< EnPress

Article

Computer Software and Media Applications 2024, 7(1), 10679.
https://doi.org/10.24294/csmal0679

The role of social media advertisement in the twenty-first century

Farida Balarabe?, Esther Daniel?, Muhammad Shamsuddeen Musa?, Usman Yahya Ibrahim?,
Nuru Yakubu Umar*, Ahmad Adamu Ahmad®, Aminu Adamu Ahmed®”

! Department of Marketing, Faculty of Social and Management Sciences, Adamawa State University Mubi, Mubi 650101, Nigeria
2 Department of Management Information Technology, Faculty of Management Sciences, Abubakar Tafawa Balewa University Bauchi,

Bauchi 740102, Nigeria

3 Department of Business Administration, Faculty of Art and Social Science, Gombe State University, Gombe 760214, Nigeria
4 Department of Business Administration, Abubakar Tatari Ali Polytechnic, Bauchi 740102, Nigeria

5 Department of Economics, Faculty of Social Sciences, Sa’adu Zungur University, Bauchi 740102, Nigeria

6 Department of Information Communication Technology, Federal Polytechnic Kaltungo, Gombe 760214, Nigeria

* Corresponding author: Aminu Adamu Ahmed, aminuaa.inkil@gmail.com

CITATION

Balarabe F, Daniel E, Musa MS, et
al. The role of social media
advertisement in the twenty-first
century. Computer Software and
Media Applications. 2024; 7(1):
10679.
https://doi.org/10.24294/csmal0679

ARTICLE INFO

Received: 8 October 2024
Accepted: 12 November 2024
Available online: 27 November 2024

COPYRIGHT

Abstract: This research explores the role of social media advertisement in today’s digital
landscape. It discusses the advantages of social media advertisement, including its wide
audience reach, cost-effectiveness, and increased brand visibility. The research also delves into
the impact of social media advertisement on consumer behavior, engagement, and data-driven
insights. Furthermore, it addresses the challenges and criticisms surrounding social media
advertisement, such as information overload, privacy concerns, and trust issues. The research
concludes by highlighting future trends and opportunities, including influencer marketing, live
video, augmented reality, and personalization. Overall, this paper emphasizes the importance
of adapting and utilizing social media effectively for businesses to succeed in the digital age.
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1. Introduction

Social media advertising refers to the marketing of goods, services, or brands
through social media platforms. It involves creating and disseminating content aimed
at capturing the interest of the target audience. Unlike traditional advertising methods,
social media advertising leverages the extensive reach and interactive capabilities of
these platforms. Common forms include sponsored posts, display ads, video
commercials, and influencer partnerships. The strategic placement of these ads within
users’ newsfeeds, timelines, or stories allows brands to showcase their products in a
visually appealing and targeted manner. As we look to the future, it is essential to
consider the impact of social media on the century ahead. Social media platforms are
expected to continue evolving, influencing various aspects of society, including
communication, marketing, and public opinion. This evolution raises questions about
the potential for social media to spread harmful rumors and misinformation. In this
paper, we address this issue by examining the mechanisms through which social media
can propagate false information and the strategies that can be employed to mitigate
these risks. The growing popularity of social media has made it a crucial tool for
companies aiming to engage with their clientele and boost sales. With billions of users
actively utilizing platforms like Facebook, Instagram, Twitter, and LinkedIn, these
sites have become integral to daily life. For instance, as of 2021, Facebook had over
2.8 billion monthly active users [1], Instagram had 1 billion [2], Twitter had 330
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million monthly active users as of the third quarter of 2019. This figure represented a
4% increase year-over-year and was noted in multiple reports during that period. The
company had previously reported a decline from its all-time high of 336 million in the
first quarter of 2018 [3], and LinkedIn had 760 million [4]. These figures demonstrate
the enormous reach that social media platforms provide for companies [5]. Social
media platforms are crucial for advertising due to their capacity to interact personally
with consumers and target particular demographics. Large volumes of user data are
gathered by social media platforms, enabling companies to target their ads based on
demographics like age, geography, interests, and behavior. This targeting feature
increases the likelihood of generating leads and conversions. Additionally, companies
can interact with their audience through direct messages, shares, likes, and comments,
which not only strengthens customer relationships and promotes brand loyalty but also
provides insightful information about consumer preferences and behaviors.

