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ABSTRACT 
 

 Social media is the new buzz area that has businesses, organizations and brands jumping to create news; make friends, connections 
and followers; and build communities in the virtual space.  Social media can be a powerful business tool. Some of the opportunities and 
benefits of social media can include Revenue, Brand development, Attracting customers, Research, Networking and Recruitment. Social 
media can be used for internal communications as well as a method of engaging with both existing and potential new customers. It states 
that the real business revolution occurs in the arrival of several social media sites, such as LinkedIn, Face book, and Twitter. It also 
discusses the use of social media websites in businesses. Social media is a genuine game changer for business. Companies that invested 
early to harness the power of social media claim higher returns, with even greater gains predicted to be on the way.  The purpose of this 
research was to understand the impact of technology advancement and social media on how companies were adapting their strategies to 
incorporate social media. A qualitative research study was conducted using structured questionnaire with 25 business executives. 
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INTRODUCTION 
 
 Media is a tool used for communication, like 
TV, newspaper, radio etc. Social media are media for 
social interaction, using highly accessible and 
scalable communication techniques. Social media is 
the use of web-based and mobile technologies to turn 
communication into interactive dialogue. Andreas 
Kaplan and Michael Haenlein [3] define social media 
as "a group of Internet-based applications that build 
on the ideological and technological foundations of 
Web 2.0, which allows the creation and exchange of 
user-generated content. Businesses may also refer to 
social media as consumer-generated media (CGM). 
But social media is not only about communication, it 
includes as well interaction between users. 
              Companies are using social media in 
marketing, advertising, sales, innovation, customer 
service and problem resolution, information 
technology, human resources and also for driving 
cultural change. Indian companies and brands will be 
in a better position to enhance their brand image 
through use of social media. They can plan the use of 
traditional media and social media to reach out to 
more people, thus creating a bigger market for 
themselves. 

 Social media is becoming an integral part of life 
online as social websites and applications proliferate. 
Most traditional online media include social 
components, such as comment fields for users. In 
business, social media is used to advertise products, 
promote brands, and connect to current customers 
and foster new business. 
 The need of the study is to understand the 
impact of social media on how organizations are 
adapting their strategies to incorporate social media. 
 
Objectives: 
Primary Objective: 
 The primary objective of the study is to 
understand how social media (Facebook,Twitter, 
LinkedIn) is playing an important role in 
organization in terms of  Customer service, Brand 
building, Product development and Knowledge 
sharing. 
 
Secondary Objectives: 
• To study how organizations use social media in 
their business processes that will transform their 
relationships with customers. 
• To study how organizations can harness the 
power of social media keeping in mind the pitfalls. 
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• To study the importance of social media and 
how organizations can use social media as an 
important tool to reach out to their customers. 
• To analyse the scope for future growth and 
adoption of further advanced social media 
technologies.  
 
Literature Review: 
 Sorescu et al. [6] states “another way in which 
retailers can engage customers is by selling not just 
products, but an entire experience that – while 
centered on the products, adds an entirely new 
exciting layer to the retail setting.” Moreover, 
research based on a small retailer’s perspective is 
limited. How have smaller firms utilized social 
media within their business model? How successful 
has social media been with increasing their customer 
base, brand awareness, and sales? It has become 
clear that when marketers from large corporations 
present a new product or brand, they consider both 
traditional and non-traditional media in which to 
place advertising in order to make sure they reach 
their target market [1]. 
 Mangold and Faulds [4] stress that traditional 
communication examples, which relied on the classic 
promotional mix to create integrated marketing 
communications, must give way to a new paradigm 
that includes all forms of social media as potential 
tools in designing and implementing integrated 
marketing communication strategies. Curran et al. 
[5] points out, almost 1 in every 13 person in the 
world is an active Facebook user, which points to the 
potential of finding a ready market for any product or 
service. 
 Since social media sites can be exploited for the 
information it provides on consumer behavior with 
regards to their purchasing intentions, research 
further suggests that businesses should incorporate 
social networking sites into their business model or 
promotional mix. A business model is a system of 
codependent structures, activities, and processes that 
serve as a firm’s organizing logic and create value 
for customers, itself, and its partners [6]. 
 Sinclair and Vogus [5] determined that large 
companies are regarding social media sites as 
strategic tools and some businesses are even hiring 
employees to oversee their social media pages. 
“Consumers are no longer passive receivers of 
marketing messages; instead, they are using 
Facebook, MySpace, YouTube, and Twitter to voice 
their opinions-both positive and negative” 
 The phrase social networking sites’ is often used 
interchangeably with social media. However, social 
media is different because it allows participants to 
unite by generating personal information profiles and 
inviting friends and colleagues to have access to 
those profiles . Thus, social media is the environment 
in which social networking takes place and has 

altered the way in which consumers gather 
information and make buying decisions. 
Methodology: 
 The study was executed with the help of a 
survey from a highly skilled target group from 
various organizations. This includes designing 
questionnaire for collection of data through field 
study, collecting data from target respondents, 
processing and analysing the data and arriving at a 
conclusion regarding the topic of interest for the 
research.  The study is based on the sample drawn 
from business executives of various industries. The 
random sampling method is used for sampling. The 
target of 25 respondents has been taken for the study 
and they belong to various levels of the industry in 
terms of experience, domain, practical knowledge 
and other aspects of the industry. The collected data 
was analysed using percentage analysis, chi-square 
analysis, simple average method and kruskal wallis 
test. 
 
