting a study in the first place. Nevertheless, to date, there is a vast body of literature discussing the role of social networks in business development, but some critical directions have not been researched well enough (Lal et al., 2020).  First, although, there is a large amount of research on numbers in the repetition, there is a comparative lack of qualitative information about the consumers and their perceptions of using social media. It was noted that revelations of how consumers bond with brands through social media communications could enhance knowledge of consumer allegiance and behaviour. In the same way, most of the previous work involves the collection of data from different industries without paying attention to the trends of the various industry fields. As a result, little is done to consider social media strategies different from those of the local business within the domestic firm, which hinders generalisation of the findings to firms that operate in specialised markets (Baccarella et al., 2018). 
Furthermore, as the technology of social networks and their functions change rapidly, a part of the work becomes highly relevant only for a short time. More often than not it does not move at the same rate with these changes, which means that there often is a lack of up-to-date information on the right approach to exploiting the newer platforms such as TikTok or the ever-changing algorithms of the already popular ones (Apenes Solem, 2016). Third, and lastly, research examining the impact of social media communication on consumer loyalty and purchase intentions is also scarce. Several authors discuss the direct effects of the various antecedents on consumers but few take into consideration the long-term effects of continuous interaction with the brand. Closing these gaps will help refine our understanding of how social media is used to drive business growth and will offer practical recommendations for organisations that want to effectively navigate the continually evolving social media context (Gómez, Lopez, and Molina, 2019). 
[bookmark: _Toc182930133]2.7 Conclusion of the Literature Review
Therefore, confirms that the literature review shows how social media is crucial in customer retention and influences purchasing behaviour and tools in business operations. However, the literature review revealed that some areas still need more study concerning the quality characteristics of consumers' experiences and the distinctions of varying industries. It will be important for future research to fill these voids, which will indeed help businesses in enhancing the long-term achievement and engagement of their social media activities.
[bookmark: _Toc182930134]Chapter 3: Methodology
[bookmark: _Toc182930135]3.1 Research Paradigm
A paradigm in research is a generic model that determines how a particular type of research is conducted and such an aspect defines how the data will be collected and analysed. It comprises the set of assumptions predetermining the view on the reality, knowledge and role and position of the researcher and researched. This dissertation is based on an explanatory paradigm as it deals with aspects that focus on capturing the meanings of those involved. This approach is particularly desirable for the investigation of the role of social media in business development, as it permits a more detailed analysis of the social processes and the complex relationships between businesses and consumers in the social media environment (Chong and Chang, 2018). 
[bookmark: _Toc182930136]3.2 Research Approach
This approach is useful for this study because, unlike deductive research, it allows for discovering patterns within the qualitative data and provides an extensive examination of how business growth is supported by social media (Russo Spena et al., 2021). This makes the approach useful as it incorporates specific observations and gradually moves towards general propensity analysis. On the other hand, the deductive approach involves the use of data to validate theories and the main concentration is on hypothesis confirmation rather than theory generation. Therefore, the inductive method is more appropriate for the aim of this study to reveal the shift and change in the effect of social media on business strategies and consumer behaviour (Wolf, Sims, and Yang, 2018). 
[bookmark: _Toc182930137]3.3 Research Design 
The rationale for the choice of the research design in this study is based on the fact that the research questions deal with a qualitative nature of researching social media about business growth. This design allows focusing on the elaboration of a variety of far-reaching descriptive and subjective impressions of brand commitment, strategic significance and consumer choices. Using qualitative research can be useful for this work, as it will provide rich information on the subject from secondary sources including articles and different case studies. It is useful in identifying reasons, attitudes, and trends that may be masked by the numbers if investigated quantitatively (Çimen, 2021). 
