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Abstract: The role of social media in marketing and e-commerce has grown exponentially as 

the Internet has had a transformative influence on consumer behavior. And, the trend of online 

shopping is gradually becoming the dominant way of consumption and surpassing the 

traditional sales model, particularly in the context of the significant impact of the COVID-19 

pandemic. The article highlights key findings related to the efficient use of social media as a 

marketing channel, customer engagement strategies, selection of social media platforms, and 

maximizing return on investment through the literature review and theoretical analysis. This 

research also illustrates the practical implications of these trends with a case study of 

Amazon's online versus traditional brick-and-mortar retailing. In addition, the article 

underscores the importance of understanding and leveraging the power of social media 

platforms for businesses looking to thrive in the digital age. It predicts a promising future for 

social media platform sales with continued growth and evolving opportunities for businesses. 
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1. Introduction 

In recent years, the development of the Internet has changed people's way of life, online sales have 

become more and more popular, far more than the traditional sales model. Some merchants have 

opened online stores and can provide consumers with a good consumer experience. The online selling 

model is not limited to online stores, but many merchants are actively generating revenue through 

various social media platforms that rely on a combination of advertising, e-commerce, and other 

monetization strategies. Particularly during the COVID-19 period, many businesses were forced to 

close their stores, and the long period of closure led to inventory buildup and closure. Therefore, 

many merchants opened online stores to clear their inventory, also promoted their brands through 

social media, such as Jitterbug, Instagram, and Facebook [1]. 

For consumers, choosing to shop online is not only about shopping satisfaction but also about 

entertainment and relaxation through evening shopping [2]. This is known as hedonic motivation, 

where people are free to browse products online and add their favorite items to their shopping carts. 

It provides consumers with the means to escape boredom, gain entertainment, and experience 

enjoyment [3]. This hedonic initiative took place mainly during the COVID-19 period, when 

consumers were unable to socialize outside due to the closure of regular retail stores, so they had to 

resort to the Internet to use online shopping as a form of entertainment, making it the only means of 

satisfying consumers' consumer needs [4]. In addition, some would regard the act of adding favorite 
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items to the shopping cart as a stress-relieving behavior. This trend of activity satisfaction and social 

development has contributed to the development of online sales [5]. 

The article demonstrates current trends in online shopping by analyzing social media in terms of 

marketing channels, customer engagement strategies, social media platform selection, and 

maximizing return on investment. It also uses Amazon as an example to understand the importance 

of companies utilizing social media platforms for strategic decision making. 

2. Social media platforms and marketing 

2.1. Social media - one of the efficient marketing channels 

People have been using the Internet for many years, with 93% of respondents visiting online stores 

at least once a month, while 55% visit at least once a week. They browse online for items they need, 

and the main categories they browse are clothing and accessories, electronics, music, travel, and 

concert or sports event tickets. Sales professionals who use social media to close 40%-50% more 

sales than those who do not use social media [6]. This phenomenon occurs because social media sells 

help salespeople find more potential customers. Sales professionals with a strong social selling index 

on LinkedIn close 45% more sales than those without a social selling index. Social media will have 

a simpler and wider audience base and leads, and it is a great way to generate sales and increase 

revenue. Experienced online salespeople will choose the platform according to its characteristics to 

promote their products. Alternatively, buyer personas can reveal targeted information such as age, 

interests, geographic location, industry, and browsing behavior to select the right social media 

promotion method and platform. 

2.2. Customer Engagement 

Online shopping can be used to connect customers with brands through deepening engagement, which 

is defined as behavioral performance and includes a number of related behaviors such as word of 

mouth, blogging, providing customer ratings [7]. As of April 2023, there are 4.8 billion social media 

users worldwide who share their purchases on social media and label the items with their brands [6]. 

Dominate the e-market in Chinese is Taobao [8]. Numerous merchants register merchant accounts on 

the Taobao platform for direct sales and gain high customer loyalty through online communication 

and good after-sales service. In terms of customer engagement, LEGO has an excellent marketing 

approach. The LEGO Digital Designer application allows customers to participate in designing their 

own player models, and allows customers to vote for the most creative design for mass production. 

The customer engagement and experience is dramatically enhanced [9]. 

Meanwhile, social media has evolved into a search engine, with some customers searching and 

finding sellers on social media based on their needs [10]. In the US and Canada, 42% of buyers are 

contacted by sellers who view their LinkedIn profiles [6]. Different generations of consumers with 

different consumption attitudes search for brands on social media with different frequencies, where 

there is still a large proportion of young to middle-aged people who are the primary consumption 

force, suggesting that there has been a shift in selling patterns (Figure 1).  
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Figure 1: Percentage of generation using social media to search for products [6] 

2.3. Selection of Social Platforms 

Currently, there are many social media platforms on the Internet that have shopping sections, so the 

percentage of social media usage was ranked based on the popularity of the social media platforms 

themselves and the habits of people who use social media on a daily basis, as shown in Figure 2. 

Among them, Facebook and Instagram continue to be the more frequently used social platforms today. 

