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As the world continues to digitalize, it has never been more crucial to use and understand 

social media when running a business of any size. Social media is where people share their ideas, 

experiences, and information with the world. People can reach a larger audience once they grow 

their profiles and understand who the audience truly is. From a business standpoint, social media 

should be used to display products, services, and develop an open relationship with the audience 

and customers. “The exploding use of social media in the past decade has underscored the need 

for guidance on how to create social media that foster relationships with customers, advance cus-

tomer engagement, and increase marketing performance” (Li 66). Creating content is only a 

small part of what it actually takes to run effective social media profiles for a small business. As 

social media has become more and more a part of everyday culture for humans, it has become 

more important for businesses to utilize it to its full potential. It is now the way that people stay 

connected with one another, how they find local events, and is how people learn new informa-

tion. It seems like every business is on social media, and they should be. “As the role of social 

media has gradually evolved from a single marketing tool to that of a marketing intelligence 

source (in which firms can observe, analyze, and predict customer behaviors), it has become in-

creasingly imperative for marketers to strategically use and leverage social media to achieve 

competitive advantage and superior performance” (Li 51). Using social media to the business’s 

advantage can be taught over time. It may seem like prior knowledge, but it is vital to have a 

strategy when creating content for a business. “A marketing strategy consists of an integrated set 

of decisions that helps the firm make critical choices regarding marketing activities in selected 

markets and segments, with the aim to create, communicate, and deliver value to customers in 

exchange for accomplishing its specific financial, market, and other objectives,” (Varadarajan 



54). There must be a method to the madness on social media. Anybody can post videos and pho-

tos, but when a business sits down and figures out why they should do the things they do, they 

will be more successful. This research will examine the components of a social media marketing 

strategy and how a small business can adopt these ideas to have an effective online presence that 

benefits their business.  

First and foremost, the benefits of having social media needs to be addressed. Creating 

and sharing content online is essentially a version of free advertising. Although it might not be 

“free”, and a business might have to hire an employee to run social media, a business will be sav-

ing thousands of dollars in marketing and advertising. To be able to brainstorm, create, and share 

original content is an added perk to a business. “However, overall marketing costs can potential-

ly be reduced or eliminated by using social media. Further, small businesses can benefit from 

‘‘earned media’’ or the favorable publicity gained through promotion other than 

advertising” (Schaupp et al. 188). This “earned media” can be from a multitude of things, but 

usually happens when followers mention a profile, public relation events, or when the followers 

are promoting a post or profile. For example, if a customer eats at a restaurant and posts a photo 

of the food and tags the restaurant, that is considered earned media. It is other accounts and fol-

lowers doing the promoting— not the manager of social media. Small businesses do not have the 

extensive budget that large corporate companies do, and social media is the ideal channel of 

communication for marketing. Many platforms also have shopping features that allows followers 

to buy directly from the social media site. 

It is also essential to list the benefits of having a social media marketing strategy. Having 

a social media strategy is an organized way that a business can create and reach their goals as a 



company as well as increasing brand awareness. At the same time that an online presence is in-

creasing brand awareness, it is also building a community around the business. Since small busi-

nesses thrive on personal interaction between customers, it generates an opportunity on social 

media. One of the primary goals of social media is developing the relationship between the busi-

ness and the customers. Social media allows businesses to directly interact with the audience, 

and it should be used as an open communication channel. “Small business’s focus tends to be 

mostly on the customer, especially repeat customers” (Schaupp et al. 201). Small businesses 

count on their “usuals” and are constantly wanting more regular customers. The goal of any 

business is to keep their current customers as well as gain new ones. Having a social media mar-

keting strategy is a way to stay focused on the goals of the company and to have a clear direction 

of the future of the business.  

One of the first steps that must be taken when wanting to develop a social media strategy 

is creating goals. Goals will vary based on the type of business, but there is a lot of overlap here. 