Aim and objectives

To investigate the impact of social media on the century ahead, with a focus on
understanding the dynamics of social media advertising, addressing the spread of
harmful rumors, and validating the key research findings. Specific objectives are as
follows:

1) Analyze the potential influence of social media on various aspects of society,
culture, and the economy in the coming decades.

2) Examine the differences between cost-per-impression (CPM) and pay-per-click
(CPC) pricing models in social media advertising and their respective advantages
and disadvantages.

3) Explore strategies and approaches to address the challenges posed by the spread
of misinformation and harmful content on social media platforms.

Develop and implement robust methods to support and validate the key findings
of the research, ensuring the reliability and credibility of the study.

2. Literature review

2.1. Advantages of social media advertisement
2.1.1. Wide audience reach

Due to the global accessibility of social media platforms, businesses can connect
with a large audience in many nations and continents. Facebook has more than 2.8
billion monthly active users worldwide, for example [1,6,7]. Businesses have the
chance to explore new markets and grow their clientele thanks to this worldwide reach.
Businesses can target their advertisements to particular demographics, interests, and
behaviors by using social media platforms. These platforms’ vast user data collection
enables companies to design highly targeted campaigns, guaranteeing that the most
appropriate audience sees their ads [5,8]. Reaching prospective clients who are more
likely to be interested in the promoted goods or services is made more likely by this
focused strategy.
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2.1.2. Cost-effectiveness

Advertisements on social media are frequently less expensive than those on
traditional media. Companies can choose from a range of price choices, including cost-
per-impression (CPM) and pay-per-click (CPC), and set their own advertising budgets
[1,9]. Businesses can maximize their advertising costs and increase their return on
investment (ROI) by having real-time spending control and campaign adjustments.
Social media platforms offer diverse pricing methods that accommodate a range of
advertising objectives and budgets, including CPC, CPM, and others. Businesses may
be sure they are paying for real interaction by using the CPC pricing model, which
charges them only when people click on their ads [5,10]. The CPM pricing model, on
the other hand, bills companies according to how many impressions their ads get.

2.1.3. Increased brand visibility

By showcasing their goods and services to a large audience, social media
advertising helps companies build their brand recognition. Advertisements that are
visually appealing and consistent assist consumers in recalling and recognizing the
brand when making judgments about what to buy [5,11]. Businesses can use social
media platforms to highlight their brand’s distinctive character, beliefs, and products,
which increases brand recognition. Businesses can engage with their target audience
using a variety of touchpoints provided by social media platforms [1,12]. Businesses
can improve brand memory by regularly showing up in consumers’ timelines or
newsfeeds. Customers are more likely to remember a brand when they are ready to
make a purchase and when they are exposed to it frequently because it leaves a lasting
impact on their thoughts.

2.2. Related works
There are some related studies on marketing (see Table 1).

Table 1. Related studies on marketing.

Title

Aim Publisher  Source

Digital Marketing Excellence:
Planning, Optimizing, and
Integrating Online Marketing (7th
ed.).

Groundswell: Winning in a World
Transformed by Social Technologies.

Social media: The new hybrid
element of the promotion mix.

Users of the world, unite! The
challenges and opportunities of
social media.

Number of social media users
worldwide from 2010 to 2023.

This book provides comprehensive insights into digital marketing
strategies, including social media marketing, and emphasizes the Routledge.  [13]
importance of integrating online marketing channels effectively.

This book explores the impact of social media on businesses and Harvard
provides practical advice on how to effectively utilize social Business [14]
technologies to engage with customers and build brand loyalty. Press.
This academic article discusses the role of social media as a hybrid BUSiness
element in the promotion mix and highlights its potential for enhancing hori [15]
orizons.
brand awareness and customer engagement.
This influential article explores the challenges and opportunities of Busi
; . . A . . usiness
social media for businesses and provides insights into effective hori [16]
. . - h orizons.
strategies for leveraging social media platforms.
This statistical source provides data on the growth and global reach of
social media, highlighting its increasing importance as a marketing Statista.com [17]

channel.
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3. Methodology

This research employs a semi-systematic literature review (SLR) methodology to
systematically examine the role of social media advertisement in the twenty-first
century. The methodology is structured as follows:

3.1. Literature identification

A comprehensive search of relevant academic databases, such as Google Scholar,
Science Direct, Scopus, and Web of Science, was conducted using a combination of
keywords such as “social media advertisement”, “digital marketing”, “consumer
behavior”, and “brand visibility”. The search was limited to peer-reviewed articles,
industry reports, and white papers published within the last two decades (2000-2023)

to capture the evolving dynamics of social media advertising (see Figure 1).
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Figure 1. Distribution of study over time.