[bookmark: _Toc182930138]3.4 Justification of Research Method
The selected research method, where the quantitative approach is not used because it does not allow researchers to perceive rich context and tape into such social phenomena as the influence of social networks on the company's development. This method allows the researcher to freely compare numerous themes and understand the subject matter from different sources. Working within the framework of the Interpretivism(explanatory) paradigm, the study can interpret data within its context, which may provide valuable narratives that were impossible to obtain using quantitative research methods (Waqas, Hamzah, and Mohd Salleh, 2021). 
[bookmark: _Toc182930139]3.5 Data Collection Methods
Secondary data is another type of data which means data already collected by other people in other research, and this type of data is useful to this research. Sources used comprise; UWTSD Library, Google Scholar, peer-reviewed journals, reports and dissertations. These platforms offer various scholarly articles and case studies on the impact of social media on brand equity, competition importance and consumer behaviour (Pitt et al., 2018). Due to this, only publications that are not older than 15 years will be incorporated into the study. This timeframe is important as it produces up-to-date information about the issue on social media, making it relevant to today's business world (San, Sade, and Seduram, 2020). 
[bookmark: _Toc182930140]3.6 Sampling Strategy
Concerning the sampling technique for this research, the study will sample a variety of literature such as journals, reports, case studies, and dissertations among others about the effect of social media on business growth. This selection will involve both academic and peer-reviewed articles, business reports and rich case study information, which offers both empirical numbers and theoretical perspectives. Therefore, by expanding the category of literature, the research tries to have a systemic approach to the material (Wolf, Sims, and Yang, 2018). 
[bookmark: _Toc182930141]3.7 Data Analysis Techniques
Content analysis is a part of qualitative data analysis technique which involves an effective method in the evaluation of secondary sources of data. This process entails that the important information is grouped based on certain characteristics so that the researcher may compare one variable with another. When the data is coded, indexes concerning the effects of social media on business development can be recognised as themes and patterns appear (Elo et al., 2014). 
[bookmark: _Toc182930142]3.8 Systematic Literature Review
Research Onion provides a structured framework. Here, the philosophy is interpretivism, and subjective meanings are emphasized. The approach is inductive, examining the pattern in secondary data. In this case, the strategy applied will be qualitative methods, such as thematic analysis, for the role that social media plays in business. The time horizon is cross-sectional; thus, current trends concerning data are looked at. The techniques and procedures involved are systematic literature reviews of the secondary sources. Qualitative approaches have been chosen over quantitative approaches to produce detailed insights with a subtle sense of contextual influences, given the fact that research is there on business development through social media with an interpretive accent (Melnikovas, 2018). 
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Research Onion Model      (Saunders, Lewis and Thornhill, 2016)
The PRISMA framework guarantees a methodical and transparent approach, which improves systematic literature reviews. Identification entails formulating precise research questions and using pertinent keywords to do thorough searches in databases such as Scopus, Web of Science, and Google Scholar. To exclude irrelevant research, screening uses predetermined inclusion and exclusion criteria, such as publication year, peer-reviewed status, or language. Eligibility looks at the remaining publications' entire texts to see how well they fit the goals of the research, paying particular attention to elements like methodology and context. Lastly, inclusion chooses research that fits all the requirements, which serves as the foundation for in-depth examination, especially regarding the function of social media in corporate development (Feitosa Jorge, Mosconi, and Santa-Eulalia, 2022). 
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Prisma Flowchart.                           (Created by author)