It is crucial to create goals based on the mission of the business (Kordzadeh et al. 3). To create 

goals and have an idea of where the company wants to be in “x” amount of time is crucial to suc-

cess. Including a time frame is important because this establishes a little bit of urgency and drive 

to meet those goals. Creating small attainable goals is important, but there also has to be larger 

goals that are more long term. Wanting to gain followers, reach a larger number of people, and 

meeting with customers are all attainable goals. It is beneficial to be ambitious, but it is equally 

important to have goals that are capable of being reached. After setting goals, it is crucial to sit 

down with management and brainstorm how they plan to achieve these goals. It will likely re-

quire more than a social media post. For small businesses, it is crucial to promote the social me-



dia pages whenever and wherever possible to drive traffic to the content that is to be created. For 

example, having posters inside the business, having scannable QR codes, and getting other ac-

counts to mention that page will be beneficial to gain new followers. Offering incentives or give-

aways are other ways of gaining more followers.  

The next step to building an online presence and social media marketing strategy is to 

decide which social media platforms to be present on. For a small business, the best accounts to 

start with are Instagram, Twitter, and Facebook. It is important to understand the audience as 

well as understand the benefits of the different platforms. Instagram is primarily used to share 

photos and videos, which is extremely beneficial to restaurants and stores so that they can show-

case the products of their business. Instagram is great for increasing brand awareness. Twitter is 

often used for updates and linking to other content. For example, if a business wants to show off 

content from their website, or generate traffic to their website, Twitter allows them to do that. It 

is also used for customer service as well. Facebook is often used to promote the business and 

provide links to their other forms of social media. It also provides basic information needed like 

store hours, business updates, and is also good to link to other content. “Knowing what each site 

or service can do for you will help you determine which ones to keep, and which ones to 

delete” (Ciske 51). Understanding the direction of the company will help gauge which platforms 

to use. Although it may seem like a business should be present on each platform, it is better to 

have a couple quality social media accounts instead of a bunch of them. For example, it is better 

to have one or two well maintained profiles instead of four or five profiles that are often neglect-

ed. It is vital to understand quality over quantity and to not overdo it on social media, and to 

know strengths and weaknesses.  



The next thing that should be done is to look at the social media goals and figure out how 

to track the progress of those goals. Using social media analytics is one of the best ways to do 

this. Being able to look at analytics and insights is a crucial step into developing a social media 

strategy. Understanding the online algorithmic design of search engines and social media is also 

a key component of creating a strategy. The algorithm is confusing because it prioritizes the fresh 

and relevant content that is being searched, while also mixing in newsworthy, popular, and some-

times mundane content into the feed (Donovan 286). Developing an understanding of this 

process will benefit small businesses because they will understand how to create content that will 

fit into this algorithm and generate traffic to their social media profiles. Different social media 

platforms follow different algorithms, so doing more research on this will be beneficial when 

creating and posting content. When looking at insights, businesses are able to see the high and 

low points of interaction on their social media profiles. This allows content creators to post at 

peak times during the day, which will reach the largest audience.  

In terms of reaching company goals, analytics allows businesses to track the progress of 

those goals. It also helps with “facilitating conversations and interaction between online commu-

nities and extracting useful patterns and intelligence to serve entities that include, but are not lim-

ited to, active contributors in ongoing dialogues,” (Zeng et al.14).  Tracking analytics enables a 

business to look at these patterns and create a strategy that will give a company the most effec-

tive online presence that will benefit their business. Analytics can easily track followers, likes, 

engagement, impressions, views, and more. Each component of analytics can give insight about 

what is working and what is not. It gauges what the audience likes and dislikes. Facebook has 

their own analytics system called Facebook Insights, and it is actually free for businesses to use. 



Instagram and Twitter also have similar tools that users have access to which will gather all of 

this information with the click of a button. There are also independent tools at small business’s 

disposal that will meet each individual need. With this surplus of information that will be avail-

able, it is important to organize the information. Creating an analytics report is an efficient way 

of collecting data and laying it out to be able to spot patterns and trends within the data. It is also 

something that small business’s can look back on to see how far they have come. Analytics will 

generate the data, but it is up to the small business to interpret the data.  

 The importance and usage of analytics will now be discussed. As much as it is nice to just 

have a large number of followers, it is better to have better engagement. Being able to have large 

“reach” and “impressions'' will be more beneficial than just having a large number of followers. 