3.2. Inclusion and exclusion criteria

Acrticles were included based on their relevance to the research focus, specifically
addressing the advantages, impacts, challenges, and future trends of social media
advertisement. Exclusion criteria consisted of non-peer-reviewed sources, studies that
did not focus on social media advertising, and articles lacking empirical data or
theoretical frameworks.

3.3. Data extraction and thematic analysis

Relevant data points were extracted from the selected literature, including key
findings, methodologies, and case studies. A thematic analysis was conducted to
identify recurring themes and patterns related to the advantages of social media
advertisement (such as audience reach and cost-effectiveness), its impact on consumer
behavior and engagement, and the challenges faced (including privacy concerns and
trust issues). This enabled the categorization of insights into clear themes, including
current challenges, future trends (such as influencer marketing and augmented reality),
and actionable recommendations for businesses.

By employing this semi-systematic literature review approach, the study offers a
comprehensive understanding of the multifaceted role of social media advertisement
in today’s digital landscape, providing valuable insights for businesses seeking to
enhance their marketing strategies in the twenty-first century.
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4. Discussion of findings

Social media advertisement has emerged as a pivotal tool for businesses in the
twenty-first century, leveraging the extensive reach of platforms to engage consumers
effectively. This paper discusses the advantages, impacts, challenges, and future trends
of social media advertisement to provide a comprehensive overview of its significance
in modern marketing. Social media advertisement presents several compelling
advantages that make it an essential tool for contemporary marketing strategies. First
and foremost, the wide audience reach is a significant benefit; as of 2023, there are
over 4.5 billion active social media users globally, with platforms such as Facebook,
Instagram, and TikTok allowing businesses to connect with a diverse and extensive
audience [17,18]. This reach is especially pronounced in regions like North America
and Asia, where user engagement continues to rise, creating vast opportunities for
targeted marketing. Moreover, social media advertising is highly cost-effective
compared to traditional advertising methods. Businesses can achieve higher returns on
investment due to the lower costs associated with online ads and the ability to tailor
campaigns to specific demographics, ensuring that marketing budgets are used
efficiently and effectively. Additionally, the increased brand visibility afforded by
social media platforms plays a crucial role in brand awareness and customer
engagement. Through a combination of organic reach and paid promotions, brands can
significantly boost their visibility. The interactive nature of social media, where users
can share, comment, and like content, further amplifies this visibility and fosters a
sense of community around the brand [19]. As we look ahead, it is vital to also consider
the potential impact of social media on the century ahead, including how businesses
can navigate the challenges associated with harmful rumors and misinformation. This
exploration will provide valuable insights into the evolving landscape of social media
advertising and its implications for modern marketing strategies. Together, these
advantages illustrate why social media advertisement is not only a viable option but a
necessary component for businesses seeking to thrive in an increasingly digital
marketplace.

4.1. Impact of social media advertisement

Social media advertisements have a profound impact on consumer behavior,
shaping how individuals make purchasing decisions. Users frequently turn to their
social networks for recommendations and reviews, which can significantly influence
their buying choices [12,20]. This reliance on peer opinions underscores the
importance of social proof in the digital age, where consumers often seek validation
from their connections before committing to a purchase. Additionally, engagement
metrics such as likes, comments, and shares provide valuable insights into consumer
preferences and behaviors, allowing brands to tailor their marketing strategies
effectively. These metrics not only reflect the popularity of content but also indicate
the level of consumer interest and engagement, which can drive further interactions
and conversions.

4.1.1. Changing consumer behavior

a) Influence on purchasing decisions: Consumer purchasing decisions are
significantly impacted by social media advertisements. As social media platforms have
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grown in popularity, customers are increasingly using them to find information,
reviews, and product recommendations. Advertisements on social media have a
substantial effect on how consumers perceive products and how they behave while
making purchases. Compelling and engaging advertisements can influence consumers
to consider and ultimately select a particular brand or product.

b) Shifting consumer expectations: Social media marketing has also played a role
in modifying customer expectations. Nowadays, customers anticipate that firms will
actively interact with their audience on social media and maintain a strong online
presence. They expect relevant, individualized material that resonates with their values
and interests. Brands are under pressure to be more open, genuine, and responsive to
the wants and demands of their customers as a result of social media advertising.