[bookmark: _Toc182930143]3.9 Ethical Considerations
Ethical issues in research are all about ascertaining research credibility, report accuracy, and participants' sovereignty. In this study ethical concerns are met by a statement that secondary data are used, hence excluding direct interaction with participants and their consent. The study also follows the code of ethics when researching in that it does not practice any form of cheating, again, the source of any material used in the research is well cited, besides, the kind of data that is gathered and presented is done so responsibly.
[bookmark: _Toc182930144]3.10 Limitations of the Methodology
Some of the limitations of the used methodology may include the following: Because the paper uses secondary data, the analysed issues may be limited in depth, and the biases inherent in the initial research may be transmitted to the final results. Thus, limitations of the selection of literature relying on recently published studies may miss older, yet valuable, works. Subsequent research will also be beneficial from having an increased amount of primary data that will allow a richer understanding of the role of social media in business development and increase the external validity of the research findings (Ezeife, 2017).
[bookmark: _Toc182930145]Conclusion 
This paper is a structured qualitative research methodology, taking support from the Research Onion and PRISMA frameworks to explore how social media contributes toward business development. The use of secondary data helps for an all-round understanding with obvious limitations in depth and possible biases. Ethical considerations have been addressed, and it is recommended that primary data sources should be included in future research work so that richer and more validated insights are achieved.
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[bookmark: _Toc182930147]4.1 Article Reviews 
Table 1: Contribution of Social Media to Enhancing Brand Loyalty
	Index
	Author(s)
	Year
	Title
	Methodology
	Key Focus and Key Findings
	Keywords