Data Analysis: 
(i) Chi Square Analysis: 
Hypothesis: 
Null Hypothesis (Ho):  
 There is no significant difference in the 
perception of the employees at different levels 
 
Alternate Hypothesis (H1):  
 There is significant difference in the perception 
of the employees at different levels 
 
Formula:       

 
Where,  
O is the observed frequency; E is the expected 
frequency. 
Degree of Freedom shall be calculated with the 
following formula: 
D.o.F = (R-1)*(C-1) 
Where, 
R is the no. of rows; C is the no. of columns. D.o.F= 
(4-1)*(5-1) 
Degree of Freedom=12 
 
 Thus it is observed that the calculated value is 
lesser than that of the tabulated value at 5% level of 
significance. The null hypothesis is accepted, so 
there is no significant difference in the perception of 
the employees at different levels that the ETAP is 
advantageous over POWER TOOLS. 

 
(ii)  Kruskal – Wallis test: 
Hypothesis: 
Null Hypothesis (Ho):  
 There is no significant difference in the 
perception of the employees at different levels   
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Table 4.2.1: Observed Frequencies for all electrical employees at different levels. 

Experience Strongly disagree Disagree Neutral Agree Strongly 
agree  

0-5 years 7 20 79 271 163 540 
5-10 years 7 8 77 256 172 520 
10-15 years 12 15 72 235 146 480 
>15 years 5 12 73 207 163 460 

 31 55 301 969 644 2000 
 
Table 2: Chi Square Analysis for all levels. 

 
Observed Frequency (O) Expected Frequency (E) (O-E)^2 (O-E)^2/E 

0-15 years 

7 8.37 1.88 0.22 
20 14.85 26.52 1.79 
79 81.27 5.15 0.06 
271 261.63 87.80 0.34 
163 173.88 118.37 0.68 

5-10 years 

7 8.06 1.12 0.14 
8 14.30 39.69 2.78 
77 78.26 1.59 0.02 
256 251.94 16.48 0.07 
172 167.44 20.79 0.12 

10-15 years 

12 7.44 20.79 2.79 
15 13.20 3.24 0.25 
72 72.24 0.06 0.00 
235 232.56 5.95 0.03 
146 154.56 73.27 0.47 

>15 years 

5 7.13 4.54 0.64 
12 12.65 0.42 0.03 
73 69.23 14.21 0.21 
207 222.87 251.86 1.13 
163 148.12 221.41 1.49 

   χ² 13.26 
Calculated Value by using the formula is 13.26 
Level of significance for testing these hypothesis= 0.05 
Degree of freedom = 12; Tabulated value of degree of freedom 12 @ 5% level of significance is 21.06 
Calculated value (13.26) < tabulated value (21.06) 

 
Alternate Hypothesis (H1):  
 There is significant difference in the perception 
of the employees at different levels 
 
Formula:       

 
 Where, n is the total number of  observations in 
all samples; Ri is the sum of all ranks assigned to 
each sample. Degree of Freedom shall be calculated 
with the following formula: 
D.o.F = (m-1); Where , m is the number of categories  

D.o.F= (4-1); Degree of Freedom=3 
 
Decision Rule:  
 Level of significance for testing these 
hypothesis= 0.05; Degree of freedom = 3; Table 
value = 7.815 Calculated value (0.8939) < tabulated 
value (7.815) 
 Thus it is observed that the calculated value is 
lesser than that of the tabulated value at 5% level of 
significance. The null hypothesis is accepted, so 
there is no significant difference in the perception of 
the employees at different levels that the ETAP is 
advantageous over POWER TOOLS. 

 
 
Table 3: Ranks allocated for key factors. 