In social media, reach is defined as the total number of people who see the content, and “impres-

sions” are the number of times that the content is displayed. Understanding these terms is a cru-

cial factor to having a social media page. Tracking the analytics of a social media page is also 

necessary to being successful. Analytics allow users to track the views and interactions that their 

profile generates. “Social media analytics is concerned with developing and evaluating informat-

ics tools and frameworks to collect, monitor, analyze, summarize, and visualize social media 

data, usually driven by specific requirements from a target application,” (Zeng, Chen, and Li 14). 

Analytics are the tools that should be utilized to track the progress and output of social media 

content. It is exactly what should be used to see how well or poorly a profile is doing on the 

goals that they set for the business. Remember to keep company goals in mind and use analytics 

as an additional tool in adapting you social media strategy to make it better.  



Before beginning to create content, businesses need to do a little research on their com-

petitors, as well as their target audience. Having competitors is part of owning a business, and it 

is important to be aware of what the competitors are doing so that you can keep up and use it as 

leverage for your own business. “Businesses in a more competitive market are more motivated to 

use advanced technologies” (Schaupp et al. 194). Following the competition on social media al-

lows a business to stay in the know and can also give additional information about their own au-

dience. Completing a strength, weakness, opportunity, threat analysis (SWOT Analysis) on com-

petitors will give a better perspective of other businesses. Performing this analysis also helps see 

what is “expected” within that industry. Doing a SWOT analysis on a business’s social media can 

also help review what needs to be done better and what is going well.  Knowing the specific de-

mographics of the target audience will help tailor content that will get maximum engagement 

from the audience. After having an idea of the audience, the content creation process is ready to 

begin. 

Once a company has gotten to this point, the real work starts. Goals have been estab-

lished, platforms have been decided on, and the means of tracking progress has been decided. 

This is when content will start to be created. Creating engaging content on these platforms is es-

sential to growing a business. “A recent survey found that the greatest advantages of social media 

marketing are generating more business exposure, increasing traffic, and improving search en-

gine rankings” (Schaupp et al. 187). Being able to generate traffic towards social media will get 

more people into their stores. How does a business generate traffic on their social media and 

websites? Creating interesting and intriguing content and just being present on social media. Tak-

ing photos of the business and adding captions that have easy to answer questions is an easy way 



to get started. “User engagement is a multifaceted concept manifested in the form of different 

psychological states including enjoyment, endorsement, and anger, along with behavioral re-

sponses” (Kordzadeh 2). Striking the emotions of the audience is an effortless way of connecting 

with followers and generating engagement. Social media profiles can follow an aesthetic that is 

chosen by the brand being marketed, but there should be well-rounded content that is intriguing 

to different audiences. Maintaining an aesthetic can be done by using similar filters on photos, 

following a color scheme, or reusing a font or font family within text. An aesthetic offers a con-

sistent feel for the audience, and it can turn into a staple that followers recognize that profile 

with. It is also a good idea to add keywords to the social media profiles so that they could be 

found easier and found by more people.  

Small businesses need to have the mindset that they are creating content to receive en-

gagement from their audience. They aren’t just posting to get likes, but there is a purpose behind 

each post made. “Key decisions organizations must make when developing posts include: the 

types of content topics to share, the features to include (e.g.,pictures, videos, and hyperlinks), 

and the best times to post” (Kordzadeh 1). When it comes to the different types of content topics 

to share, it is good to brainstorm within the company to generate ideas. As a rule of thumb for 

beginners, about eighty percent of the content posted should inform the audience about some-

thing and the other twenty percent of the content should promote the business. Informative con-

tent can be things like announcing store closings, new products, history of the business, and ser-

vices that are offered. For small businesses, sharing personal stories and the history behind the 

business is a good way to add to the aesthetic and personal touch of the profile. Having a good 



mix of content will prevent the page from looking under-managed and will also keep the audi-

ence from getting bored from the content.  

Another key decision that needs to be made is what features will be included in the posts. 