	1
	Erdoğmuş and Çiçek
	2012
	The Impact of Social Media Marketing on Brand Loyalty
	Survey-based quantitative research
	Found that effective social media marketing, particularly perceived relevance and entertainment, enhances brand loyalty.
	Social media, brand loyalty

	2
	Pham and Gammoh
	2015
	Characteristics of Social-Media Marketing Strategy and Customer-Based Brand Equity Outcomes
	Conceptual model
	Proposed that interactive and relationship-focused social media strategies significantly impact brand equity outcomes.
	Social media strategy, brand equity

	3
	Schivinski and Dabrowski
	2016
	The Effect of Social Media Communication on Consumer Perceptions of Brands
	Mixed methods (quantitative and qualitative)
	Social media interactions positively influence brand perceptions and enhance emotional attachment, fostering loyalty.
	Brand perception, social media

	4
	Dessart et al.
	2015
	Consumer Engagement in Online Brand Communities: A Social Media Perspective
	Literature review and conceptual analysis
	Highlighted how online brand communities drive consumer engagement, ultimately increasing brand loyalty.
	Brand communities, engagement

	5
	Ellitan
	2023
	Building Brand Awareness and Brand Loyalty through Social Media Marketing and Brand Equity
	Literature review and survey analysis
	Emphasized that consistent brand equity efforts on social media significantly contribute to long-term loyalty and awareness.
	Brand awareness, loyalty, equity



Table 2: Strategic Importance of Social Media for Modern Businesses
	Index
	Author(s)
	Year
	Title
	Methodology
	Key Focus and Key Findings
	Keywords

	1
	Simona
	2017
	Importance of Strategic Social Media Marketing
	Literature review
	Stressed the role of strategic social media planning in achieving business goals, emphasizing personalization and analytics.
	Strategic marketing, analytics

	2
	Iankova et al.
	2019
	A Comparison of Social Media Marketing Between B2B, B2C and Mixed Business Models
	Comparative analysis and case studies
	Found distinct strategies and challenges in social media marketing across business models, emphasising the need for tailored approaches.
	B2B, B2C, mixed models, strategy

	3
	Muninger et al.
	2019
	The Value of Social Media for Innovation: A Capability Perspective
	A qualitative study with interviews
	Showed that businesses utilising social media for collaboration and innovation gain competitive advantages.
	Innovation, competitive advantage


Table 3: Influence of Social Media on Customer Purchase Decisions
	Index
	Author(s)
	Year
	Title
	Methodology
	Key Focus and Key Findings
	Keywords

	1
	Noureddine and ZeinEddine
	2018
	Social Media and Its Impression on Consumers Behavior During Their Decision-Making Process
	Survey-based study
	Found that user reviews and recommendations on social media significantly influence purchasing decisions.
	Purchase behaviour, social media

	2
	Keegan and Rowley
	2017
	Evaluation and Decision-Making in Social Media Marketing
	Qualitative interviews
	Demonstrated that social media marketing shapes consumer decision-making through targeted content and personalized ads.
	Decision-making, marketing

	3
	Voramontri and Klieb
	2019
	Impact of social media on Consumer Behaviour
	Literature review and survey analysis
	Identified the role of peer influence and social proof in guiding customer choices through social platforms.
	Consumer behaviour, social proof