4.1.2. Engagement and interaction

Social media advertising provides companies with a way to communicate and
engage with their customers directly. Businesses can build deep connections with their
audience through direct messaging, shares, likes, and comments [21]. By answering
consumer questions, resolving issues, and producing insightful content, businesses can
foster a sense of community, loyalty, and trust. Furthermore, user-generated content
(UGC) can be created and shared more easily thanks to social media networks.
Advertisements on social media can inspire individuals to create content about the
company or its goods [8]. Reviews, testimonials, and user experiences are examples
of UGC that can significantly affect the opinions and purchase choices of other
customers. Social proof in the form of user-generated content boosts the legitimacy
and genuineness of a brand.

4.1.3. Data-driven insights

Social networking sites gather a wealth of information about the preferences,
interests, and behaviors of their users. Businesses can leverage social media
advertising to analyze this data and gain valuable insights into their target audience
[22]. By understanding consumer activity trends, businesses can make their ads more
enticing and relevant. This data-driven approach allows companies to optimize their
marketing strategies and deliver relevant information to the right audience at the right
time. Additionally, businesses can utilize real-time data and analytics from social
media advertising to gauge the success of their efforts [8]. By monitoring engagement
metrics like clicks, likes, shares, and conversions, businesses can assess the
effectiveness of their advertisements. This data-driven strategy enables companies to
allocate resources effectively, make informed decisions, and enhance their marketing
campaigns.

In conclusion, the integration of social media advertising into marketing
strategies not only influences consumer behavior but also shapes the future of brand
engagement and interaction. Understanding these dynamics is crucial for businesses
aiming to thrive in an increasingly digital marketplace.

4.2. Cybercrime and social media

As social media usage continues to rise, so does the potential for cybercrime,
creating significant challenges for users and businesses alike. Cybercriminals exploit
social media platforms to conduct various malicious activities, including phishing
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attacks, spreading malware, and perpetrating identity theft. Recent studies indicate that
more than 70% of users have encountered phishing attempts via social media,
highlighting the pervasive nature of this threat [22]. The ease of communication and
the vast audience that social media provides make it an attractive target for
cybercriminals, who often use social engineering tactics to manipulate users into
divulging sensitive information. Moreover, the impact of cybercrime on social media
is not limited to individual users; businesses are also at risk. A report by the
Cybersecurity & Infrastructure Security Agency [22] emphasizes that organizations
must implement stringent security measures to protect their data and maintain
customer trust. This includes adopting multi-factor authentication, conducting regular
security audits, and providing user education on recognizing and avoiding potential
threats.

Statistical data further underscores the severity of the issue. According to a
comprehensive review, over 30% of social media users have reported being victims of
cybercrime, with many experiencing financial losses as a result [20]. Additionally, the
global cost of cybercrime is projected to reach $10.5 trillion annually by 2025,
reflecting the growing economic impact of these criminal activities [23]. The rise of
problematic social media use (PSMU) has also been linked to increased vulnerability
to cybercrime, as excessive engagement on these platforms can lead to lapses in
judgment and security awareness [24]. As users become more immersed in social
media, they may inadvertently expose themselves to risks, making it essential for both
individuals and organizations to prioritize cybersecurity measures. In conclusion,
while social media offers numerous advantages for communication and marketing, it
also presents significant risks related to cybercrime. To mitigate these risks, businesses
and users must remain vigilant, adopting proactive strategies to safeguard their
information and maintain a secure online environment.