The platform will dictate what features will be used. For example, most Twitter posts will con-

tain mostly text, whereas Instagram revolves around photos and videos. Generating exposure and 

increasing traffic to other company pages is what social media is all about and comes at a frac-

tion of the cost of classic marketing strategies (Schaupp et al. 188). Posting a photo and linking 

an article or additional information from the company website will increase traffic. People tend 

to favor visual content as opposed to text because people are used to quickly scrolling through 

social media. The visual content that a business uses will tell a lot about the company. Social 

media used to revolve around text, while today, it is heavily focused on visual content like photos 

and videos. “A plethora of new technologies in the market suggest that the future of social media 

will be more sensory-rich” (Appel 87). Having a little background in photography and under-

standing the concepts of lighting, contrast, and positioning can go a long way. For beginners, 

YouTube offers a ton of free videos that can teach the basics of how to take high quality photos 

and videos. A business does not require an expensive and professional camera to post quality 

content. Most smartphones have cameras that will get great photos, but having that background 

information of photography will go a long way to creating professional looking content.  

Using the tools that social media offers on the various platforms is something that should 

also be used to a company’s advantage. For Instagram, using “stories” is a way to post live up-

dates like photos or short videos of what is presently going on in the store. Facebook also adopt-

ed this tool, and both allow businesses to live stream at any time. When hosting special events, a 



live stream can show the audience what is going on and it will encourage them to come out and 

enjoy the event as well. Stories are also an easy way to link to other platforms like other profiles 

and the company website. “It is okay to repost content from other reliable and respected sources, 

especially pertinent news or industry happenings, but make sure your own message is not lost in 

all the activity” (Ciske 52). Reposting content from other local businesses is a way to provide a 

sense of community and “togetherness”. Stories disappear after 24 hours, so it is good for con-

tent that is not essential to the aesthetic of the profile.  

The last decision that is crucial to understand and to have a strategy for is when to post 

content. Using social media analytics is the most effective way to do this. Analytics offer so 

much specific information, as discussed, that should be used to the business’s benefit. Analytics 

will track when they get the most engagement from followers, and it is specific to the type of 

content being posted. For example, a case study on a Police Department was done and recorded 

that “posting news content in the morning led to more link clicks than in the afternoon or 

evening” (Kordzadeh 2). This makes sense because people have the mindset of reading news ear-

lier in the day. For small businesses, they should think about the time of day that their audience 

will be on their phone scrolling through social media. Generally speaking, the peak times of day 

that receive most engagement are around lunch breaks and in the evening when people are wind-

ing down. However, analytics can track exactly what times of day a company’s audience is most 

active. This peak time for engagement will vary for each small business because of differing au-

diences. For example, a brewery or night club might peak around 8 p.m. whereas a coffee shop 

could peak in the morning hours. Paying attention to spikes in engagement on analytics will 

show the best time to post.  



 Creating and posting content is one thing that will drive a business online, but engaging 

with followers is imperative to success. Perhaps the biggest benefit of social media, especially 

for a small business, would be the customer and audience interaction. When it comes to social 

media, small businesses need to connect the gap between seller and customer. Small businesses 

thrive on building relationships with their customers. People love to support small businesses 

because it feels more like they are giving back to the community they live in and they are more 

likely to relate to a small business as opposed to a large corporation. While large companies 

strive to create elaborate social media campaigns, small businesses look to bridge this gap. “For 

most companies, the ongoing challenge is not to initiate social media campaigns, but to combine 

social media with their marketing strategy to engage customers in order to build valuable and 

long-term relationships with them” (Li 51). Building these long-term relationships with cus-

tomers will allow them to grow as a company. They can gain brand loyalty from regular cus-

tomers while also gaining new ones. Having more people “on their side” will also increase the 

free marketing aspect like word of mouth advertisement and earned media. “Notably, customer-

to-customer interactions are also essential, especially for the higher level of engagement behav-

iors” (Li 53). These interactions could be in person at the store or restaurant, but they also can 

and should be taking place online.  