	4
	Aljuhmani et al.
	2022
	Linking Social Media Marketing Efforts with Customer Brand Engagement in Driving Brand Loyalty
	An empirical study with surveys
	Showed a strong link between social media engagement and its positive impact on brand loyalty and purchasing intentions.
	Brand engagement, purchase intent



[bookmark: _Toc182930148]4.2 Summary of Findings
4.2.1 Contribution of Social Media to Enhancing Brand Loyalty:
Research has shown time after time that social media platforms are crucial when it comes to developing customer loyalty. According to the findings of studied literature by Erdoğan and Çiçek (2012), electronic marketing specifically social media marketing influences brand loyalty through better engagement in a positive way provided that the promotional strategy has been designed as per the target demographic tastes and preferences. Thus, according to Pham and Gammoh (2015), it is possible to stress that interactive social media strategies contribute to creation of the enhanced customer-based brand equity which is close to loyalty. According to Schivinski and Dabrowski (2016), this second type affects consumer perception, driving the creation of brand closeness through information and communication inspired by the web. Hence according to Dessart et al. (2015), engagement through social media platforms positive indicator of brand-related communities that drive engagement or is a key element for long-term loyalty. Ellitan (2023) also agrees with this by illustrating that an active social media account can boost reach and build on brand value which translates to customer loyalty.
4.2.2 Strategic Importance of Social Media for Modern Businesses:
The importance of social media marketing for business strategies becomes more clear through the works of Simona (2017) and Iankova, Toma, and Gavrilut (2019), as authors stress the importance of properly adjusting the specifics of certain business's social media marketing strategies to the target audience, being B2B or B2C. According to Simona (2017), social media is ideal for organisations to facilitate specific organisational objectives including customer loyalty and market conquest. Finally, Iankova et al. (2019) present information on specific B2B marketing activities what challenges B2B firms have and why these firms need to fashion different social media approaches from most B2C models. They wondered why companies that deal directly with customers through social media are well-positioned for innovation as established by Muninger et al. (2019). Collectively, these results point to the fact that adopting strategic social media involvement is one of the prerequisites of success in present-day commerce, marketing and innovation.
4.2.3 Influence of Social Media on Customer Purchase Decisions:
Academic studies on the impact of social networks on consumers' purchase intentions confirm a positive association between the use of social media sites and choice-making. Noureddine and ZeinEddine (2018) in their study conclude that social media emotions, which include user feedback and product endorsement have a significant impact on consumers' buying behaviour. From the cross-sectional perspective, Keegan and Rowley: 2017 assert that the posted ads on social platforms make relevant changes in consumers' decisions due to the enhanced trust in the brand. Voramontri and Klieb (2019) state that social proof including peers' reviews and recommendations on social media assists consumers to make the right decision. When it comes to social media marketing, Aljuhmani et al., (2022) supported by Bhatt and Susthak (2021), emphasised that marketing stimulates consumer brand engagement on the social platform not only increases brand loyalty but also positively influences purchase intention, proving that engagement has a positive correlation with the buying behaviour.
[bookmark: _Toc182930149]4.3 Analysis of Findings
The information gathered from the analysis of the articles focused on the Contribution of social media to Enhancing Brand Loyalty, the Strategic Importance of Social Media for Modern Businesses, and the Influence of Social Media on Customer Purchase Decisions presents valuable information on the revolutionary impact of social media on contemporary marketing and decision making processes. Each of these areas focuses on different aspects of how organisational use of social media creates customer relation values and business success. This paper aims at trying to discuss these articles about the themes highlighted, as well as comparing and assessing the relevance of the findings highlighted in these articles.
[bookmark: _Toc182930150]4.3.1 Contribution of Social Media to Enhancing Brand Loyalty
Building brand loyalty has been one of the biggest objectives for marketers around the world, and social media has been a key enabler for the same. In many of the studies we reviewed, it has been a common assertion that customer interaction is the basic strategy by which social media aids brand identity. In their recent study titled Social Media Marketing, Erdogan and Cicek (2012) note that social media marketing makes it possible for brands to cultivate consumer-brand relationships by building compatibility with those consumers' preferences and generating friendly, customised consumer-brand communication. Pham and Gammoh (2015) also posit that customer-based brand equity which is part of brand loyalty, is formed through an interactive and evolving process of business-consumer communication in social media. The idea is to stress the major advantage of such systems as personal and interactive that help create an emotional bond with a brand. Schivinski and Dabrowski (2016) build on this by arguing that social media communication affects consumers' brand perception which in turn evokes attitude perceptions that are tied to brand loyalty. 
In addition, consistent with the understanding of Dessart et al., (2015) online brand communities also foster loyalty. These communities entitle users to provide an experience, an opinion, and even a recommendation. They present a network of promoters on behalf of the brand and create consumer engagement through peer interaction. Ellitan (2023) also provides a further evolution of the concept associating brand awareness, created through social media advertisements, with brand loyalty. The exposure of a brand on the web means that the consumer has the brand name in his/her consciousness, and when consumers are constantly exposed to topics of interest through material relevant to the brand, then the consumer’s bond with the brand is strengthened. 
[bookmark: _Toc182930151]4.3.2 Strategic Importance of Social Media for Modern Businesses
As for the prospects of strategic marketing, social media can be seen as one of the primary components for contemporary companies and organisations. Simona (2017) outlines the use of SMM as fundamental to the realisation of important business goals such as acquiring new clients and markets together with retaining clientele. The sources from the above underlying studies regarding refrigeration imply that businesses have to acknowledge social media as more than a mere marketing channel that informs consumers' purchases. Such incorporation of social media requires two strategic aspects to come into play; organisations need to fit social media into their overall business plans.