S.No 0-5 Rank 5-10 Rank 10-15 Rank >15 Rank 
1 3.8 20.5 4.3 57 4.0 30.5 4.2 42.5 
2 3.9 24.5 4.2 42.5 4.6 78 4.4 71.5 
3 4.0 30.5 4.2 42.5 4.4 71.5 4.6 78 
4 4.2 42.5 4.3 57 4.1 36 4.3 57 
5 4.3 57 4.2 42.5 4.4 71.5 4.3 57 
6 3.9 24.5 3.6 8 4.0 30.5 4.3 57 
7 4.3 57 4.3 57 4.0 30.5 4.0 30.5 
8 4.3 57 4.2 42.5 4.1 36 4.2 42.5 
9 3.7 14.5 3.5 4 3.7 14.5 3.7 14.5 
10 3.7 14.5 3.7 14.5 3.5 4 3.6 8 
11 3.6 8 3.8 20.5 3.3 1 3.7 14.5 
12 4.4 71.5 4.3 57 4.4 71.5 4.4 71.5 
13 4.0 30.5 4.3 57 3.9 24.5 4.3 57 
14 3.6 8 3.8 20.5 3.4 2 3.7 14.5 
15 4.3 57 4.3 57 3.9 24.5 4.2 42.5 
16 3.8 20.5 3.7 14.5 3.6 8 3.5 4 
17 4.4 71.5 4.4 71.5 4.3 57 4.0 30.5 
18 4.3 57 4.7 80 4.1 36 4.0 30.5 
19 4.2 42.5 4.2 42.5 4.4 71.5 4.6 78 
20 4.3 57 4.4 71.5 4.3 57 4.3 57 

 
R1 766 R2 859.5 R3 756 R4 858.5 

 
Table 4: Ranks for different experience levels. 

S.No Experience Number ( Ni) Rank Total ( Ri) 
1 0-5 20 766 
2 5-10 20 859.5 
3 10-15 20 756 
4 >15 20 858.5 

Calculated Value by using the formula is 0.8939 
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Analysis of the ratings of the twenty key factors in terms of the competitive drivers’ i.e. Cost, schedule and 
quality: 
 
Table 5: Key Factors classification in terms of Cost, schedule, quality. 

S.No Description 
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1 User Friendly 4 4 4 60 28 Schedule 
2 Shortening Project Schedule 1 4 5 49 41 Schedule 
3 Improves work efficiency 3 4 4 43 46 Quality 
4 Load Shedding 2 3 5 50 40 Costs 
5 User defined models 1 2 5 50 42 Quality 
6 Lower overall costs 3 2 21 47 27 Costs 
7 Integration with software’s 3 4 8 44 41 Quality 
8 Optimized design 1 2 12 45 40 Schedule 
9 Alert system 1 1 33 63 2 Costs 
10 Technical Support Team 1 3 37 51 8 Costs 
11 Built-in library 2 2 41 44 11 Costs 
12 Quality 1 2 10 32 55 Quality 
13 Effective Management 2 4 4 62 28 Schedule 
14 Power system model 1 2 42 45 10 Quality 
15 Report Generation 1 3 12 43 41 Schedule 
16 Real Time Monitoring 1 2 36 52 9 Schedule 
17 Reliability Assessment 1 3 5 49 42 Costs 
18 Time consuming 1 2 8 45 44 Schedule 
19 Error tracking 1 4 4 44 47 Costs 
20 Customer satisfaction 0 2 5 51 42 Quality 

 
Table 6: Ratings in terms of schedule, cost and Quality. 

S.No Competitive drivers 
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1 Schedule 11 21 81 356 231 
2 Costs 10 14 142 304 130 
3 Quality 9 14 69 214 194 

 
Interpretation and Inference: 
 The twelve key factors have been grouped in to 
three competitive drivers: cost, quality and schedule, 
based on their direct impact on the project.  On the 
factors that impact schedule, 84% of the population 
strongly believes that ETAP is advantages over 
POWER TOOLS. On the factors that impact Cost, 
62% of the population strongly believes that ETAP is 
advantages over POWER TOOLS. On the factors 
that impact Quality, 68% of the population strongly 
believes that ETAP is advantages over POWER 
TOOLS. 
 
Findings: 
 Almost all SMEs are using or interested to use 
social media for their business. It is strongly agreed 
that social media has created a huge impact in 
organization growth. Data analysis shows 76 % of 
companies using facebook, 20 % of companies 
using LinkedIn and 4 % of companies using 
Twitter. 72 % of business executives believe that 
they are able to reach more customers with the help 
of social media. 40% executives strongly agree that 
they are using social media because their 
competitors use it. More than 80% survey 
respondents strongly feel that the implementation of 
the social media will be beneficial and is strongly 
recommended. Poor feedback affecting sales was the 
major problem posed by use of social media. 
Increase in brand awareness and enhancing the brand 
image got the highest average rating among the 
additional benefits obtained by using social media. 

Suggestions And Recommendations: 
 Problem posted on social media should be taken 
care with high priority. Social media should be used 
in the way that works for the situation. People should 
listen, evaluate, adjust and experiment. They should 
be prepared to respond to questions that are asked 
through the social media channel. Readers should be 
asked for feedback. Recognize that social media is 
not about control.  
 
Conclusion: 
 Majority of the companies are using a 
combination of traditional and social media to reach 
out to their customers. It has been seen that use of 
social media has helped companies to reach out to 
more customers and to satisfy their needs better. 
Companies have seen an enhancement in their brand 
awareness and brand image by use of social media. 
Companies can use the social media better by 
making their message clear, avoiding chaos and 
ensuring that their online image matches with their 
brand image. Marketers consider social media, a 
space many of their consumers, as a gold mine for 
brand building. 
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