 

Figure 2: Ranking of Social Media Usage Percentage [6] 

The choice of social media platforms is an important choice for merchants' marketing strategies 

and sales channel decisions, so it is important to be clear about the platforms' areas of specialization 

and platform characteristics. Social media platforms can be categorized into image category platforms 

(Pinterest, Instagram and Tumblr), video networks (Jitterbug, YouTube), business platforms 

(LinkedIn), and SEO and author platform (Google+). Merchants need to make different marketing 

content and approach to platform characteristics. 

2.4. Maximize Return on Investment (ROI) with social media platforms 

Advertising is the most revenue for social media platforms [11], so social media also provides a high-

quality promotional platform for merchants' advertising and marketing. Merchants can use social 

media platforms' traffic, users, publicity, and other resources for brand promotion to maximize 

marketing ROI, and commonly used promotional methods include display ads, SEO rankings, 

artificial intelligence, and hot traffic time slots. First of all, display ads on social media allow 
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merchants to place display ads on platforms where potential customers are browsing. For example, 

push information about air tickets and hotels on travel platforms. Secondly, since the competition for 

online sales is very high, social media ensures more exposure to merchants by improving SEO 

rankings and allowing merchants to appear in the first few search results ranking. It can also make 

keywords more relevant to potential customers of the business by setting up search keywords. Further, 

Artificial Intelligence (AI) in social media can drastically reduce the difficulty of selling for 

businesses by helping them understand customer needs and discover customer segments faster [12]. 

By recognizing the patterns, trends, and relevance of customer search, browsing, and purchasing, 

valuable information can be derived from them, providing salespeople with a better basis for decision-

making and action [11]. AI can also help companies be more efficient in digital marketing by helping 

sales write marketing emails and social media scripts, track back-office data and summarize data.  

In addition, hot traffic times period on social platforms are one of the easiest ways to market 

hotspots. Businesses need to go to the peak of the major platforms hotspots to post posts that can get 

more exposure and views. The major platforms peak traffic time period is shown in Table 1.  

Table 1: The major platforms peak traffic time period 

Platform Hot traffic time period 

Facebook 9 a.m. to 12 p.m. 

TikTok 3 p.m. to 9 p.m. 

Instagram 12 p.m. to 6 p.m. 

LinkedIn 9 a.m. to 3 p.m. 

YouTube 3 p.m. to 6 p.m. 

Twitter 9 a.m. to 3 p.m 

3. Case - Amazon 

Amazon is currently one of the world's largest Internet-based online retailers, and this online business 

has changed the way people around the world conduct business. Amazon's digital marketing strategy 

is comprehensive and they reach their customers through digital marketing. 

3.1. Amazon and social media platforms  

Amazon's official account has 10 million followers on Facebook, and it mainly uses Facebook to 

share company news and advertisements. In Facebook promotion, it mainly uses strong 

advertisements to publicize its promotional days, and also stays up to date on a daily basis by posting 

different topics [13]. Amazon on Instagram and Facebook have very similar marketing strategies, 

both social media platforms post similar content. Amazon has 2.8 million followers on the Instagram 

social platform, where it mainly posts updates about company news. And by interacting with 

customers on Instagram, customers can attract more potential customers by sharing Amazon's 

products on Instagram. Moreover, YouTube is a social media platform in the form of video, and the 

biggest feature of YouTube is to attract people's attention through advertisements. Amazon places 

interesting and valuable ads on the YouTube platform. Most of the time, it does this by making its 

customers feel special [13].  

3.2. Social media and sales 

Amazon started as an offline brick-and-mortar store, and online marketing was the first step in 

Amazon's business transformation. Amazon sells books on the New York Times bestseller list, and 

the longer a book is on the bestseller list, the higher the Amazon sales. Data shows that "a logarithmic 

Proceedings of the 3rd International Conference on Business and Policy Studies
DOI: 10.54254/2754-1169/79/20241886

79



 

 

increase of 1 in the sales rank increases the number of reviews by 282" [14]. This means that media 

has a positive impact on sales. People liking, commenting and retweeting on social media increases 

consumer engagement with the topic and also increases the buzz around the product. Attention was 

drawn to the product and these results suggest that social media has a positive impact on sales [14]. 

Amazon's long-term performance since 1999 demonstrates the managerial implications of this 

strategy, where companies can use free media by promoting their reach to consumers rather than 

direct opt-in messaging. For example, Amazon makes the bestseller list accessible to non-New York 

Times readers by displaying it on Amazon.com. While we analyze only one combination of earned 

media (social media and traditional media), other combinations are possible. Using multiple winning 

media can provide traditional advantages such as individual media effects and synergies [14]. 

4. Conclusion 

Social media is one of the efficient marketing channels where merchants can get more exposure and 

conversion rate through the traffic and novel sales models on the platform, thus improving the number 

of potential customers. Meanwhile, the increased customer engagement on social media will also help 

businesses gain more profits. Companies should not only use social media platforms for marketing, 

but also learn the marketing strategy of social media platforms, and show the special aspects of online 

marketing through network traffic hotspots. Therefore, according to the current trend analysis, social 

media platform sales have a very advantageous development prospect. However, this paper is mainly 

based on the application of social media in the analysis process, without researching the actual sales 

data of merchants, so as to come up with strong data to justify the relationship between social media 

and company marketing. 
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