Iankova et al. (2019) have also proposed the contrast of the type of application of social media in B2B and B2C business models to support the logic of the present study establishing that, in the two contexts, businesses require different approaches. Specifically, as contrasted with B2C uses social media for promotion viral marketing and other forms of direct selling, B2B is usually concerned with promotions and sharing insights with the target market, relationship building, and establishing itself as an industry expert. 
In addition, Muninger et al. (2019) also emphasise the use of social media as a way of generating innovation as much as a means of using it to engage the public. This goes a long way to prove how social media enhances innovation and also enhances decision-making. Another advantage of social media implies the usage of immediate customer feedback and constant modification of the business strategy. This capability is highly important, particularly when operating in the modern digital context in which consumer tastes can change quickly.
[bookmark: _Toc182930152]4.3.3 Influence of Social Media on Customer Purchase Decisions
Among the many impacts that have been attributed to social media, one of the key ones that bears highly on the behaviour of consumers is that of the purchase influences. The papers surveyed in the present article demonstrate that currently, virtual communities serve as important sources that influence consumer decisions by altering their attitude, preferences and perceived values. Noureddine and ZeinEddine (2018) show that social media, i.e. recommendations, or feedback lets consumers be aware of other individuals who bought the product, thereby offering proof. This means that governments, through ministries, agencies and corporations, must factor into account social media as a tool for consumers in making their decisions to buy certain products or even interact with brands on social media.
Based on this concept, Keegan and Rowley (2017) go further in establishing that while social media provides an avenue for the personalisation of advertisements, it plays a central role in determining how buyers make their decisions. Marketing appeals, information on age, gender or geography and other interests and behavioural patterns make it easy for business organisations to get to their targeted customers at the right time hence deciding to purchase easier. 
According to Voramontri and Klieb, (2019), social media platforms depend on their capacity to provide consumers with reliable information. While traditional adverts' main advantage may be questioned, social media makes it possible for the consumer to see how other people interact with the brand. Aljuhmani et al., (2022) suggest that customer-brand engagement on social media does not only enhance brand loyalty but also prompts purchasing. Active consumers resulting from interacting with the entities in the social media platforms will be willing to buy products from those entities.
[bookmark: _Toc182930153]4.4 Discussion
The research on the role of social media in increasing brand equity, the significance of social media in contemporary business, and media’s impact on the consumer buying process highlight how valuable social media is in today’s marketing and consumerism era. Brand loyalty is the first key implication of social media as supported by the literature reviewed above. While traditional forms of marketing are still important, they have been significantly displaced by the Internet as a source of authority. It means that for the first time, via SM, businesses can lower barriers and communicate with consumers directly, allowing for the establishment of a field of trust, emotional bonds, and even brand affinity. Literature like the one related by Erdogan and Cicek (2012) clearly shows that the way social media focuses on direct and constant communication with the buyers reaches consumers' hearts and generates delightful commitment that plays a major part in sustaining long-term consumers' loyalty. 
However, social media can only be good for encouraging loyalty based on how businesses make use of social networks. These elements of personal promotion may not suffice where genuine connections are to be made. What is more, businesses need to concentrate on the production of valuable content and building real relationships with their audience. , according to Schivinski and Dabrowski (2016), social media communication may purposely have an impact on the consumer's attitudes toward a brand and keep them loyal to it, Dessart et al. (2015) explained consumer engagement in online brand communities. Such communities are established to provide consumers with opportunities to share their experiences, and champion a certain brand, hence enhancing their loyalty, and making them feel part of the particular brand. 
The second and critical aspect of social media, as defined in the literature, is the role that social media plays in competitive business in the current market. Today social media is not just a communication platform and an advertising channel for companies; it has become a strategic instrument for many businesses. According to Simona (2017), social media has to be aligned with the business's strategic goals as it is used critically in acquiring, maintaining, and positioning the brand with customers. This positions businesses that appreciate the importance of social media in engaging customers in a better place to use marketing language that consumers are responsive to online. As Iankova et al. (2019) state, the extent and manner in which social media is employed as a strategic tool also differs by business model: B2B and B2C. 
The other important theme captured in the literature is the internal and external change and innovativeness characteristic of social media space. Muninger et al. (2019) observe that organisations can use social media not just for promotional purposes but also for research purposes and idea generation and co-production with customers. This talent-based strategy of practising social media application for business advancement makes organisations more sensitive to consumers’ diverse needs and expectations, hence increasing the organisations’ competitiveness. Substantial and relevant also to this study is how consumers are influenced towards the use or purchase of certain products through social media. Noureddine and ZeinEddine (2018) also showed that social media activities including the number of hits, comments, shares, and content contributions' do impact the customers' response greatly with the majority of the customers having faith in the material they read on social media platforms more so than on traditional promotions. 
The impact of social media on buying decisions also supports the point that businesses must control social media presence effectively. The involvement of social media platforms implies the fact that a brand's reputation can be either positively boosted or negatively affected by interactions with clients. Hence, businesses bear responsibility in ensuring that they watch out for their social media platforms, and respond to customer concerns or comments to help change their negative views towards the business's brands. If a business does not develop this trust with its customers, then it will surely lose that customer's business and consequently, the sales. 