Especially for a small business, they should be constantly answering direct messages 

from customers where they answer their questions and offer them the push they might need to 

buy into the business and the cause behind the business. Direct messages are private conversa-

tions between users that no one else will see. If a follower directly messages you a question, be 

sure to answer and answer as timely as possible. This goes along with the comments as well. 



“Listen carefully to the discussions and comments made by customers in social media, identify 

specific needs and preferences from these, and respond accordingly and quickly with the right 

company offering” (Li 59). If there are conversations within the posts, make sure to read them so 

you can jump in and fix any misunderstandings or clarify information if needed. Another way to 

bridge this gap is to directly ask followers for advice or input on the content being posted. Using 

features like the stories, allows a small business to ask and post questions and answers for every-

one to see. This technique makes followers feel heard and also encourages the engagement need-

ed. Overall, being available for these open conversations is essential for a small business to be 

successful on social media.  

One of the most important things to remember when running a business social media ac-

count is to stay organized and stick with the strategy. Developing and following a social media 

content calendar can be helpful in sticking with the plan. A content calendar lays out which con-

tent will be shared on which days, and at what time of day (Kingsley 22). A sample social media 

content strategy is referenced below. It is preferred to have a different content calendar for each 

of the platforms that the business is present on, just to make it easy to follow. Having consistent 

series throughout the week like “Throwback Thursday” or “Monday Motivation” helps give con-

tinuity within the profile. By laying out the plan for what should be posted, it ensures that there 

will be a variety of different content the viewers can see, and it also assists social media man-

agers to not post the same things.  

After creating a social media content calendar and understanding the peak posting times 

throughout the day, using a scheduling tool will help stay on track. Websites like Hootsuite and 

Sprout Social allows businesses to type out and schedule posts. These tools allow a business to 



link their social media accounts and have their content ready to post without actually posting it. 

If they know what time of day they will get the most interactions, they can set up the exact time 

they want it to be posted, without having to do it at that exact time. This also helps with time 

management. When running multiple social media accounts, it can be chaotic to make sure con-

tent is being posted throughout the day, and if the content is scheduled ahead of time, it can help 

stay organized. Many businesses schedule a week’s worth of content ahead of time, and then fo-

cus on live updates and “stories” in the present. Once a content calendar is created, they can up-

load their plan onto these websites so it is ready to go.  

With the current state of the world, social media, and online engagement has been the 

primary way that businesses are staying connected to their customers. When COVID-19 broke 

out, it put a lot of businesses on hold. They had to adjust to this new way of life and find a way 

to stay afloat. The pandemic placed a lot of pressure on businesses, especially financially. During 

the lockdowns, businesses that were not doing delivery and online ordering suffered tremendous-

ly. Businesses also spend large amounts of money on marketing and advertising, when social 

media is truly a form of cheap advertising.  Social media is a crucial tool for small businesses 

that cannot afford to pay that astronomical amount of money needed for marketing and advertis-

ing. “The main financial cost of social media marketing is the time it takes to realize the benefits 

of the effort put forth” (Schaupp, Christian, and France 188). To effectively run a profile on so-

cial media platforms, a small business needs to have a person who understands how social media 

works. However, anyone can learn how to do this. They need to create a social media strategy 

that meets the strengths and the weaknesses of the business. Social media can be considered 



“free advertising” to those who use it correctly. Being able to showcase a business’s products and 

services and post them in an informative and creative way will benefit them.  

Creating and maintaining a social media marketing strategy is essential for small busi-

nesses. It allows a business to stay focused on their goals and values and also allows for a closer 

relationship with customers and clients. Staying organized is going to be key, so constant analy-

sis of the marketing plan is crucial. Constantly analyzing social media results and analytics will 

help give direction to the plan and show strengths and weaknesses. Social media is ever-chang-

ing so it is crucial to adopt the new features that platforms introduce. It is very likely that the 

platforms end up imitating each other’s new features so get to know them quickly and use them 

to benefit the business. The marketing plan will change a hundred times once finding out what 

works and what doesn’t, and that is okay. Making the small adjustments is key to being success-

ful.  There is no cookie cutter version for a marketing plan that works for every business, which 

means to try new things and find what is successful. 
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