4.3. Challenges and criticisms

Despite the numerous advantages of social media advertising, it is not without its
challenges and criticisms. One significant issue is information overload; the sheer
volume of content available on social media can overwhelm users, leading to ad
fatigue and diminishing the effectiveness of advertisements [24]. As consumers are
bombarded with countless messages, they may become desensitized to ads, making it
increasingly difficult for brands to capture their attention. Furthermore, privacy
concerns have emerged as a critical issue, with consumers growing increasingly wary
of how social media platforms collect and utilize personal information for targeted
advertising [25]. This apprehension can lead to a reluctance to engage with ads, as
users prioritize their privacy over potential benefits. Lastly, trust issues have arisen
due to the prevalence of misinformation and deceptive advertising practices, resulting
in skepticism among users regarding the authenticity of brands [26]. This skepticism
can hinder brand loyalty and negatively impact consumer relationships, highlighting
the need for transparency and ethical practices in social media marketing. Together,
these challenges underscore the complexities of navigating the social media landscape
for effective advertising. It also highlighted three more challenges as illustrated below.
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(1) Information overload: Competing for attention presents a significant
challenge in social media advertising. With the vast amount of content available on
social media platforms, marketers must devise original and captivating strategies to
engage their target audience effectively [27]. One of the largest hurdles is capturing
consumer attention amidst the deluge of information [28]. The sheer volume of
content—ranging from news articles to user-generated content and advertisements—
can lead to information overload for users [29]. As a result, consumers may struggle
to sift through excessive content to find relevant and reliable information,
necessitating the development of filtering skills to distinguish valuable content from
noise.

(2) Privacy concerns: The extensive data collection practices of social media
platforms raise important privacy concerns regarding the ethical use of personal
information [19]. Users are increasingly aware of the potential risks associated with
sharing personal information and are concerned about how advertisers and third parties
gather, store, and utilize their data [28]. The degree of personalization in
advertisements may contribute to unease among users, as it reveals the extent to which
their online activities are monitored and analyzed [27]. Thus, balancing effective
advertising with user privacy remains a critical challenge for marketers.

(3) Authenticity and Trust: The prevalence of false information and fake news on
social media platforms raises serious concerns about authenticity [16]. Advertisers
must exercise caution in promoting content, ensuring that it is both trustworthy and
truthful [19]. Users often struggle to differentiate between reliable information and
misleading content [27]. Addressing this issue requires fact-checking, raising
awareness, and supporting credible information sources. Authenticity and trust are
vital for successful social media marketing, as consumers may question the veracity
of brands and their claims, leading to skepticism towards advertisements [28].
Building trust entails being transparent about products, services, and advertising
methods, as well as fostering open communication and responding authentically to
user interactions.

5. Future trends and opportunities

5.1. Marketing using influencers

Influencer marketing has emerged as a highly effective strategy for brands to
connect with their target demographics. By collaborating with social media influencers
who possess a loyal following, brands can leverage existing credibility and engage
audiences in a more authentic manner [13]. As influencer marketing evolves, trust and
authenticity have become essential components of successful collaborations.
Consumers value genuine endorsements from trusted influencers [30], making it
increasingly important for brands to build enduring relationships with influencers who
align with their audiences [31].

5.2. Live video and augmented reality

The popularity of live video streaming on social media platforms enables
businesses and influencers to engage with their audience in real time. This format
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allows for direct connection and instant feedback, offering an immersive and
interactive experience. Additionally, augmented reality (AR) technology facilitates
engaging experiences, such as interactive product demonstrations or virtual try-ons.
Through live video and AR, brands can foster a sense of intimacy and immediacy with
customers, enhancing engagement through direct communication and behind-the-
scenes insights [29].

5.3. Customization and personalization

Personalization is becoming increasingly central to social media marketing.
Brands are utilizing user insights and data to deliver tailored content that resonates
with individual preferences. By understanding consumer behavior, brands can create
personalized experiences that boost engagement and foster loyalty [19]. This can
include interactive features allowing users to generate their own content or receive
customized product recommendations. Offering personalization options enhances the
user experience and strengthens connections between brands and their audiences.

6. Conclusion

Social media advertisement profoundly impacts both business operations and
consumer behavior. The internet and social media platforms have expanded
opportunities for businesses to reach their target audiences effectively. As social media
marketing evolves, it plays a crucial role in shaping consumer experiences, influencing
purchase decisions, and driving brand advocacy. The growing significance of social
media in brand perception and success highlights the need for businesses to adapt and
leverage these channels effectively. While social media offers cost-effective
marketing strategies and extensive reach, it also requires careful management to
mitigate potential negative repercussions. By establishing reasonable social media
goals and dedicating resources to campaigns, businesses can enhance customer
interaction, increase engagement, and ultimately succeed in their marketing efforts.
Understanding the power of social media and its continuous evolution is essential for
maintaining competitiveness in today’s market.
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