[bookmark: _Toc182930154]Chapter 5: Conclusion and Recommendation
[bookmark: _Toc182930155]5.1 Conclusion
[bookmark: _Toc182930156]5.1.1 Overall Conclusion
The general conclusions drawn from this study suggest that social media is an essential component of brand devotion in the current world. Social media allows companies to directly communicate with their customers, which brings trust, openness, and emotional associations to key values for the brand/brand evangelists. From this analysis of the literature, it can be deduced that brands that are involved with the customers through social media platforms increase the chances of retaining the customers hence increasing loyalty. Creating content specific to a brand, interacting with the customers and making them feel valued through community pages help brands achieve what is not possible otherwise with social media, namely, increased customer loyalty and more business from the same customer in the future. However, with the growth of social media platforms, the avenues of using media have gone beyond being mainly a market tool. Every context in today's world is dominated by digital platforms, with these changes and the pace of modern life, a company that is not actively using social media platforms will quickly find itself left behind. Social media is not only just a communication medium but it's an important source for innovation, customers and relationships. Companies that understand the importance of social media and properly adapt the type and abundance of the platforms to the nature and needs of the enterprise might gain a big competitive advantage. 
Secondly, is the impact of social media on consumer decision-making, which is also crucial. As the literature review section showed, social media sites play a crucial role in influencing buying decisions. Since consumers devote much of their time to social media, various platforms such as Instagram, Twitter, and Facebook have become small conduits consumers use in the course of the purchase decision-making process. Word-of-mouth communication, word-of-mouth communication, and perceived opinions by influential people directly influence the opinion of the consumers and thus the purchase intention of the consumers. Any companies or firms that grasp the significance of social proof and the importance of communication with buyers on social media will be in a better place when it comes to the impact of purchase decisions at every level of the purchasing process. Finally, this research has presented the complex nature of current business and marketing environments with a focus on social media platforms. This is the important role that has been adopted as a tool in modern society in promoting brand loyalty, innovation and consumer purchasing decisions.
[bookmark: _Toc182930157]5.1.2 Conclusion Meeting with the Objectives
This study set out to explore the impact of social media on three key areas: improving brand loyalty, its importance in contemporary organisations, and its impact on customers’ choices. From the previous literature, it is clear that the research objectives have been fulfilled in the current study. First, the study exposes that social media are critical in increasing brand loyalty. The channel gives business entities a straight shot to directly connect with the audience, a critical factor that creates trust and a feeling of belonging through social media; hence, enhancing brand loyalty. The findings show that social media is a strategic tool for organisations. It focuses on the growing popularity of social media not only as a means of communication but as an essential strategic resource for attracting and engaging customers and product or service innovation, as well as business development. The results correspond to the purpose of the study of revealing the role of social media as a strategic business tool, as well as revealing how businesses might use social media as a part of their overall strategic maps. Lastly, the study provides a clear indication that social media plays the biggest role in consumers' buying behaviour. 
[bookmark: _Toc182930158]5.2 Recommendation
Because social media has played a significant role in the determination of brand loyalty, business strategies, or consumer decisions, social media businesses need to focus on the strategic way they apply social media platforms. The following recommendations are made based on the findings of this research:
1. Invest in Customer Engagement: The two primary areas firms need to focus their social media efforts on are customer engagement. Initiating one-on-one conversations and creating differentiated content, answering questions, and engaging in forums will increase consumer trust, which is necessary for creating a relevant and deep emotional connection to a brand to create a lifelong consumer-buyer relationship (Palmatier, Kumar, and Harmeling, 2017). Engaging and encouraging consumers to share their experience with the product, and their issues and airing their concerns, or being their brand advocate can be very useful in the overall marketing process of the products and therefore in the overall creation of a good and desirable customer base.
2. Leverage Social Media for Innovation: Facebook, Twitter, MySpace and sites of this nature not only offer insights regarding the mood of consumers, but they provide feedback from consumers in real-time. These new platforms should be employed by the firms to get insight, pilot new products and services, and co-design with customers. The concept of open innovation thus makes it possible for all the key players to involve consumers in the process of innovation, which will increase the company's competitiveness and industry-specific relevance (Barlatier and Josserand, 2016).
3. Tailor Social Media Strategies to Business Models: It implies that depending on certain business models some approaches to social media are most effective. In the case of B2C marketers, the sense of the community’s presence should be oriented towards customer acquisition and brand recognition with the use of content that is relevant to the audience. On the other hand, B2B businesses should utilise social media to create awareness, certify professionalism and provide industry updates (Ali, 2018). 
4. Use Influencer Marketing to Influence Purchasing Decisions: Since consumers' choices are being shaped via SNS, then businesses should employ influencer marketing to increase belief and confidence in their brands. The involvement of influencers as insiders in a business implies an expansion of the target market and the calls for purchases. They can also be a persuasive force for the brand as they give consumer validation and can sway people's decisions (Maurine, 2023).
5. Incorporate social media into the Overall Marketing Strategy: Essentially, it is unwise for a business organisation to approach social media as an independent entity away from other marketing tools. Social media can however be used side by side with other marketing tools to have a consistent brand message. In its simplest form, it helps in synchronising social media campaigns with other offline marketing strategies hence creating an overall effect that is much better than the sum of its parts (Karafillakis et al., 2021).
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